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Demographics 

Macroindicators 1 

3 Sources: INEC, Cia World Fact Book, Index Mundi. 

15,414,599 hab. (2013) 
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Demographics 

Macroindicators 1 

4 

Top 10 Populated Cities Population 
according 

Census 2010 

Guayaquil 2,978,691 

Quito 2,607,704 

Cuenca 529,928 

Ambato 330,185 

Santo Domingo 300,875 

Machala 231.260 

Duran 230,839 

Manta 217,553 

Portoviejo 206,682 

Loja 170,280 

TOTAL 7,803,997 

67% 

33% 

50% of Total Piopulation in Ecuador is 

located within the top 10 populated cities 

And 40% is in Top 3 cities: 

Guayaquil, Quito y Cuenca. 

Sources: CIA World Fact Book, INEC. 

Urbanization in Ecuador 

Urbanization Rate 2% 
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Economics 

Macroindicators 1 

5 Sources: BCE, INEC, Index Mundi, 2013* FMI Projections. 

0%

1%

2%

3%

4%

5%

0

20,000

40,000

60,000

80,000

100,000

2009 2010 2011 2012 2013*

GDP (USD MM) vs. INFLATION (%) 

GDP Inflation

0

200

400

600

800

1,000

0

1,000

2,000

3,000

4,000

5,000

6,000

2009 2010 2011 2012 2013*

GDP PER CAPITA (USD) vs. COUNTRY RISK 

PIB Per Capita Riesgo País

39% 
47% 51% 55% 55% 

52% 
47% 44% 40% 39% 

9% 6% 5% 5% 6% 

2009 2010 2011 2012 2013*

LABOR MARKET INDICATORS 

Employment Underemployment Unemployment

38

40

42

44

46

48

115

120

125

130

135

140

145

2009 2010 2011 2012

CPI vs. CCI 

Consum. Price Index Consumer Confidence Index



 | p. 

| 

Import and Export 

Macroindicators 1 

© 2012. Proprietary and confidential. 6 

What do Ecuador exports? To? 

What do Ecuador imports? From? 

Source: The Observatory of Economic Complexity (2011) 
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Economics 

Macroindicators 1 

7 

Gap between 
baskets 
USD 186 

Surplus 
USD 78 

Coverage of 
Basic Basket  

83% 

Source: INEC, 2013* Projection. 
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HOUSEHOLD INCOME vs. BASIC FOOD BASKET 

Household Income Basic Food Basket

Group of 73 products, in less quantity and 
quality than basic basket, that marks the 

limit of survival of a family 

Established group of 75 products in order 
to monitor the raise of prices and their 

relationship with population income and its 
consumption capacity 

Deficit 
USD 108 

Defined as income of 1.6 percipients of 
Minimum Salary in a 4 members 

household, of which only 2 people work 
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Telecommunications 

Macroindicators 1 

8 Sources: Landlines, Internet, Broandband (Supertel Ecuador) 
 Cellphone, Cable TV, Smartphone (TGI Ecuador / Guayaquil + Quito) 
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Distribution Channels 

Macroindicators 1 

© 2012. Proprietary and confidential. 9 

Stores/MM/BS
H; 48% 

Grocery 
Stores; 2.80% Kiosk; 2.10% 

Drugstores; 
3.80% 

Bazaars; 
8.80% 

Bakeries; 
4.60% 

On Premise*; 
19.20% 

Candy Store; 
0.70% 

Beauty 
Saloons; 8% 

TRADITIONAL COMMERCE STRUCTURE IN ECUADOR 

Source: Store Audit IPSA Group Ecuador 2012. 
MM / BSH: Minimarkets and Beverage Sales at Home. 
On Premise: Consumption in Restaurants, Bars and Clubs. 
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100% 

31% 
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38% 

8% 

35% 

5% 
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42% 

15% 

42% 

10% 

PURCHASE CHANNELS PENETRATION (GUAYAQUIL+ QUITO) 

Source: Home Panel IPSA Group. 
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Stores by Supermarket Brand 

Macroindicators 1 

© 2012. Proprietary and confidential. 10 
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Tía Aki Supermaxi Megamaxi Mi
Comisariato*

Hipermarket Santa
Maria**

Avícola
Fernández

Magda
Espinoza

‘Favorita Corporation’ and ‘El Rosado’ form a strong Oligopoly of Retail in both 

Guayaquil and Quito; with business branches that have extended to other 

economic sectors such as Shopping Malls, Cinemas and Media. 

 

‘Tía’ has more stores in countryside an rural areas but has a lighter economic 

weight when compared to the two biggest groups. In contrast, Tia has its 

focus only on retail. 

Source: Store Audit IPSA Group Ecuador 2012. 
Mi Comisariato* includes: Mini, Mi Comisariato Junior and Mi Canasta. 
Santa María** includes: Bodega Mayorista and Srta. María Regalos. 
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2 | Social Indicators 
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(A) High 1.9% 

(B) Mid High 11.2% 

(C+) Mid Typical 22.8% 

(C-) Mid Low 49.3% 

(D) Low 14.9% 

Household Description by SEL in Ecuador 

Social Indicators 2 

12 Source: Overview IPSA Group 2012 Ecuador. 

Only 12% have landline service, 43% have fridge 
and 10% have stereo system at home. 9% use 
Internet. They have 1 cellphone and 1 TV Set at 

home. The householder works as merchant, 
industry worker, or machinery operator. They 

completed only primary educationand only 11% is 
affiliated to any kind of insurance. 

83% have landline service, 96% have fridge, 67% own washing 
machine and stereo system, 62% have computer at home and 90% 
use Internet. They have 2 cellphones and 2 TV Sets at home. The 

householder works as a customer service or sales employee, 
merchant or machinery operator; and they completed high school 

education. 77% is affiliated to state insurance and 20% has private 
insurance. 

52% has landline service, 84% own fridge and 48% 
has a stereo system at home. Only 11% have 

computer at home but 43% use Internet. They have 
2 cellphones and 1 TV Set. The householder works as 

a customer service or sales employee, merchat or 
industry worker and completed only primary 

education. 48% is affiliated to state insurance but 
only 6% has private insurance. 

100% have landline and fridge, 95% posee washing machine and stereo 
system, 100% have a PC and 99% use Internet. They own 4 cellphones 

and 2 TV sets at home . 80% have more than 1 family car. The 
householder works as scientist, intellectual, or member of the excutive or 
legislative power, or with a high position within the corporate ladder of 
private or public companies. Also has completed master or postgraduate 

studies. 95% is affiliated to the state insurance and 79% has private 
insurance. 

97% have landline service, 99% has fridge, 80% own washing 
machine and stereo system, 50% has a computer, 98% uses 

Internet. They have 3 cellphones and 2 TV sets at home. They 
have 1 car for use of the family. The householder is a mid level 
professional, scientist, intellectual, and has complete studies at 

University. 92% is affiliated to state insurance and 47% has private 
insurance. 
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Humand Development Index 

Social Indicators 2 

13 

Source: Human Development Index Report, ONU 2011. 
NOR: Norway. 
COD: Democratic Republic of Congo 
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Despite criticism and opposition from social movements and medis, the 
government has achieved significative advances improving the quality of 
life of citizens. 
 
Specially there are notable achievements regarding Health, the reduction 
of unemployment and the percentage of population below the poverty 
line. 
 
Also there are initiatives such as assistance to disabled in countryside 
and rural areas (which has been copied in other countries) and subsidies 
to the population within the lower stratum, such as: ‘The Human 
Development Bonus’. 

HDI                 Health             Education             Income 
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Two Worlds: Guayaquil & Quito 

Social Indicators 3 

© 2012. Proprietary and confidential. 14 

Both are the economic powers of Ecuador, with 
different (historic, geographical, cultural, ideological 
and climatological) profiles. 

Guayaquil 
Main Seaport 

Quito 
Capital City 

Conservative Political Thinking Liberal Political Thinking 

City founded in the shores of a river an 
surrounded by marshes. It’s plane and poligonal 
with 2 seasons: dry and wet (6 months of rain) 

Average 

86°F 
Average 

57°C 

345 Km2 / 2,440,127 hab. (2012) 352 Km2 / 2,239,141 hab. (2012) 

People from Quito: 
private, thrifty, reflective 

buyer, best known as 
«serranos» 

City founded in a Valley surrounded by mountains. It’s 
elongated and crossed by hills. It’s cold during most of 

the year, with scattered showers and open skies. 

4 masl. 

People fron Guayaquil: 
outgoing, talkative, 
impulsive buyers, best 
known as «monos» 

2,850 masl. 

Source: INEC, OMD. 
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3 | Advertising Industry 
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Media Split 

Advertising Industry 3 

© 2012. Proprietary and confidential. 16 Source: Ibope Time Ecuador (Next). Published Rate, Discounted. 
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305 315 337 362 (USD MM) 

+3% +7% +8% 

391 

Advertising investment in Outdoor decreased to benefit TV, 
Radio and Newspapers. 

28% 
22% 23% 21% 22% 

6% 
6% 5% 5% 5% 

6% 
5% 5% 5% 5% 

4% 
4% 4% 4% 4% 

56% 

54% 58% 60% 61% 

8% 4% 4% 3% 

2008 2009 2010 2011 2012*

VIA PUBLICA

TV

SUPLEMENTO

REVISTA

RADIO

PRENSA

+8% 

MEDIOS 2008 VAR% 2009 VAR% 2010 VAR% 2011 VAR% 2012

PRENSA 84,050,587    -16% 70,705,923    11% 78,471,612    -3% 75,780,706    14% 86,227,119    

RADIO 19,028,264    6% 20,260,059    -16% 17,053,113    13% 19,253,467    11% 21,381,875    

REVISTA 18,362,929    -10% 16,590,055    7% 17,780,287    4% 18,451,066    0% 18,401,537    

SUPLEMENTO 13,081,265    -12% 11,575,587    6% 12,259,476    18% 14,447,331    -2% 14,171,168    

TV 170,926,276  0% 170,344,113  15% 196,479,613  11% 218,908,101  10% 240,237,192  

VIA PUBLICA -               100% 25,436,600    -42% 14,818,176    5% 15,526,528    -29% 11,026,484    

TOTAL 305,449,321  3% 314,912,338  7% 336,862,276  8% 362,367,199  8% 391,445,375  

NEWSPAPERS      RADIO        MAGAZINE    SUPPLEMENT        TV                OOH 

OOH 

 

TV 

 

SUPPLEMENT 

 

MAGAZINE 

 

RADIO 

 

NEWSPAPERS 

NEWSPAPERS 

RADIO 
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SUPPLEMENT 

TV 
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Top 10 Categories 

Advertising Industry 3 
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INST. PUBLICAS

SERV. CELULARES

VEHICULOS

ALM. ELECTROD.

BANCOS

SHAMPOO

RIFAS Y SORTEOS

SUPERMERCADO

DENTIFRICO

TIENDA POR
DEPART.

No. CATEGORÍA 2008 VAR% 2009 VAR% 2010 VAR% 2011 VAR% 2012

1 INST. PUBLICAS 35,399,986  -24% 26,758,876  24% 33,269,035  15% 38,215,130  22% 46,737,261  

2 SERV. CELULARES 23,746,860  -8% 21,869,833  -6% 20,555,688  7% 22,042,070  3% 22,788,905  

3 VEHICULOS 14,862,074  -2% 14,492,170  35% 19,606,829  -34% 12,940,804  3% 13,288,466  

4 ALM. ELECTROD. 7,408,416    -11% 6,610,705    23% 8,125,414    16% 9,399,902    8% 10,113,043  

5 BANCOS 5,783,052    -6% 5,462,167    7% 5,868,434    40% 8,216,451    23% 10,069,160  

6 SHAMPOO 8,108,415    -53% 3,833,059    69% 6,476,710    16% 7,495,857    32% 9,900,700    

7 RIFAS Y SORTEOS 6,123,646    19% 7,297,416    11% 8,102,502    8% 8,760,079    11% 9,743,551    

8 SUPERMERCADO 4,409,737    34% 5,900,189    -9% 5,348,682    24% 6,628,630    20% 7,925,601    

9 DENTIFRICO 2,217,480    25% 2,776,492    61% 4,467,013    1% 4,517,582    51% 6,802,386    

10 TIENDA POR DEPART. 5,072,898    9% 5,543,157    4% 5,791,433    2% 5,906,305    1% 5,978,481    
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Source: Ibope Time Ecuador (Next). Published Rate, Discounted. 
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Top 10 Marketers 

Advertising Industry 3 
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GOB. NAC.

UNILEVER

CONECEL

LOT. NAC.

COL-PAL

J&J

OTECEL

COCA-COLA
COMPANY

GENOMMA LAB.

QUALA

No. ANUNCIANTE 2008 VAR% 2009 VAR% 2010 VAR% 2011 VAR% 2012

1 GOB. NAC. 21,606,296     -20% 17,350,048     43% 24,812,131    9% 27,078,213    17% 31,788,365  

2 UNILEVER 11,440,689     -37% 7,153,442       41% 10,088,762    20% 12,140,314    15% 13,967,633  

3 CONECEL 11,922,353     8% 12,854,571     -7% 12,003,052    11% 13,370,911    1% 13,497,134  

4 LOT. NAC. 6,192,326       23% 7,643,884       9% 8,295,479     14% 9,468,103     10% 10,375,745  

5 COL-PAL 5,063,429       -8% 4,638,059       54% 7,149,486     -10% 6,407,976     35% 8,645,228    

7 J&J 5,912,949       2% 6,001,887       25% 7,510,109     14% 8,546,752     0% 8,584,745    

6 OTECEL 10,471,724     -25% 7,900,344       -3% 7,624,961     12% 8,577,582     -3% 8,353,241    

8 COCA-COLA COMPANY 1,987,866       23% 2,451,119       59% 3,892,305     92% 7,491,435     -8% 6,871,108    

9 GENOMMA LAB. 1,562,830       60% 2,505,686       90% 4,748,386     9% 5,158,565     24% 6,417,658    

10 QUALA 2,727,166       -1% 2,708,339       13% 3,064,607     -22% 2,392,504     149% 5,953,800    

0
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Source: Ibope Time Ecuador (Next). Published Rate, Discounted. 
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Top 10 Brands 

Advertising Industry 3 
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INVERSIÓN ANUAL 2008 - 2012 

CLARO (PORTA)

MOVISTAR

COLGATE

DIST. MET. QUITO

DIREC TV

CHEVROLET

PRESIDENCIA

BCO. GUAYAQUIL

LOT. NAC.

MUNIC.
GUAYAQUIL

No. MARCAS 2008 VAR% 2009 VAR% 2010 VAR% 2011 VAR% YTD 2012

1 CLARO (PORTA) 11,924,446  8% 12,848,083  -7% 11,990,299  11% 13,353,290  1% 13,492,760  

2 MOVISTAR 10,466,543  -25% 7,896,508    -4% 7,619,930    12% 8,571,390    -3% 8,343,134    

3 COLGATE 2,615,253    4% 2,726,185    47% 4,002,785    -4% 3,827,378    26% 4,840,556    

4 DIST. MET. QUITO 1,833,395    34% 2,461,672    -9% 2,233,467    59% 3,555,153    14% 4,055,283    

5 DIREC TV 458,078      7% 492,036      258% 1,763,861    72% 3,031,429    24% 3,768,833    

6 CHEVROLET 5,003,273    2% 5,128,333    11% 5,678,761    -34% 3,764,327    -5% 3,574,699    

7 PRESIDENCIA 2,640,476    12% 2,945,453    20% 3,533,107    12% 3,946,126    -15% 3,367,620    

8 BCO. GUAYAQUIL 1,349,468    -33% 905,722      43% 1,299,200    93% 2,509,997    30% 3,262,985    

9 LOT. NAC. 1,709,664    48% 2,522,963    11% 2,788,541    4% 2,911,670    12% 3,259,374    

10 MUNIC. GUAYAQUIL 3,378,736    -38% 2,108,195    3% 2,175,393    9% 2,378,434    25% 2,969,492    

Source: Ibope Time Ecuador (Next). Published Rate, Discounted. 

ANNUAL INVESTMENT 2008 - 2012 
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4 | General Media Consumption 
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PENETRACIÓN 

Penetration vs. Attention to Media 

General Media Consumption 4 

21 Source: TGI Ecuador 2012.. 

Outdoor and Open TV are the media with 
most Penetration and Attention within the 
country.   
 
Magazines and Cinema remains as niche 
media. 
 
In general terms, all media the usage 
depends on its characteristics and the target, 
and campaign objectives as well. 

Outdoor 

Open TV 

Radio 

Newspapers 

Internet 

Supplement 

Cable TV 

Magazine 

Cinema 

PENETRATION 

A
T
T
E
N

T
IO

N
 

MEDIA PENET. AFF. ATT. 

NEWSPAPERS 48% 100 30% 

MAGAZINE 30% 100 19% 

OPEN TV 97% 100 38% 

CABLE TV 27% 100 38% 

RADIO 81% 100 22% 

CINEMA 19% 100 15% 

OUTDOOR 96% 100 35% 

INTERNET 56% 100 19% 

SUPPLEMENT 36% 100 29% 
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Media Audience By Daypart 

General Media Consumption 4 

22 
Source: TGI Ecuador 2012, Guayaquil + Quito. 
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TV Channels and Radio Stations in Ecuador 

General Media Consumption 4 

23 
Source: Supertel Ecuador 2012 
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NUMBER OF RADIO STATIONS AND TV CHANNELS 

WITHIN THE NATIONAL TERRITORY (DIC 2012) RADIO STATIONS, TV CHANNELS, AND  

AUDIO OR VIDEO SUBSCRIPTION SYSTEMS 

Audio and Video 

Subscription 

14% 

Radio Stations 

59% 

Open TV 

27% 

SERVICE No. STATIONS % 

Radio Stations 1,153 59% 

Open TV 522 27% 

Audio and Video Subscription** 274 14% 

TOTAL 1,949 100% 

* Includes main stations and relay. ** Includes 2 systems of coded satellite A/V 
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5 | Open TV 
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Evolution of TV Universes in Ecuador 

Open TV 5 

Source: IBOPE Ecuador, TV Data 4.0 
Nota: Since 2007 the universes of Housewives and Households were unified cause the industry set the correspondence of a single 
Housewife per Household. 
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Highlights 

Open TV 5 

26 

 Leader TV Channel in Highlands 

 

• This TV Channel experienced a lower 
share of audience but remains among 
the top 3. 

• They respect the commercial spaces, 
but tend to work with Discounts per 
volume instead of CPR. They also keep 
higher costs within their commercial 
structure. 

• They have a significative local 
production, including news programs, of 
a good quality with a heavier weight in 
comedies. 

• Its performance can be measured 
national but they keep signals apart for 
Guayaquil and Quito. 

• In their Programming it’s reflected their 
contracts with Telemundo and the 
brazilian Globo. 

Soap Operas and TV News Leadership 

http://www.ecuavisa.com/produccion/39614.html
http://www.ecuavisa.com/produccion/39614.html
http://www.ecuavisa.com/produccion/39614.html
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Highlights 

Open TV 5 

27 

Strong Competitor in Guayaquil 

 

• This TV Channel is property of mexican 
Ángel Gonzáles. 

• It grew in national share thanks to the 
Reality Show “Combate”, within the Prime 
Time. 

• They have successfully implemented a 
sensationalist and informal tone among 
all their news programs, achieving high 
rating levels for these tv programs. 

• They have kept during several years the 
talk show “Vamos Con Todo” with 
acceptable rating levels within the EARLY, 
and the Sports News Program “Copa” that 
has editions in DAY and PRIME. 

• They manage a very flexible commercial 
platform that moves among: CPR, 
Discounts per Volume, and Sponsorships. 

Reality Shows & Sensationalism 
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Highlights 

Open TV 5 

28 

 Strong TV Channel in Highlands 

 

• It’s the 2nd TV Channel in Highlands and 
4th in the national ranking. 

• This channels puts an important weight 
of national production in their 
programming, specially comedies, TV 
magazines and Investigation Journalism. 

• The News Program “24 Horas” is not the 
one with most audience in the nights but 
it’s the most expensive. 

• It divides its programming among 
Televisa and TV Azteca from Mexico. 

• The entire national production is sold as 
sponsorship (Spots + Mention + TV 
Billboards). 

• A drawback is that despite having 
national marketing this channel has 
divided signals for Guayaquil and Quito, 
Hence, sometimes, the buy implies one 
tv program in Guayaquil and another 
completely different in Quito. 

Kids Programming, Soap Operas and Investigation 
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Targeted to housewives in the highlands 

 

• TV Channel seized by the Government. 

• The strength of this TV Channel resides 
in Soap Operas from Televisa Mexico, or 
RCN and Caracol from Colombia. 

• The prior fact, besides of an strong 
position in the highlands audience makes 
it a key channel to reach hosewives in 
this region of the country. 

• As TC, Canal Uno and EcuadorTV, it also 
has the rights to broadcast the 
Ecuadorian Soccer Championship. 

Soap Operas and dramatic Reality Shows 
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 Strong Performance in Guayaquil and Coast 

 

• TV Channel seized by the Government 

• It has its strenght in Guayaquil and the 
Coast, region whose demographic weight 
puts this channel in direct competition with 
RTS and Ecuavisa to achieve the national 
leadership. 

• TC has franchises to produce local versions 
of successful Contest Shows from Venezuela 
and this has brung a noticeable raise to the 
ratings. They also broadcast colombian soap 
operas and venezuelan old ones (from 80s) 
which achieve PRIME TIME Ratings during 
EARLY fringe, sometimes with 45% of share. 

• This TV Channel is wide open to 
negotiations. 

• Currently they have the 2nd best Contest TV 
Program called ‘Calle 7’, in the EARLY fringe 
which competes in the same genre than 
‘Combate’ from RTS, but this one is 
broadcasted in PRIME TIME. 

Strong Position in the Coast 
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Focus on Low SEL 

 

• This channels is the lowest ranked in the 
national ranking, and also by city. 

• Canal Uno abandoned its sports profile 
to open its programming to mainstream 
content, but giving it a ‘ghetto’ touch. 

• They implemented sensationalist tv 
programs such as: “En Carne Propia” 
and “En La Polémica”. 

• The also bought the rights to broadcast 
the Contest Show of Argentina “Show 
Match” with a relative success. 

• Usually they negotiate under CPR figures 
and due to their low share they are open 
to several formats of advertising activity 
that other channels don’t allow. 

• Hence, they give the opportunity to 
marketers that wouldn’t normally air 
their brands, to do so. 

New changes in the Programming 

http://www.canal1tv.com/index2.php
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Audience Share Guayaquil  
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Source: IBOPE Time, TV Data. Target: Total Housewives, All Day. 
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Audience Share Quito  
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Source: IBOPE Time, TV Data. Target: Total Housewives, All Day. 
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Tendencia Share Consolidated 
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Source: IBOPE Time, TV Data. Target: Total Housewives, All Day. 
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Open TV Channels 

Open TV 5 

Source: IBOPE Ecuador 2012, Housewives ABC, Consolidated, All Day 

AUDIENCE SHARE HOUSEWIVES ABC 
JAN – DEC 2012 
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HUT Evolution by Daypart 

Open TV 5 

Source: IBOPE Ecuador, TV Data 4.0 

15 15 15 14 15 16 

42 41 40 42 41 40 

28 28 27 26 26 26 

15 16 17 17 17 17 

2007 2008 2009 2010 2011 2012

Day (06:00 - 12:59)

Early (13:00 - 18:59)

Prime (19:00 - 23:59)

Late (00:00 - 01:59)
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Changes in the TV Landscape 

Open TV 5 

• The business model has its focus on the 
CPR, except Ecuavisa that keeps 
managing discounts levels that may vary 
according to investment. 

 

• The clients are generally looking for 
efficiency at any cost, sacrificing 
innovation and creativity. 

 

• Por el incremento en la competitividad y 
los costos en TV, los grandes anunciantes 
están optando por la reducción de 
segundajes para optimizar costos y TRPs. 

 

• A new state regulation will reduce the 
commercial airtime, within a TV Program, 
from 18 to 12 minutes. This fact, along 
with the political campaigns early in 2013 
will cause an important raise of rates. 
Hence, this year is expected a 60% of 
media inflation. 
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Cable TV Coverage 

Cable TV 6 
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Subscribers 2010 
 
MEX 4,691,108 
 
BRA 4,178,638 
 
ARG 5,278,043 
 
VEN 1,596,474 
 
LTA 5,075,078 
 
ECU  +250,000 
 

 Andean Feed / Latam 

 

• Ecuador is located within the  Andes (or 
Latinamerican) Feed. 

• In most part of networks, Ecuador 
shares signal coverage with Central 
America and the countries along de 
Andean Region from Venezuela to Chile. 

• Major part of Cable vendors have local 
representative offices here, which makes 
easier to buy commercial spaces in 
Regional Cable TV from Ecuador, when it 
comes to products or promotion that are 
marketed only in Ecuadorian territory. 

• It’s also possible to buy commercial 
spaces to specific cable operators but 
the audience reduces -30% since it’s not 
bought to networks. Doing it this way 
the message will arrive only to specific 
subscribers and will not consider other 
cable operators and FTA users. 
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Viewable Networks in Ecuador 

Cable TV 6 
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../../Mis documentos/ALVARO/PROVIDERS/TV/REGIONAL/FOX GROUP/Category 2008 Presentation/Videos/FOX ONE-STOP MEDIA 2007.mov
http://broadcastingcable.newbay-media.com/resource_center/company/disney-espn-media-networks
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Networks With Local Representatives 

Cable TV 6 

41 

Note: Turner it’s bought from Miami and Sony Pictures in Panama City. 

Networks TV Channels 
Sales 

Representatives 

 

 

  
Representante 

Local 

   

VIP Service 

../../Mis documentos/ALVARO/PROVIDERS/TV/REGIONAL/FOX GROUP/Category 2008 Presentation/Videos/FOX ONE-STOP MEDIA 2007.mov
http://broadcastingcable.newbay-media.com/resource_center/company/disney-espn-media-networks
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7 | Radio 
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Ecuadorian Radios 

Radio 7 

43 

 A Mixed Picture 

 

• The Radio is one of media with most 
penetration in Ecuador (81%). 

• There are several radio stations (AM and 
FM) and genres as well. Most part of 
stations are considered music radio 
stations but they use to have news 
programs and variety talk shows within 
their programming. 

• News programs and sports programs are 
the ones with more audience. 

• The mainstream music genres in Ecuador 
are: Tropical Music, Music from 60s and 
70s, and World Music in Spanish. 

• The audience survey in Ecuador is 
provided by ‘Tendencias’, a Local 
Research company, which is associated 
to Infomedia, the company that monitors 
the local Advertising Investment. 

Thanks to their broad coverage and low costs, the Radio 
in Ecuador is a traditional support media for FMCG 
campaigns in Ecuador. 

Source: Supertel, TGI Ecuador. 

BROADCASTING RADIO STATIONS 
SW, AMD AND FM 

AM 
18.1% 

Short Wave 
1.2% 

FM 
80.7% 

FM No. Stations % 

Matrix 541 59% 

Repeaters 381 41% 

Total FM 922 100% 
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Audience Mon-Fri Guayaquil 

Radio 7 

44 

Source: ‘Tendencias’ Research Company, Oct 2012. 

TEENS 12-17 TOTAL 

PP 18-99 TOTAL 

PP 18-24 TOTAL 

HOUSEWIVES TOTAL 

PP 25-39 TOTAL 
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Audience Mon-Fri Quito 

Radio 7 
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Source: ‘Tendencias’ Research Company, Oct 2012. 

TEENS 12-17 TOTAL 

PP 18-99 TOTAL 

PP 18-24 TOTAL 

HOUSEWIVES TOTAL 

PP 25-39 TOTAL 
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Ranking Guayaquil 

Radio 7 
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Total Audience Total PP 18-99  

Source: ‘Tendencias’ Research Company, Oct 2012. 
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Ranking Quito 

Radio 7 

47 Source: ‘Tendencias’ Research Company, Oct 2012. 

Total Audience Total PP 18-99  
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8 | Newspapers & Supplements 
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Newspapers 

Newspapers & Supplements 8 
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2nd Media in Investment. 

 

• The main national newspapers are: 
Universo, Comercio, Extra, Expreso, Hoy, 
and Últimas Noticias. 

• Regional Newspapers: La Hora, El 
Mercurio (Azuay), El Diario (Manabi), El 
Correo (El Oro). 

• Local Newspapersin Guayaquil y Quito: 
Albonoticias, MetroHoy, MetroQuil, El 
Quiteño, La Voz del Sur. 

• In Ecuador, this is the principal media for 
some categories, sucha as: airlines, 
vehicles and real state companies. 

• There are approximately 23 newspapers, 
and 18 of them are tracked by Infomedia 
Ecuador. 

There are around 23 Newspapers in Ecuador 

There are national, regional and local newspapers. 

http://www.elcomercio.com/2010-04-22/Home.aspx
http://www.diariocorreo.com.ec/
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Newspapers Supplements 

Diarios & Suplementos 8 
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 Newspapers Supplements help to 
segment the audience 

 

• As they have become an excellent 
media, these publications have grew 
from 22 titles in 2011 to 62 in 2013. 

• They are internal (but separate) sections 
within the newspapers, working as 
weekly magazines. 

• They are ranked by IBOPE along with 
the mainstream magazines in couché 
paper. 

• The titles with major readership circulate 
on sunday along with major national 
newspapers: EL UNIVERSO and EL 
COMERCIO. 

• Additionally there are specífic themes, 
such as: Kids, Automotive, Economics 
and Teens. 

Ther are 60 Newspapers Supplements approx. 

The multiplicity of supplements allow to 
increase frequency of the message for 
advertising campaigns. 
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9 | Magazines 
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Magazines in Ecuador 

Revistas 9 
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 A Media with High Segmentation 

 

• The Magazines Market is in recovery of a 
recent saturation of titles that surpassed 
the demand. 

• From 46 titles in 2011, there are only 30 
in the present. 

• There was a natural selection with the 
closure of publications that failed in the 
market. 

• Grupo Vistazo made little steps 
broadening its portfolio with: AMERICA 
ECONOMIA, HOLA and THE ECONOMIST. 

• The major readership levels are from: 
General Interest and Women’s 
Magazines. 

Around 30 Magazines are Tracked in Ecuador 
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Source: Tendencias Research Company. 

Magazines Ranking 

MAGAZINES RANKING 
LAS 6 MONTHS 

R
e
a
ch
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10 | Outdoor 
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Outdoor in Ecuador 

Outdoor 10 
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 A diverse Landscape 

     Among Quito and Guayaquil there are.: 

 

• +11 Providers of Giant LED Screens. 

• 5 Providers of Small Billboards 

• 9 Providers of Bus Stops,  and more than 
257 stops. 

• 1 Provider of Public Clocks with +80 
venues. 

• +20 Proveedores de Vallas de Gran 
Formato. 

• The Big Billboards have a gross average 
cost of 18,000 USD in Guayaquil (10x4m) 
and 15,000 USD in Quito (8x4m all 
formats). 

• There are restrictions against Alcohol 
Consumption (only bottle and brand can be 
showcased), and visual pollution. Then 
marketers compete for locations and have 
already used mobile billboards and other 
alternatives as well. 

There are several formats 

Creativity is a key factor to achieve 
awareness impact. 
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Outdoor Formats 

Outdoor 10 
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Billboards 

LED Screens 
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Outdoor Formats 
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Public 
Transportation 

Mobile Billboards and 
Ad Trucks 
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Outdoor Formats 

Outdoor 10 
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Countryside 
Public 
Transportation 
 
 
 
 
 
 
 
 
 
Bus Station 
Automatic 
Doors 
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Movie Theaters in Ecuador 

Cinema 11 
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Market dominated by Supercines, Multicines 
and Cinemark 

 

• Supercines and Cinemark are the main 
movie theater franchises in Ecuador. 
Capacity for each theater is around 140 
people for each. 

 

 Supercines                151 theaters 

 Cinemark  32 theaters 

 Multicines  37 theaters 

 Imax   1 theater 

 Ochoymedio  3 theaters 

 Casa Cultura UIO   1 theater 

 Casa Cultura GYE   1 theater 

+220 cinema theaters in Ecuador 

Cinemas offer several formats besides of spots, 
being the ‘static billboards’ and ‘brand activations’ 
the most popular among all. 



 | p. 

I N S I G H T S  •  I D E A S  •  R E S U L T S  
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Internet Penetration in Ecuador 

Internet 12 
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 Internet 

• There are mon than 7,320,206 people 
with access to Internet in Ecuador. 

 

• 2,364,105 people connect to Internet 
using a mobile device. 

0%

10%

20%

30%

40%

50%

Internet

11.67% 12.60% 
16% 

29% 

38% 

47% 

Dec 2008 Dec 2009 Aug 2010

Dec 2010 Dec 2011 jun-12

Source: Supertel, General Data OMD Digital. 
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< 15 min; 

3% 

15 - 30 min; 

14% 

30 min - 1 

hr; 25% 

1 - 2 hrs; 

27% 

2 - 3 hrs; 

13% 

> 3 hrs; 

18% 

Time Consuming Online Content 
(% of respondents) 

Internet Consumption & Mobile Phones 

Internet 12 
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Fuente: TGI Ecuador 2012. 

2007 2008 2009 2010 2011 2012 

Internet 
Users (MM) 

Mobile 
Phones (MM) 

0.99 1.63 1.99 3.10 5.50 7.32 

9.5 11.5 13.3 15.0 15.8 16.8 

Yes; 80% 

No; 20% 

Click on Online Ads to know more 
(% of respondents) 
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Social Networks 
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 Facebook and Twitter boosted the 
Internet Consumption in Ecuador 

 

• +50% of users access to Social 
Networks. 

 

• Youtube is the 2nd most visited 
Social Networks behind Facebook. 

 

• Blogger remains in the Top 10 
ranking and puts itself in 7th place 
before Twitter (9th). 

Main Players 

Source: General Data OMD Digital. 
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Websites Ranking in Ecuador 

Internet 12 
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Source: 

Note: February 2013 
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48% 
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40% 39% 39% 
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Top 10 Online Activities of Ecuadorians 
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Note: Target PP 12+ABC. More frequent activities of internet users on last 30 days prior to survey. 
Source: TGI Ecuador 2012. 
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Facebook Users in Ecuador 

Internet 12 

© 2012. Proprietary and confidential. 67 

Total: 5,199,180 people 

Women: 48%  
Men: 52% 

2.706.460

2.483.200

Hombres Mujeres

Source: OMD Digital Ecuador. 

Men Women 
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Facebook Users in Ecuador 

Internet 12 
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Total: 5,199,180 people 

13-17 yo: 1,311,960 
18-24 yo: 2,105,040 
25-34 yo: 1,248,380 
35-44 yo: 563,260 
45-54 yo: 239,240 
55+ yo:   113.540 

Source: OMD Digital Ecuador. 

13-17 yo: 1,311,960 

18-24 yo: 2,105,040 

25-34 yo: 1,248,380 

35-44 yo: 563,260 

45-54 yo: 239,240 

55+ yo:   113.540 
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Online Radio Consumption 

Internet 12 

69 

Note: Target PP 12+ ABC 
Source: TGI Ecuador 2012. 

2% 3% 3% 4% 5% 

82% 
80% 80% 81% 81% 
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Online On Air

+150% 

-1% 

The Online Radio consumption 
has increased in last 4 years but 
listening on air it’s still the 
dominant ant traditional way to 
do so. 
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Main Providers in Ecuador 
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