
WILLKIE FARR&GALLAGHER

June 16, 2003

Marlene H, Dortch
Secretary
Federal Communications Commission
445 12th Street, S,W,
Washington, D.C. 20554

1875 K Slrcct. N.W,

WOIlihinl;ton, DC 20006-1238

Tel: 202 303 1000

F;n,:; 202 303 2000

Re: Ex parte filing; Applications for Transfer of Control of Hispanic Broadcasting
Corn., and Certain Subsidiaries. Licensees of KGBT (AM, Harlingen. Texas et
al. (Docket No. MB 02-235. FCC File Nos. BTC-20020723ABL. et al.)

Dear Ms. Dortch:

In support of the merger between Univision and Hispanic Broadcasting Corp., the Applicants
have argued that Spanish-language broadcasting is not a market distinct from the general broadcasting
market. They accuse Spanish Broadcasting System, Inc. ("SBS") and other opponents of the merger of
embarking on an "unprecedented effort to partition the broadcast audicnce. ". Those seeking the
creation of such an artificial regulatory classification based solely upon a station's chosen program
content rely upon an inaccurate stereotype of American Hispanics that suits their agenda," To support
their position, the parties would have the Commission believe that

o "Hispanic audiences rely heavily on English-language formatted stations;,,2

o the Spanish-language media market is an 'amorphous' concept;3

o "there are numerous Spanish-language media sources available to Hispanic audiences;'.4

Ex parte letter from Scott Flick, Counsel for Univision Communications, Inc. and Roy Russo, Counsel for
Hispanic Broadcasting Corp.. to Chairman Powell, FCC, Docket No. MB 02·235. FCC File Nos. BTC­
20020723ABL. et. at.. at 1 (May 14, 2(03) ("Univision Letter').

,
4

Univision Letter at 3.

!d. at 2.).

Id. at 4.
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o "Spanish-formatted stations are not a fixed market unto themselves, but merely a format
choice, which, like all format choices, is intended to reach a particular segment of the overall
market, whether it be Hispanics, teenagers, or classical music fans;'" and

o "[t]he assertion of a single unified Spanish-language media market ... implodes under even
cursory examination,',6

The applicants' most recent responses rely heavily upon data from Arbitron to support their
position.7 Given Arbitron's standing in the measurement of radio audience, that is understandable. It
therefore is especially noteworthy that Arbitron has concluded ''that language preference has a direct
connection to radio Iistening,',8 In fact, it has initiated a comprehensive effort to introduce language
weighting in 2006 to better account for Spanish-language listening preferences?

SBS recently supplemented the record with two filings that largely undermine the applicants'
contention about the listening and viewing habits of Spanish-speaking Americans. Included in those
filings were marketing materials from some of the largest Hispanic-focused marketing firms in the
nation as well as the responses of more than twenty advertising agencies and advertisers with special
knowledge of the Hispanic community,to These filings demonstrate the existence of a separate
advertising market which appeals to a unique category of broadcast listeners and viewers; namely, one
detemllned by Spanish-language, In this case, as elsewhere, language is intrinsically important; it is
also a reflection and a conveyer of content and of culture, The materials previously submitted, along
with those attached here, address both competition and diversity, just as the Commission must in
connection with its public interest determination on the permissibility of the requested transfers.

Considering the realities described by the agencies and advertisers about Spanish-language
listeners and viewers, it should not be surprising that outside the Beltway Univision and HBC

,

•
7

8

•

10

Id. at 5; See also Consolidated Opposition to Petitions 10 Deny, Docket No. MB 02-235, File Nos. BTC·
20020723ABL, et. al., filed by Hispanic Btoadcasting COtp., at 9-\0 (Sept. 18,2002).

Univision Letter at 3.

It is worth noting that just last autumn HBC severely criticized Arbitron for allegedly undercounting Spanish­
language radio liSleners, indicating that it was "not at all sure those [ArbitronJnumbers are correct." Kevin
Downey, Arbitron: We'lIftx how we track Hispanics, Media Life Magazine (Nov. 2, 2002), available at
htlp://www.medialifemagazine.comlnews2oo2lnov02lnovll/5_frilnews2friday.htm!.

Arbitron Presentation Hispanic Initiatives Update, Feb. 6,2003 at 2.

See Arbilron Radio Advisory Council Minutes, March 26-27, 2003, available at
http://www.arbitron.comlradio_stationstracmin03_033ustomer.htrn. CArbitron's decision to pursue Spanish­
language weighting is based upon internal studies that show a correlation between Spanish-language usage by
respondents and listening to Spanish-language radio stations in Arbitron's published radio listening estimates.")

See Presentation from Philip Verveer at. al., Attorneys for SBS, to Marlene R. Dortch, Secretary, FCC, Docket
No. MB 02-235, FCC File Nos. BTC-2oo20723ABL, .t. ai, (June 2, 2003); See also Presentation from Philip
Verveer at. al., Attorneys for SBS, to Marlene H. Dortch, Secretary, FCC, Docket No. MB 02-235, FCC File Nos.
BTC·2oo20723ABL, et. al. (June 3, 2003).
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consistently contradict the representations they have made to the Commission in this proceeding.
These statements, made in the normal course of business, show a Spanish~language determined market
in which television and radio compete with each other for Spanish-language listeners and viewers.
However, SBS notes at the outset that it is not alone in identifying and appreciating the irony of these
contradictions. As one journalist concluded, "(iJf the government rules that there is no separate
Hispanic market and approves the deal, Uni vision will have won by denying the existence of the very
market it helped to create.',Il

The material summarized below and attached to this letter more accurately demonstrates
Univision's and HBC's perspective on the Spanish-language broadcasting market. Specifically, it
shows that Spanish-language listeners and viewers significantly favor Spanish-language radio and
television. It reveals that Spanish-language broadcasting is the principal mode of reaching this
category of consumers and that nothing else comes close.

While the materials often conflict with representations made by the parties to the Commission,
they should not be overlooked or dismissed as mere puffery. The marketing materials are intended to
induce companies to spend significant sums on advertising and must be sufficiently reliable to
persuade sophisticated advertisers to continue to do business with these companies. Moreover,
statements derived from the applicants' SEC filings are attested under oath. Dismissing these
statements out of hand, merely because they contradict statements in the record, would be contrary to
the Commission's duty to not only review the record, but to "find substantial support in the record of
[this] proeeeding[].',12 Courts have also made clear that "[e] vidence is insubstantial if it is
overwhelmingly contradicted by other evidence.',13 The attached materials seriously call into question
the assertions made by the Applicants to the Commission.

Spanish-Language Broadcasting Market.

Univision and HBC have asserted to the Commission that there is no separate Spanish­
language media market -- that the notion "implodes under even cursory examination.,,1 Their
argument, however, is plainly inconsistent with their marketing materials. Univision, for example, in
marketing materials for its South Florida Spanish-language station, tells advertisers that: 15

II

14

u

• "Among Adults, Univision 23 WLTV delivers a significant exclusive audience.... 51.9% of
WLTV-TV's audience does not watch any English television at all during the week!"
(Attachment I at 31) (emphasis added).

Juan Gonzalez. Univision On the Verge ofMonopoly. New York Daily News. Jan. 14,2003. at 26.

WEHR, 1nc. v. FCC, 420 F.2d 158, 160 (D.C. Cir. 1969).

O'Dell v. Sha1ala. 44 F.3d 855. 858 (10th Cir. 1994).

Univision Letter at 3.

See Univision Reaching the Lucrative South Florida Market presentation (submitted as Attachment 1).
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• "67% of those 1.6 million Hispanics [in South Florida) speak Spanish mostly or only at home
(Spanish dominant). This means that if you do not target Hispanics over 1,055,000 Hispanics
or 27% of the total MiamilFt. Lauderdale population will not be effectively reached by your
general market television advertising efforts." (Attachment 1 at 21) (emphasis added).

• "Among Hispanics nationwide, commercials in Spanish (as compared to commercials in
English) are:

o 5 times more persuasive than commercials in English.

o 61 % more effective at increasing awareness levels than commercials in English.

o 57% more effective in terms of message comprehension than commercials in
English.

o Among Bilingual Hispanics, Spanish-language commercials are 3.4 times more
persuasive!" (Attachment I at 22).

• "Accommodation Theory

o The Accommodation Theory suggests that bilingual Hispanics-who are more likely
to be using both Spanish and English media are extra-attuned to advertisers who go
out of their way to reach them in Spanish.

o The bilingual viewers feel especially positive toward the advertiser who makes the
extra effort of creating and airing Spanish language spots.

o Spanish dependant viewers expect to be advertised to in Spanish, 'Since I'm not
available on English media, how else do you expect to reach me?''' (Attachment 1
at 23),

In addition, in materials prepared this year for its national sales efforts, Univision made the following
claims: '6

• "Hispanics are the market in the top DMAs." (Attachment 2 at 3) (emphasis in original),

• "Among bilingual households, the top 73 shows are on Univision." (Attachment 2 at 26)
(emphasis added).

• 'The Top 78 shows among Hispanics aged 18-49 are on Univision." (Attachment 2 at 25),

• "U.S, Hispanics speak Spanish at home regardless of age, regardless of education of head of
household, regardless of household income." (Attachment 2 at 15).

• "Univision's programming is similar to English-language network formats, but is more
culturally relevant to Hispanic audiences." (Attachment 2 at 23) (emphasis added).

• 'The majority of Hispanics prefer to get information in Spanish and they want to be marketed
to as Hispanics." (Attachment 2 at 16).

16 See Univision Reaching the Lucrative U.S. Hispanic Market presentation (submitted as Attachment 2).
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• "Hispanics are more likely to purchase brands which advertise in Spanish." (Attachment 2 at
17).

• "Even the highest rated English-language television shows underdeliver Hispanic adults 18~

49." (Attachment 2 at 24).

• "Only Univision delivers a significant exclusive audience." (Attachment 2 at 31).

Univision's 10k filings with the Securities and Exchange Commission further buttress these facts:

• While it asserts to the FCC that the Spanish-language media market is 'amorphous,' it claims to
be "the leading Spanish-language media company in the United States."n

• Univision "believes that the strong Spanish-language retention among Hispanics indicates that
the Spanish-language media has been and will continue to be an important source of news,
sports and entertainment for Hispanics."18

Similarly, HBC makes the following claims in its marketing materials: 19

• "You can't reach HBC listeners on general market stations." (Attachment 4 at 25).

• "On average, Spanish radio stations duplicate less than 10% with English language stations."
(Attachment 3 at 4.)

• "Commercials in Spanish are 57% more effective than commercials in English." (Attachment
4 at 14.)

• "Radio has a much stronger story to tell in the Hispanic market than it does in the general
market." (Attachment 4 at 18).

Taken as a whole, these marketing materials, along with the SEC filings, are intended to
convey a single message: if advertisers want to reach the fastest growing segment of the population
they can only do so effectively by advertising in Spanish on these Spanish-language broadcast stations.
They make clear that English-language broadcasting is not an adequate substitute because you cannot
reach the Spanish-language listener and viewer on general market stations. This position, of course,
accords with those materials SBS submitted to the Commission last week. It also demonstrates that the
sources of diversity relevant to Spanish-speaking Hispanic Americans are Spanish-language
broadcasters.

11

19

Univision Letter at 2; Univision 2001 SEC Form IO-K Annual Report at 3; Univision ZOO2 SEC Form IO-K
Annual Report at ,-6.

Univision ZOO I SEC Fonn lO-K Annual Report at 9, Univision ZOOZ SEC Fonn IO-K Annual Report at 9.

HBC Si presentation and HBC Hispanic Radio presentation (submitted as Attachment 3 and Attachment 4,
respectively).
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Spanish-Language Radio And Television Broadcasting Market.

In addition to arguing that Spanish-language media is not a separate market, Univision and
HBC have argued that the Commission should approve the transaction because it is a merger of a
television company with a radio company. They contend that these two media do not compete with
each other, "(t]hus, even if Hispanic audiences actually did limit themselves to Spanish-formatted
radio and television stations, the merger would still have nO impact upon competition."zo Once again,
Univision's and HBC's statements outside the Beltway belie their position at the Commission.

In a separate national sales presentation to advertisers, Univision appeals to advertisers not as a
complement, but as a substitute for radio. City by city, Univision claims it strengths over radio as a
medium that is more "influential, authoritative, exciting, and persuasivc."zl It asserts that Univision
reaches more Hispanic adults than every Spanish radio station in each of the top 15 markets in the
nation.22 It also shows that it delivers more Hispanics than its nearest daily newspaper competitor
(English or Spanish).23

HBC too believes that TV and radio are in the same market. In its marketing materials, it
shows that "Spanish language radio out delivers Spanish TV across all HBC markets!"u HBC also
notes that Spanish-radio has a particular place in the Spanish-language broadcast market because
"(r]adio provides an important cultural touchstone, especiall~ to a market that has a large segment of
the audience driven by dependence and not just preference,"

These assertions make clear Univision's and HBC's understanding that they are competing
with each other for advertising revenue. Each contends that advertisers should use its medium, instead
of the other's, to reach an audience 'dependent' on Spanish-language broadcasting. The
substitutability of these services from the perspective of Univision, HBC, and their advertisers can lead
the FCC to only one conclusion; that these services are in the same market for economic and diversity
purposes,z6

Univision Letter at 3.

21

2l

Univision Media Usage presentation at I (submitted as Attachment 5).

/d. at 5-22.

/d. at 22-30.

Attachment 3 at 6.

Attachment 3 at 7 (emphasis added).

The FCC's ownership rules consider television and radio to be in the same market for diversity purposes. See 47
C.F.R. 73.3555(c). The recent review of the media ownership rules, which adjusted the level of cross-ownership
at which hanns will be preswned, maintains this market definition.
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In conclusion, the merger between Univision and HBC will have significantly adverse
consequences for Spanish-language broadcasting and for Spanish-speaking Hispanic Americans. As
SBS has previously explained, this necessitates a detailed analysis of the relevant marketplace for
economic and diversity purposes that is based on facts and not mere conclusory statements. In this
case, the facts as revealed by the merging parties' own materials make clear the relevant market for the
FCC's consideration. They show that there is a separate market for Spanish-language broadcasting
that includes both television and radio broadcasters: that Spanish-speaking Americans rely uniquely
upon Spanish-language broadcasting. Were the FCC to deny this fact, it would amount to a dcnial of
'the existence of the very market [Univision) helped to create.'

Respectfully submitted,

Is I Philip L. Verveer

Philip L. Verveer
Sue D. Blumenfeld
Michael G. Jones
DavidM.Don
WIU.KIE PARR & GALLAGHER
1875 K Street NW
Washington, DC 20006
Telephone: (202) 303-1000

and

Bruce A. Eisen
Allan G. Moskowitz
KAYE SCHOLER, LLP
901 15TH Street NW
Suite HOO
Washington, DC 20005

Attorneys for Spanish Broadcasting System, Inc.

ee: Chairman Michael K. Powell
Commissioner Kathleen Q. Abernathy
Commissioner Michael J. Copps
Commissioner Kevin J. Martin
Commissioner Jonathan S. Adelstein
Susan M. Eid
Stacy R. Robinson
Jordan B. Goldstein
Catherine Crutcher Bohigian
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Johanna Mikes
W. Kenneth Ferree
David Brown
Scott R. Flick, Counsel for Univision Communications, Inc.
Roy R. Russo, Counsel for Hispanic Broadcasting Corp.
Harry F. Cole, Counsel for Elgin PM Limited Partnership
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Univision

"Reaching the Lucrative South Florida Market"
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Agenda
• Miami/ Ft. Lauderdale Market Overview

- 2000 Census Information

• Communicating in Spanish
- Roslow Research Study

- DRI Use of Spanish

• Qualitative Research Information
- Scarborough

- DRI McGraw Hill

- Simmons

• Station Information - WLTV-23
- Nielsen Feb. 03 Ratings Review

- Programming

- Reach

• Next Steps

Miami· WLTV 23 ••••univision



The Miami/Ft. Lauderdale Hispanic Marketplace

Miami - WLTV 23 ••••univision
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Miami/Ft.Lauderdale is the Nations rd

Largest Hispanic Television Market

2000
TELEVISION TOTAL HISPANIC HISPANIC

MARKET POPULATION POPULATION %

Los Angeles* 16,151,492 6,462,818 40.0%

New York 20,181,238 3,750,741 18.6%

Miami/Ft.Lau( 3,955,969 1,575,942 39.8%
Chicago 9,274,187 1,498,098 16.2%

Houston 5,006,796 1,413,293 28.2%

To compare Miami/Ft. Lauderdale is the 17th largest
television market (total pop.) in the country.

Miami - WLTV 23 Note: Television markets are based on current NSI DMA definitions and current county level data. Markets with
counties that were only partially within a DMA boundary (*) were estimated based upon % of county assigned to the
DMA by Nielsen (People 2+). Final Nielsen and Claritas DMA estimates may vary slightly.

••••univision

4
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••••univision

MEDIAN FAMILY
ANIC AGE SIZE

% 35.6 3.35

% 37.8 3.07

% 42.6 2.73
% 38.7 3.05

County
MiamilFt.Lauderdale

Hispanic Concentration by

2000 TOTAL2000 HISPANIC %

COUNTY POPULATION POPULATIONHISP

Dade 2,253,362 1,291,737 57

Broward 1,623,01 8 271 ,652 19

Monroe 79,589 12,553 16
TOTAL DM~~ 3,955,969 1,575,942 40

Miami - WLTV 23

Source: Census 2000, March 2001 Release



From 1980 through 2010, the Hispanic population is expected
to quadruple while the non-Hispanic

population will decrease!

Miami-Ft. Lauderdale Projected Population Growth (in millions)

1 .05

0.628

Hispanic

2.141

2.31 3
2.135 2.183

2.079

non-Hispanic

Miami - WLTV 23 Source: 1999 DRI/McGraw-HiII, "Hispanic Consumer Market Growth
to 2010." 1980, 1990, 2000 U.S. Census.

••••univision



In approximately eight years, the Hispanic and
Hispanic populations will be equal...

Miami-Ft. Lauderdale population projections 2000-2020

non-

2.305

1.531

2000

-+-- Hispanic

2.243

2005

2.183

2010

non-Hispanic

2.123

2015

2.81

2.037

2020

By 2015, Hispanics will out-number non-Hispanics.

Miami· WLTV 23 Source: Standard & Poor's 1999 DRI McGraw Hill Hispanic
Consumer Market 1999

••••univision
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2000 Census DMA Estimates
Population Counts: Hispanic 2000 vs. Hispanic 1990

Total 2000 Hispanic Hispanic Total 1990 Hispanic Hispanic
DMA Population Population % Population Population %
Dade 2,253,362 1,291,737 57% 1,937,094 949,176 49%

Broward 1,623,018 271,652 17% 1,255,488 108,439 9%
Monroe 79,589 12,553 16% 78,024 9,580 12%
Bakersfield 576,595 240,318 42% 466,760 143,787 31%

Chicago 9,274,187 1,498,098 16% 8,364,129 897,436 11%

Dallas 5,765,860 1,175,982 20% 4,499,654 553,711 12%
Fresno 1,647,682 746,253 45% 1,361,675 481,282 35%

Houston 5,006,796 1,413,293 28% 4,021,279 818,601 20%

Los Angles 16,151,492 6,462,818 40% 14,391,321 4,705,525 33%

Miami 3,955,969 1,575,942 40% 3,270,606 1,071,426 33%
New York 20,181,238 3,750,741 19% 18,566,988 2,798,716 15%

Phoenix 3,941,798 899,779 23% 2,738,436 429,797 16%

Sacramento 3,420,581 687,206 20% 2,864,613 428,423 15%

San Antonio 2,027,879 1,034,931 51% 1,682,797 801,345 48%

San Francisco 6,685,623 1,288,283 19% 5,946,386 904,262 15%

Tucson 999,882 314,717 32% 794,180 214,862 27%

Total US 281,421,906 35,305,818 13% 248,709,873 22,354,059 9.0%

Miami· WLTV 23 Note: Television markets are based on current NSI DMA definitions and current county level data. ~•• U n IV ISIon
Markets with counties that were only partially within a DMA boundary (*) were estimated based upon~

% of county assigned to the DMA by Nielsen (People 2+). Final Nielsen and Claritas DMA estimates
may vary slightly.



2000 Census DMA Estimates
Hispanic 2000 increases over Hispanic 1990

1990-2000 1990-2000 % growth 1991-2000
+1- increase +/- increase Hispanic share

DMA Hispanic Pop Total Pop Hispanic non-Hispanic Total of total growth
Dade +342,561 +316,268 36% -3% 16% 108%
Broward +204,344 +367,530 151% 18% 29% 56%
Monroe +2,973 +1,565 31% -2% 2% 190%
Bakersfield +96,531 +109,836 67% 4% 24% 88%
Chicago +600,662 +910,058 67% 4% 11% 66%
Dallas +622,271 +1,266,206 112% 16% 28% 49%
Fresno +264,971 +286,007 55% 2% 21% 93%
Houston +594,692 +985,517 73% 12% 25% 60%
Los Angles +1,757,293 +1,760,172 37% 0% 12% 100%
Miami +504,516 +685,363 47% 8% 21% 74%
New York +952,025 +1,614,250 34% 4% 9% 59%
Phoenix +469,982 +1,203,361 109% 32% 44% 39%
Sacramento +258,783 +555,968 60% 12% 19% 47%
San Antonio +233,586 +345,082 29% 13% 21% 68%
San Francisco +384,021 +739,237 43% 7% 12% 52%
Tucson +99,855 +205,702 47% 18% 26% 49%

Total US +12,951,759 +32,712,033 58% 9% 13% 40%

Miami - WLTV 23 Note: Television markets are based on current NSI DMA definitions and current county level data.__ U n IV ISIon
Markets with counties that were only partially within a DMA boundary (*) were estimated based
upon % of county assigned to the DMA by Nielsen (People 2+). Final Nielsen and Claritas DMA

estimates may vary slightly.



The Hispanic Population of Dade County represents the
growth of Miami from 1990 to 2000!

IPopulation Trend in Dade County I

2,253,362

987, 918 961,625

Miami - WLTV 23

Total Hispanic

Source: 2000 Census, March Release

Non-Hispanic

••••univision
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Hispanic Population - Dade
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1990 POPULATION
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The Hispanic Population of Broward County
grew by 151% from 1990 to 2000!

Population Trend in Brow~rd

108,439 271,625
170/0

9%

Miami - WLTV 23

Total Non-Hispanic

Source: 2000 Census, March Release

Hispanic

••••UnIVISIOn
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Hispanic Population - lroward
__III _.

less than 11 l'1'tom ttl to 3OK311to6B
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1990 POPULATION
0111'. , .....

eta1.

~llRl1I'fAIm
2000 POPULATION

Iafllftt Obtt'fl

..univision

13
~-- ~-~---~--~----



While the overall Hispanic population in Broward county
is 170/0, many of the cities have a greater percentage---

Davie 75,720 19%

Hallandale 34,282 190/0

Hollywood 139,357 230/0

Miramar 72,739 29%

Oakland Park 30,966 18%

Pembroke Pines 137,427 28%

Sunrise 85,779 17%

Weston 49,286 30%

Miami - WLTV 23 Source: u.s. Census release March 2001 ••••univision

14



Market Ethnic Mix

South Florida is made up of various Latin American backgrounds!

Hispanic Origins

Hispanic

non-Hispanic
African-Americans

non-Hispanic
white

Cuba
Puerto Rico
Colombia
Nicaragua
Mexico
Dominican Republic
Peru
Honduras
Venezuela
Spain
Argentina
Other

44.9%
8.7%
6.40/0
4.6%
3.7%
3.0%
2.1 %

2.0%
1.9%
1.6%
1.1%
20.0%

Miami· WLTV 23
Source: 2000 U.S. Census ••••univision

15"
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South Florida's Hispanic Household Income
is on-par with the Market Average!!!

- ·;:~~~:.~~:;.-S:5<~~~~~~S~~~
21_$0t1thFlorlda: .

.I:J

Miami· WLTV 23 Source: Standard & Poor's 1999 DRI McGraw Hill
Hispanic Consumer Market 1999 ••••univision

Ib'



Average Hispanic Household Incomes are on the Rise!

By 2020, average Hispanic incomes will jump to nearly $77,000 on average!

$40,0

$30,0

$20,0

1994 1999 2000 2005 2010 201 5 2020

Miami - WLTV 23
Source: 1994-2000 DRI/McGraw-HiII Consumer Expenditure Report,

Miami/Ft. Lauderdale DMA.
••••univision
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Hispanics Currently Add Nearly $27 Billion To The Local
Economy! Are You Getting Your Share?

No matter what category, Hispanic spending has significantly increased since 1999!

Category 1999 2000
Personal Care Products 358 million 374 million
Beer & Ale at home 255 million 272 million
Food at home 3.1 billion 3.2 billion
Health Care 2.6 billion 2.8 billion
Clothing and Footwear 1.3 billion 1.5 billion
Food away from home 1.3 billion 1.4 billion
New & Used Vehicles 1.1 billion 1.2 billion
Entertainment 799 million 887 million
Gas, Electricity & Water 792 million 826 million
Telephone 646 million 697 million
Alcoholic Beverages 559 million 591 million
TV's, radios, sound equipment198 million 21 9 million
Furniture & Floor coverings 250 million 268 million
Computers & Software 67 million 72 million
Gasoline & Motor Oil 646 million 729 million
Other categories 2.4 billion 2.6 billion

Miami - WLTV 23 Source: 1999 & 2000 DRI/McGraw-HiII Consumer Expenditure Report,Miami DMA.

---------_~

% Change

5%
7%
3%
8%
15%
8%
9%
11 %
4%
8%
6%
11 %
7%
7%
23%
8%

••••univision



Hispanic Spending is Increasing Dramatically!

Miami Hispanics are projected to spend nearly $137 billion annually!

$100.0

Total expenditures
among Miami Hispanics $80.0
are expected to almost

triple in the next 10 years $60.0

$40.0

$20.0

$0.0

1994 199920002005 2010201 5 2020

Miami - WLTV 23

Source: 1994-2000 DRI/McGraw-HiII Consumer Expenditure Report, Miami DMA.

••••univision
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Miami - WLTV 23

Communicating in Spanish

••••univision
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-40% of South Florida's population is Hispanic which
translates into nearly 1.6 million people!

-67% of those 1.6 million Hispanics speak Spanish mostly or
only at home (Spanish Dominant).

-This means that if you do not target Hispanics over
1,055,000 Hispanics or 27% of the total Miami/Ft. Lauderdale
population will not been effectively reached by your general

market television advertising efforts!

Miami - WLTV 23 ••••UnIVISIOn

21



Effectiveness of Spanish versus English
Language Commercials Targeted to Hispanics

Among Hispanics nationwide, commercials in Spanish
(as compared to commercials in English) are:

5 times more persuasive than commercials in English.

-+ 61% more effective at increasing awareness levels than commercials in English.

~ 57% more effective in terms of message comprehension than commercials in
.., English.

Among Bilingual Hispanics, Spanish-language commercials are 3.4 times more
persuasive!

Miami - WLTV 23 Source: Roslow Research Group 2000 "Advertising Effectiveness among Hispanics"•••• U n IV ISIon
(A18-49 in Los Angeles,New York, Miami & Houston)



Accommodation Theory

The Accommodation Theory suggests that bilingual Hispanics-who are
more likely to be using both Spanish and English media are extra­
attuned to advertisers who go out of their way to reach them in
Spanish.

The bilingual viewers feel especially positive toward the advertiser who
make the extra effort of creating and airing Spanish language spots.

Spanish dependant viewers expect to be advertised to in Spanish, " Since
I'm not available on English media, how else do you expect to reach
me? "

Miami· WLTV 23 Source: Roslow Research Group 2000 "Advertising Effectiveness among HispanicsTe.UnIVISIon
(T12-17 in Los Angeles,New York, Miami & Houston)

23



Within the Hispanic Universe of S. Florida, Spanish
is Spoken Equally at Home Among all Age Groups.

Miami-Ft. Lauderdale DMA % Hispanic speak Spanish at home (age 5+)

~e Bracket
5-10 yrs
11-20 yrs
21-30 yrs
31-40 yrs
41-50 yrs
51-60 yrs
61-70 yrs
70+ yrs
All Ages

0/0 Hispanic
91.9
93.6
94.4
94.4
94.8
95.5
95.1
93.5
94.3

Miami - WLTV 23 Source: ''The Use of Spanish in the Home" -- DRI/McGraw Hill September 1993
(based on 1990 Census of population language question)

••••univision
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Within the Hispanic Universe of S. Florida, Spanish
is Spoken Equally Among all Income Levels

Miami-Ft. Lauderdale DMA % Hispanic speak Spanish at home (age 5+)

HH Income % Hispanic

Up to $5,000 94.1
$5,000-$10,000 94.0
$10,000-$20,000 93.4
$20,000-$30,000 95.5
$30,000-$40,000 93.8
$40,000-$50,000 94.5
$50,000-$60,000 96.7
$60,000-$70,000 95.1
$70,000-$80,000 95.9
$80,000+ 95.1

Qrn 9_4_-3_

Miami· WLTV 23 ••Source: ''The Use of Spanish in the Home" -- DRllMcGraw Hill September 1993 ••U n IV ISIon
(based on 1990 Census of population language question)



From sign-on to sign-off, WLTV Univision 23 has been the #1
station in the MiamilFt. Lauderdale DMA for the last 21 ma.iQ!

books!
WLTV Household Rating/Share -- M-Sunna-1a

Survey
Period HH RTG/SHR WLTV Rank Survey HH RTG/SHR WLTV Rank

Feb 1998 5.6/12 #1 Period
4.9/11 #1

May 1998 5.0/12 #1 July 2000
5.3/12 #1

July 1998 5.0/12 #1 Nov 2000
5.1/12 #1

Nov 1998 5.8/14 #1 Feb 2001
4.7/11 #1

Feb 1999 6.2/14 #1 May 2001
4.3/10 #1

May 1999 5.5/13 #1 July 2001
5.3/11 #1

July 1999 5.7/13 #1 Nov 2001
5.0/11 #1

Nov 1999 5.8/13 #1 Feb 2002
4.6/10 #1

Feb 2000 6.4/14 #1 May 2002
4.4/10 #1

May 2000 5.5/13 #1 July 2002
4.9/10 #1

Nov 2002
5.3/11 #1

Feb ~OO3 ••Miami - WLTV 23 Source: NSI Miami-Ft. Lauderdale DMA Dates Cited ••univision

,-------~-----~--------------------
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WLTV is the #1 station in the Miami-Ft.
Lauderdale DMA, BAR NONE!!!

Monday-Sunday 6a-2a -- Rating/Share

IWLTV
WBZL
WSVN
WSCV
WTVJ
WBFS
WPLG
WFOR
WAMI
WPXM

Adults 18-34 Adults 18-49 Adults 25-5~

2.8/1 7 2.6/1 3 2.8/1 3
1.6/9 1.3/7 1.2/5
1.5/9 2.1/1 1 2.4/1 1
1.2/7 1.4/7 1.3/6
1.1/7 1.4/7 1.6/7
1.0/6 1.0/5 0.9/4
0.9/5 1.4/7 1.6/8
0.9/5 1.4/7 1.8/8
0.5/3 0.4/2 0.4/2
0.0/0 0.1 /0 0.1/0

Miami - WLTV 23 Source: February 2003 NSI Miami-Ft. Lauderdale ••••univision



How Univision Programming Stacks Up
Against the General Market

Talk/Game Shows/Soaps

Talk/Oprah /Rosie
O'Donnell

Local News/Network News

Magazines

Various

Local News

Baseball/Football/Basketba
II

Kids

Miami - WLTV 23

News/Talk/Variety/Novelas

Talk/Gordo y fa Ffaca

Local News/Network News

Magazines/ Primer fmpacto

Novelas/Variety

Local News/Network News

Soccer/Boxing

Kids/Movies/Variety

••••univision

18
1_----------------------~---··-·~-·--



Schedules that don't include WLTV limit the
campaign's reach into the South Florida marketplace

Miami· WLTV 23

Rating Adults 25-54 - November 2000

55.8%

Total Market Reach (NSI)

(187 TRP's)

Source: NSI Nielsen Custom Study Miami-Ft. Lauderdale DMA

-------------~---

••••univision



With WLTV, media schedules target
Hispanics in their language of choice while increasing

the total market reach---up 10 percentage points!!!

Rating Adults 25-54-November 2000

Total Market Reach eNS!)
(203 TRP's)

Miami - WLTV 23 Source: NSI Nielsen Custom Study Miami-Ft. Lauderdale DMA; ••
*take 12% from original schedule and apply same to buy WLTV spots••unIV ISIon

30



Among Adults, Univision 23 WLTV Delivers a
Significant Exclusive Audience

Percent of each station's cume A18+ audience that did not watch
other stations listed, Monday-Sunday, 6A-2A

Univision

FOX

ABC

UPN

CBS

WB

NBC

Miami - WLTV 23

6.90/0

5.4%

5.40/0*

3.8%*

Percent of Each Station's Weekly Cume Audience That Did NOT Watch Any of the Other Listed Stations
(Among Total AdultslMonday to Sunday 6:00A to 2:00A)

Source: Miami Scarborough: February 1999 - January 2000
• represents small sample size - for directional purposes

51.9%

••••univision

3/



WLTV reaches more viewers
than any other station!!!

M-Su/6a-2a

WLTV WPLG WTVJ WFOR WSVN wsc WBZL WBFSI WAMI WPXM
i

A 18-2{t 9,000 2,000 3,000 2,000 4,000 5,000 7,000 4,000 I 2,000 300

A25-3~t 18,000 6,000 7,000 6,000 10,000 6,000 8,000 5,000 3,000 200

A35-4!;3 23,000

;

17,000 15,000 18,000 25,000 14,0001 10,000 8,000 4,000 900

A50-6 t 23,000 18,000 17,000 20,000 17,000 11,0001 5,000 3,000 4,000 800

A65+ 27,000 23,000 18,000 30,0001 22,000 11,0001 5,000 3,000 3,000 2,000

,
I

..
••

A18+ 101.000 67.00)060.00075.0(t078.00048.00035 00023.0(;)0 15.000 4.od

Miami· WLTV 23 Source: NSI OOO's February 2003 ••••univision

32
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The Hispanic Culture Has BecQ.J1ft"Er;flflrt of
the American Mainstre,ilm... ""\;

.:0..: >

~:~.. ' ..

\;~;:
.:.;.'.

'\:\ .

• 8" "Hispanics are Fast Becoming Simply Us"

NATIONAL

Wall Street Journal, March 14, 2001

••••
2



Source: Nielsen 2003 Universe Estimates (Top 15 Hispanic Markets)

3

••••

(633 Thousand)

86.7% (853 Thousand)

(750 Thousand)

(602 Thousand)

51.4% (1.0 Million)

(35.4 Million)

41.0% (6.5 Mm'lon)i ."""'.." .. , .

Fresno

McAllen

Miami

Total U.S.

Hispanic % of Total Persons ._',:.~..,.:.

Phoenix

San Diego

Sacramento

Los Angeles

New York

Dallas

San Antonio

EIPaso

Albuquerque

Houston

Chicago

San Francisco

Hispanics are the Market in

NATIONAL
ALE S
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4.0%

12.3%

Current Percent of Total U.S. -_......

12.5%

u.s. Hispanics Are the Single .....~.
Minority Group

Hispanic Black Asian Native
American

NATIONAL
SAL E Source: 2000 U.S. Census, March 2001 Release ••••

4
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Hispanic Population Has Grown~t:::Ci!,.Rate

Much Faster than the Non-Hispani\,'YPo'p;~lation
.. " :::.~.~~ \';:;;:-;-.' .

.<."::::;.;. ···;:t;··:~

73%

58%

47%
37% 34%

," > - - :- ~,- -~

Total lA NY MIA HOU CHI DAl SF SA PHOE HAR-
U.S. MCAl

NATIONAL
ALE S Source: 2000 U.S. Census, March 2001 Release ••••
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-1

The Hispanic Population Growth frQii~O to 2001
Accounted for 500/0 of the Total PlPulatid_;,Growth

in the Cou ntry'f~11{({!!;';;';;it:, '\';"
,'. ' ..;~" .- -, -. -, ~:" -.:. ,- .

./ .. './ ········i»)i ..·.·... ~\.,..
.- ',.. - --~--..:-,' - ..:.:-;.:---:--:. ~,

?<·'»>i>3>j~ .
. .;.,

..:l .. ... .....·//·:6>·~t.>

5e3 1.7
" 246e1 1.7 .7Ie

lation 281. 3.4

NATIONAL
ALE Source: U.S. Census 2001 - January 2003 Release •••• s
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Hispanic Population Will Continue te..j..,:~~r(
Dramatic Rate

Population Percent Growth -.2~OO()e21[)2()«

70%

-26%

at a

Total
U.S.

LA NY MIA HOU CHI DAL SF SA PHOE

NATIONAL
ALE S

Source: The Hispanic Consumer Market in 1999 and Forecasts to 2020,
Standard & Poor's DRI, October 2000· All markets available are shown ••••

7
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HH Size

U.S. Hispanic HH 3.6

Non-Hispanic U.S. HH 2.4

_:.:: ..d Larger

Y::';>~::';:

~f~~spa~!!,:~~!~iiJj;i~;.::'=!'i~~~.4
I,:~~~-HIspan~~;:~~~.:~~ ...{/:.-~.J 37.5[

u.s. Hispanic Households are Youn~<tL.Oi

Larger and Younger Households are
in the Acquisition Phase of Life!

NATIONAL
,~ L E

Source: Nielsen 2003 Universe Estimates ••••
8



-,

The Number of Middle Class His
Nearly 80% From 1979- ''''-IIM

0/0 of HH's Considered Middle Class ­
Income Above $40,000

NATIONAL
SAL E S Source: Standard & Poor's DRI, The Latino Middle Class - 2/2000 ••••

9



Hispanic Purchasing Power is P~~led to
Grow Three Times as Fast as th.~PoplJlltion

:..-'.:>;'~; -, '\t

2000

II Population
III Buying Powe

2001 2002

';'..:::<;{.
«. ~~;:~~~;:.:.

2003 2004

.,
>'--.-- •- .. ;:.,:.

............;"'. : ~.~~~

2010

10
NATIONAL

ALE
Source: The Hispanic Consumer Market in 1999 and Forecasts to 2005,

Standard & Poor's DRI, January 2001 ••••
.~------- --------------



Growth of Hispanic Buying Po~"~W be
Even More Dramatic in Many 'iPP Ma·l\~ts

~0 ~:~_"

Buying Power Percent Growth,)&~lllliiiiji'\i>' '\\

:.,.......•..•;•..:..•:1.':£;f£,.. ·.·.v ®iii\;~il.\i.<t.; .
~~~-~~-~----,-'~.8.~~J...---.----, ;··i •. ?··.·.• ·.~,··~·.

• Hispanic • Non-Hispa"ic ~., .. :>*r
.', JI '.' ..;.. :·····~·}·>··}}··.'}t.4i4~~'··· \ic .

42~f/ c' . i')~' ~ 1[
"--'.

Total LA
U.S.

NY MIA HOU CHI DAL SF SA PHOE

NATIONAL
ALE

Source: The Hispanic Consumer Market in 1999 and Forecasts to 2020,
Standard & Poor's DRI, October 2000 •••• 5
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••••

31f'i/ ;;li!~~J~il;;lY"ixi;1:S3
5'7'0,t;31~< ./.;~./.;;.v;";"'" 154

350/0 " .. 25%/~····;····/···~A< 141
80o/~";"'~A:""<""""""";;;;;;';""""""";"~5'o/~.:L~.;.;"«.;.;;;:;.;<.",<,~,,;;.; ...;.:..,.,,,..,..,Lt:4;T·" ; :.:...~w.

730/0 54% 136
200/0 15% 133
220/0 170/0 129
740/0 620/0 118
730/0 630/0 116
78% 690/0 114
730/0 650/0 113
330/0 13% 154

Sources: Simmons National Consumer Survey 2001, Hispanic Survey 2001 ; R.L. Polk
Scarborough Multimarket Survey 2001 - 75 market aggregate

In Fact, Hispanics Are More Lik~lY,···~.2[han

Non-Hispanics to Own or Buy~:rbdl"'cls in
Many Major Catego~~~~;y/ '\';1\

jO:' :<,:,);;::-:(:::--~-.,:\_ -:" -."'." X~:_"

~::.: :;t ..<':.. 'Of>:..';
;<:: :';.~< ...:: ':.

Imported Beer
After Shave/Cologne
Electric & Battery Shavers
Perfume/Cologne
Games & Toys
Plan to Buy Computer
See Movie 1st 2 Weeks of Opening
RecordslDiscslTapes
Moisturizers/CreamsILotions
Regular Cola (Not Diet)
Sneakers/Athletic Shoes
A t t - e growth in new vehicle sales

U omo IV (1Q '00 -1Q '02)

NATIONAL
E
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-1

The Majority of U.S. Hispanic H
Speak Spanish

Some Spanish

88%

English Only

120/0

NATIONAL
ALE S

Source: Nielsen 2003 Universe Estimates. 2003 Hispanic TV Households by Language Strata. ••••
14
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Spanish Language Usage by
Age

Spanish Language uscui~j~y
.:::.;.-<

Education/.,..
, ..~-:

NATIONAL

-----------------

Source: NHTI Installed Metered Sample, Feb 2002; Excludes English Only Homes;
Based on % of Persons Living in HH's that Speak Some Spanish ••••

15



The Majority of Hispa
Prefer to Get Information i

"I get more information about a product
when it's advertised in Spanish than when

it's advertised in English only. 11

...and They Want to be Marketed to as Hispanics

"There should be TV or other
commercials directed specifically

to Hispanic concerns. 11

790/0

NATIONAL
ALE

'-----~

I_ Agree I

Source: Yankelovich, 2002 Hispanic Monitor

------------~------------------------------

••••
16
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Hispanics are More Likely to Purg~~ Brands
Which Advertise in Sp,f1ish""'tl:~I

»>L::"::::.:',",::..., . :X::"=
, .. -, .'.' ;;:';,'-...

"I would be more inclined to pur~i(iI_III§ciY \\.,.,
which are advertised in,~f1a~j!INir~;;!l~~f;£;;ii:;;;;,;,;;; '<

·1 ";I,l;;;? ..... .. .';;;:i;:f~,~
.J,'/' .'»'<>710/0>' "\

.
.....:·, .. :.'....-:;.;.1 ..-: ~/""

" ,,~~ .:-x *~: ":.;

6~.~l 1>
::,.:.. ',. " .

.....;......;...•.............

1990 1992 1994 1997 2000 2002

NATIONAL
ALE

-_._.-- ---

Source: Yankelovich, 2002 Hispanic Monitor ••••
17



Advertising to Hispanics in~f)IQish

is Far More Effecthtti· "ie".
. ".' ~';';.:"-

~":.:.---.

,,~~i;:'i'l~::\' \,
,,;:l 71 .iih;;,!i!!/:;";;;,!!!.!\•. ",,

Among Hispanics, spaniSh-langi~~eJ'II~'~~~~~~!!:\t~i2!::4~.
(as compared to English Langu,reCO~!~!~i!\~1!~~i~p ,,:.,; .••....

• 61 % more effective at incrQcl~ing awar~PE!$~!·)~.~·~:,·w

• 57% more effective in messiiJg~r::.::t;~"'s!;>:
• Nearly 4.5 times more persuasive!

--1

i::"en Among Bilin9Y!l Hispanics...Spanish-Ianguage
commercials are 3.4 times more persuasive!

NATIONAL
ALE

Source: Roslow Research Group, 2000
"Advertising Effectiveness Among Hispanics" ••••
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Television - The Most Widely Used/~t1,,···>·ntledium ­
Is Even More Important in the Hi§panic'IJilrket

. ,~~::>:-_.;

.':>":,-:':.. : ;-;

.-: ::'.:::::.::; ':.:~;::,~;::;.-;;. '::~:'" ::u'::.~: .. ': ::~: ': -,-.
." ,.-.... , ....

~~.- .

~~.:;'

:\i::,·:<
:-::;.{.::.:.

Avg. # Hours Per Week Spent
with Each Medium

TV

Radio

Magazine

Newspaper

..• '.\< •••..•..••........•.•.•..•••.••..••.•••••>.'. .••. ..•...•.• <.•..•..••.. ". .... .. \.1\.'..
;::-_:\.::::::,::>':}::.:>" - .-- .-.-

···1 ..~ ....;;~?/ Hispant I

H,
x

, '*"'.... ...• "-;;. • f d···· ~." iIspanlo····.···.···············w.,Mlspanl:e·.·,w·,··wu.,..w.·.·.·.w. n ex i
I

25.40 17.81 143 I
16.57 14.75 112

3.35 3.74 90

4.29 5.04 85

19

NATIONAL
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t:

Source: Market Segment Research &Consulting, Inc. "The MSR&C Ethnic Market Report" - 1996 ••••
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Philadelphia - WUVP
Phoenix - KTVW
Portland - KPOU
Reno-KNW
Sacramento - KUVS
Salt Lake City - KUTH
San Angelo - KEUS
San Antonio - KWEX

Hispanic Market
and Station
Albuquerque - KLUZ
Atlanta - WUVG
Austin - KAKW
Bakersfield - KABE-CA
Boston - WUNI
Chicago - WGBO
Chico - K20FZ
Cleveland - WQHS
Colorado Springs - KGHB-CA

NATIONAL
ALE

Univision Station

Corpus Christi - KORO Los Angeles - KMEX
Dallas - KUVN Lubbock - KBZO
Denver - KCEC McAllen-Harlingen - KNVO
EI Paso - KINT Miami - WLTV
Fresno - KFTV Monterey - Salinas-KSMS
Hartford - WUVN New York - WXTV
Houston - KXLN Odessa-Midland - KUPB
Laredo - KLDO Orlando - WVEN
Las Vegas - KINC Palm Springs - KVER-CA

Source: Claritas Compass 1990 U.S. Census, 2000 Estimates;
Nielsen Universe Estimates 2001, as of 3/1/01

San Diego - KBNT-CA
San Francisco - KDTV
Santa Barbara - KPMR
Tampa-WVEA
Tucson - KUVE
Victoria - KUNU
Washington, D.C. - WMDQ-CA
Yakima - KKFQ/CA
YYma~EICf:lntro - KVYE 21
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t~

I s:::II:/eB::~:~hYOrk News
% occer oxmg

I Kids/MoviesNariety
~
>~~

<..,:..;'~.. ••
'Y. ~I/ '.

...<::=:;::J:'- ;:.::": .."

I EARLY MORNI$ I Earl~t~~ti~(II~~fj" I \I DAYTIME<;:&~::l;~~J~jL"jii:'l~i
I EARLY FRINGE ill Talk/Cristina/Game Shows/
I c Primer Impacto
I
I EARLY NEWS "Local News/Network News
* p

PRIME

LATE NEWS

SPORTS

WEEKEND

Baseball/Football/Basketball ill

iillKids

Early Morning News

Talk/Game Shows/Soaps

Talk/Oprah/Rosie O'Donnell

Local News/Network News

Various

Local News

NATIONAL
ALE S ••••
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... ;·;·:V~·;·~';'·:·~·.·~·;·.·~

.;·.·;..;...;,·:·:v;,.;,.x·;·x....·.;<.·;·;,.:·.·;·;

10.1
9.0
B.9
8.4
8.3
7.9;/
7.8",<
7.8' :.
7.6
7.1
6.9
6.9
6.7
6.6
6.5
6.4
5.6
5.6
5.6
5.4
5.3
5.1
4.9
4.9
4.8
4.8

Network «:: NTI
NBC):)i"

NBC: 7-<
NB€I
O~,

CBS
:itBc
}:BS

<:: NBC
•••••••• 1,FOX
"",. GSS
N~'
ABC
NBC
CBS
FOX
NBC
NBC
FOX
NBC
FOX
NBC
FOX
CBS
CBS
FOX
NBC

Source: NTI; Nielsen Hispanic Television Index October 2001 - July 2002

Rank Program

1 FRIENDS
2 FRIENDS 8:30PM
3 E.R.
4 SURVIVOR: AFRICA
S SURVIVOR: MARQUESAS
6 LEAP OF FAITH
7 CSI
8 WILL & GRACE
9 FOX NFL SUNDAY-NATIONAL
10 CBS NFL NATIONAL
11 INSIDE SCHWARTZ
12 NFL MONDAY NIGHT FOOTBALL
1 3 JUST SHOOT ME
14 EVERYBODY LOVES RAYMOND
1 S FOX NFL SUNDAY-SINGLE
16 LAW AND ORDER
17 FRASIER
18 MALCOLM IN THE MIDDLE
19 WEST WING
20 SIMPSONS
21 FEAR FACTOR
22 AMERICAN IDOL-TUESDAY
23 BECKER
24 CBS NFL SINGLE
25 FOX NFL SUNDAY-REGIONAL
26 LAW AND ORDER:SVU

Even the Highest Rated English<~a"~guage

Television Shows Underdelivgy'HisR@nic
Adults 18-49': '\"\~,

:··;i;:=·;".
""',,,-:.:

.:.~. '.:,:

h:;
«.

~lt·:.
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TEL

UNI

UNI

UNI

UNI

UNI

UNI

UNI

UNI

UNI

AMIGAS Y RIVALES-TUE

POR UN SESO WED

AMIGAS Y RIVALES-MON

POR UN SESO TUE

POR UN SESO THU

AMIGAS Y RIVALES-WED

AMIGAS Y RIVALES-THU

POR UN SESO MON

DERECHO DE NACER-MON

POR UN SESO FRI

DERECHO DE NACER-TUE

AMIGAS Y RIVALES-FRI

DERECHO DE NACER-WED

CARITA DE ANGEL-MON

CARITA DE ANGEL-TUE

CLONF79

1

2
3
4
5

6
7
8
9
10

11

12
13
14
15

Rank Program

The T 8 Shows Among
A18-49 Are on Univi~:•.,

NATIONAL
SAL E

Source: Nielsen Hispanic Television Index October 2001 - July 2002 ••••
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Source: NHTI, Oct01-July02, Based on regular network programming.
Bilingual Households where Spanish and English are spoken equally

Rank Program

1 POR UN SESO THU
2 AMIGAS Y RIVALES-MON
3 POR UN SESO MON
4 AMIGAS Y RIVALES-WED
5 POR UN SESO WED
6 AMIGAS Y RIVALES-TUE
7 AMIGAS Y RIVALES-THU
8 POR UN SESO FRI
9 POR UN SESO TUE
10 DERECHO DE NACER-MON
11 DERECHO DE NACER-TUE
12 DERECHO DE NACER-WED
13 AMIGAS Y RIVALES-FRI
14 PRIVILEGIO DE AMAR-TUE
15 DERECHO DE NACER-THU
16 PRIVILEGIO DE AMAR-TUE
17 DERECHO DE NACER-FRI
18 CARITA DE ANGEL-THU
19 CARITA DE ANGEL-TUE
20 PRIVILEGIO DE AMAR-WED

26
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r ~~: >"
;.:: ......•,
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UNI
UNI
UNI
UNI
UNI
UNI
UNI
UNI
UNI
UNI
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Regardless of Language, Univi§,f__::f's the
#1 Ranked Station in Many:.•~rk~

.,. ':-.;::::":.'

; :.. :;~;';' ';'.~.;'

~l~::":{'

TOTAL DAY PRIME

KVYE Yuma-EI Centro

KUPBOdessa

KVER Palm Springs

KMEX Los Angeles
WLTVMiami

KXLN Houston
KUVN Dallas
KTVW Phoenix
KNVO McAllen-Harlingen

KINTEI Paso

KFTVFresno

KINC LasVegas
KSMS.M(mte~y-$a1inas

KABEBakersfield
KLDOLaredo

KVYE Yuma·EI Centro
KVER Palm Springs

A1834, A1849, A2549 (Tie), W1834, W1849, W2549 (Tie)
HH's, V2+, A18+, A1834, A1849, A2549, A2554, W1834
W1849, W2549, W2554, M1834, M1849, M2549, M2554 (Tie)
A1834, W1834
A1834 (Tie), W1834
A1834, W1834, M1834
HH's, V2+, A18+, A1834, A1849, A2549, A2554, W1834,
W1849, W2549, W2554, M1834, M1849, M2549, M2554
HH's, V2+, A18+, A1834, A1849, A2549, A2554, W1834,
VV1849, VV2549,VV2554
V2+,A1834, A1849, A2549,A2554, VV1834, VV1849, VV2549
W2554, M1834, M1849,M2549, M2554
A1834, VV1834, M1834 (Tie)
A1834, VV1834 (Tie), Mt834
A1834, A1849 (Tie), VV1834, M1834, M1849, M2549
HH's, V2+, A18+, A1834, A1849, A2549, A2554, W1834,
VV1849,W2549,W2554,M1834, M1849, M2549, M2554
A1849 (Tie), A2549,VV1834, VV1849, VV2549, VV2554
V2+, A1834, A1849, A2549, A2554, VV1834, VV1849, VV2549,
VV2554, M1834, M1849, M2549, M2554

KMEX Los Angeles.)"'·····wJs3it;·· .. '"\ i

WLTV Miami ..ji~';H.~i~(1"i~);V:g+.At~t!~t&~,:·5181W~549, A2554, I=~:1/ .::'" <, jil~IIJr~:'9:~{'M2~911
KNVOM-~~en-HarlingenHH'$;VZ+,A18.f;.Aj§4~f:··A2549,A2554, VV1 a4~; I

-r"/·WZ549,W255.4;-M2549, M2554 ~t •... . !

KINrE(Ja~o ....t1H~~([1~):tii2; VV1849,VV2549, W2554
t ..

KFTV~'I=;js·tid:.:->"".-->.. _,',' ':;,""" ,"." ":'--'-'-:~&2*«;A1834, A1849, A2549, A2554l'..W1_8.34~:--W1-a49~~
= ..>."" .•<..•;,\:.......:..;.;..~>:.:.. :;;:...::..,..:L>::,.,;,....;;;...:;:::W2.5.49'i¥~V25MaUBa4.y1I ..t.i~,:.M~!t;'~5i«

KINC Las Vegas A1834, VV1834 (Tie)

KSMS Monterey-Salinas A1834, M1834 I

KABE Bakersfield A1834, VV1834, M1834, M1849 i

KLDO Laredo HH's, V2+, A18+, A1834, A1849, A2549, A2554, VV1834,I
VV1849, VV2549, VV2554, M1834, M1849, M2549, M2554

VV2549, VV2554 (Tie) i
!

A1834, VV1834, M1834

V2+,A1834,A1849,A2549,A2554,VV1834,VV1849,
VV2549, W2554, M1834, M1849, M2549, M2554

27
Source:NSI Nov02 Total Day TP (Mon-Sun 6am-2anfEsVCntrl/Pac); Prime TP (Mon-Sun 7-11pm EsVPac [Univision, Telemundo, Spanish Language Stations), Mon-Sat 8-11pm I Sun 7-11pm••NA110NAL EsVPac [ABC, CBS, NBC, PAX, IND) & Mon-SaV8-10pm, Sun 7-1Opm [FOX, WB,UPN); CenVMln Time Zones are one hour behind EsVPac times listed. Demos include Households, Viewers 2+,

Adults 18+, Adult, Women, Men 1834, 1849, 2549, 2554. ••
ALE
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KINTEI Paso
KLDO Laredo

KVYEYuma

.. , "', ._ ',' . -.".- -.,'.-;.;.... ;:.;.;.:. , .,x,.;;;...... "'.: .~

KMEX~Qs.jn9~J~!i .' ' . ..,·;~t$34;i11834,M1834 ". ....•.•... ....:;,.
WLTV Miamr-'·=N" ..w,..,.,>:.;v>:·.;:;.;.,.:...>::,::"v;<Hf..V$t~i9}i¥2«'i':Al8>kf:A4004;;M~9~:'~;";A2554,

W1834, W1849, W2549, W2554, M1834, M1849,
M2549, M2554
A1834, W1834, M1834
A1834, M1834
V2+,A18+,A1834,A1849,A2549,A2554, VV1834
W1849, W2549, W2554, M1834, M1849, M2549, M2554
A1834,A2549, A2554, VV1834, W1849, W2549, VV2554
HH's, V2+, A18+, A1834, A1849, A2549, A2554, W1834
VV1849, W2549, W2554, M1849, M2549, M2554 (Tie)
A1834, A1849, A2549. A2554 (Tie), W1834, VV1849,
VV2549, W2554

KXLN Houston
KTVW Phoenix
KNVO McAllen-Harlingen

A1834, A1849, A2549, A2554, W1834, W1849,
W2549, W2554 (Tie), M1834, M1849, M2549, M2554

A1834, W1834, M1834, M1849 (Tie)
HH's, V2+, A18+, A1834, A1849, A2549, A2554,

W1834, W1849, W2549, W2554, M1834, M1849
M2549, M2554
A1834, W1834
A1834, W1834, M1834, M1849, M2549
A1834, W1834, M1834
A1834,A1849, A2549, W1834, W1849,
W2549, M1834
V2+, A18+, A1834,A1849, A2549, A2554, W1834,
W1849, W2549, W2554, M1834, M1849, M2549, M2554
A1834, W1834
A1834 (Tie), W1834
HH's, V2+, A18+, A1834, A1849, A2549, A2554,

W1834, W1849, W2549, W2554, M1834,M1849,
M2549, M2554
V2+,A1834,A1849,A2549,A2554, W1834, W1849,
W2549, W2554, M1834, M1849, M2549,M2554
W1834
A1834, A1849, A2549, W1834, W1849, W2549,
W2554 (Tie), M1834, M1849, M2549 (Tie)
A1834, W1834, M1834
A1834, A1849, A2549, W1834, M1834, M1849,
M2549, M2554
HH's, V2+, A18+, A1834, A1849, A2549, A2554,

W1834, W1849, W2549, W2554, M1834, M1849,
M2549, M2554

Regardless of Language, Univi~i.·ll;is the
#1 Ranked Station in Many+Jfark~i

,.-,- ~:; ~\:~~...:r
,.::" ~

KSMS Monterey-Salinas
KABE Bakersfield

WVEATampa
KINC Las Vegas

KLDOLaredo

KNVO MCAllen-Harlingen

KFTV Fresno

KLUZ Albuquerque
KBNT San Diego
KINTEI Paso

KXLN Houston
WGBO Chicago
KDTV San Francisco
KTVW Phoenix

WXTV New York
WLTVMiami

28
NATIONAL Source: NSI Nov02 Early News PAV (Mon-Fri 6-630pm Est/Pac). Late News PAV (Mon-Fri 10~11pm, 11-1130pm Est/Pac). Gent/Mtn TIme ••

Zones are one hour behind Est/Pac times listed. Demos include Households, Viewers 2+, Adults 18+, Adult, Women, Men 1834, 1849,2549,2554.••
SAL E S Please Note: ABC News ran T-F 11-1130p ET IT-F 1D-1030p CTIMT IT-F 6-630p PT due to Monday Night Football



Regardless of Language, Univi~ii.·_.i/is the
#1 Ranked Station in Many:lfark~§

:. :<...--~..:..;) :.;;..-.
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DAYTIME* EARLY FRINGE*

KLDO Laredo

KVYE Yuma-EI Centro

KUPB Odessa
KMPR Santa Barbara
KVER Palm Springs

WVEATampa
KINC Las Vegas
KSMS Monterey- Salinas
KABE Bakersfield

~~i~ij¥ !~!:lill'llli;~'
::f~~;~"ge" 'i<:!li)ai'~5~~~
KBfIl't",5.an Diego ,Me34;Wt$34 ".,..,,,,,'0« t
KINJ~!~llsol-fI1'§;Y2¥,A~-8{ A1834, A1849, A2549, A2554, VV18~4j

KFTV Fresnb·,it".:.w,.,.,,,.;.,,... ,....YV~~<W2549, W2554 ...•.•... ' .."< ····•• ~:.w:~t!ftl:.,.<'->.;.:,.,..,....y".J!2..:.:.>:Al6.a$.:M~:~< ..8ZM~~:,:@.~.M.jY.l, ,
VV2549, VV2554
A1834 (Tie)
A1834,A1849,A2549, W1834, VV1849, W2549
A1834, A1849, A2549 (Tie), VV1834
A1834, A1849, A2549,A2554, VV1834,VV1849, VV2549,
VV2554
HH's, V2+, A18+, A1834, A1849, A2549, A2554, VV1834,
VV1849, W2549, VV2554
A1834,A1849,A2549,A2554, W1834, VV1849,VV2549,
W2554
A1834 (Tie), A2554 (Tie), W1834, VV2554
A1834
V2+,A1834,A1849,A2549,A2554, W1834,VV1849,
W2549, VV2554

A1834,A1849,A2549, VV1834,
HH's, V2+, A18+, A1834, A1849, A2549, A2554, VV1834,
VV1849, VV2549, VV2554
A1834, VV1834
A1834 (Tie), VV1834
VV1834
A1834, VV1834 (Tie)
A1834, A1849,A2549, A2554, VV1834, VV1849, VV2549,
VV2554
HH's, V2+, A18+, A1834, A1849, A2549, A2554, VV1834,
VV1849,VV2549,VV2554
A1834, VV1834
HH's, V2+, A18+, A1834, A1849, A2549, A2554, VV1834,
VV1849,VV2549, VV2554
HH's, V2+, A18+, A1834, A1849, A2549, A2554, VV1834,
VV1849, VV2549, VV2554
A1834, A1849, A2549, VV1834, VV1849, VV2549,
A1834 (Tie), A1849, A2549, A2554, VV1834 (Tie), VV1849,
VV2549, VV2554
A1834, A1849, A2549, A2554 (Tie), VV1834, VV1849
HH's, V2+, A18+, A1834, A1849, A2549, A2554, VV1834,
VV1849, VV2549, VV2554
HH's, V2+, A18+, A1834, A1849, A2549, A2554, W1834,
W1849, VV2549, VV2554
A1834, A1849 (Tie), VV1834
HH's, V2+, A18+, A1834, A1849, A2549, A2554, W1834,
W1849, VV2549, VV2554

KVYE Yuma-EI Centro

KPMR Santa Barbara
KVER Palm Springs

KFTV Fresno

KABE Baker$field
KLDO Laredo

KINC Las Vegas
KSMS Monterey- Salinas

KNVO McAllen-Harlingen

KXLN Houston
WGBO Chicago
KUVN Dallas
KDTV San Francisco
KTVW Phoenix

KMEX Los Angeles
WLTVMiami

KLUZ Albuquerque
KINTEIPaso

NATIONAL
ALE S

Source: NSI Nov02 Daytime TP (Mon-Fri lOam· 3pm Esl/Pac); Early FringeTP (Mon-Fri 3pm - 6pm Esl/Pac).
Cenl/Mtn Time Zones are one hour behind Esl/Pac limes listed.

• Among Households, Viewers 2+, Adults 18+, Adult and Women 1834, 1849, 2549, 2554. ••••
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Regardless of Language, Univi~~!ijiis the
#1 Ranked Station in Many;,"~rk~§

,-,",.-- :.;;""
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~~;E:~~,~~~4[~5~;~~;~~~!~~~~}(~~~" ?}jiiiil;f"~?
~E:=~~;i~Z1834' W184~'\ ;f~ijilj~ri~i;r ._.' 'j"\
~':;,~~~~~f~;'834,W1849~,';';i1i,.~~:~:lJ" 1i"

:,~a:: ~~b., M18~;:';?i ..... ..... :.?ii2~F/ , '. i"';:"
A1834, W1834, M1834 ~,;·,;,0.,;':'~·;·':··'~:;·;·>;~·.;".,.,.2; ...:;..M>;"';;;;;:L.;<t;.;.":;.;<~;M.;«.;.;.>;:;.;.;.;,, ..<.;.;:;v>;.;.;..L.,..L.~..:.;.>;.;:,.;.;.;.....,.... ,:""",."

HH's, V2+, A18+, A1834, A1849, A2549, A2554, '
W1834, W1849, W2549, W2554, M1834, M1849,
M2549, M2554
W1834
M1834
A1834, W1834, M1834

V2+, A1834, A1849, A2549, A2554, W1834, W1849,
W2549, W2554, M1834, M1849, M2549, M2554

WLTVMiami
KTVW Phoenix
KNVO McAllen-Harlingen

KINT EI Paso

EARLY MORNING

KFTV Fresno

KORO Corpus Christi
KINC Las Vegas
KABE Bakersfield
KLDOLaredo

KUPBOdessa
KGHB Colorado Springs
KPMR Santa Barbara
KVER Palm Springs

NATIONAL
ALE S

Source: NSI Nov02 Early Moming TP(Mon-Fri 7am -10am Est/Pac); Cent/Mtn TIme Zones are one hour behind Est/Pac times listed.
Demos include Households, Viewers 2+, Adults 18+, Adult, Women, Men 1834, 1849,2549,2554. ••••
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Only Univision Delivers a Si91'1.i;·f,j··elnt
Exclusive Audience! ./,.,'\\<:
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1•••••••••••••••• 38.9%

1. ••II/II.IIII••.:59.3~41L<.:::.:".:.:..:.:::..,.:..,.. ;.::i.;,.".;<.;.;.•.•···,,'",,··,·

1•••••••••••••••••••••••57.0%

•••1 57.0%

1•••••••••••••••••••••••56.8%

1•••••••••••••••••••••••56.1%

1••••••••••••••••••••••55.5%

54.1%

1••••••••••••••••••••• 52.2%

Fresno

Miami

EIPas.o

Phoenix

Dallas

Denver

Houston

New York

Las Vegas

Chicago

San Diego

San Antonio

Sacramento

Los Angeles

Albuquerque

San Francisco

NATIONAL Source: Scarborough, 2002 Release 1: LA, Miami, Denver, San Diego, EI Paso, Las Vegas, Albuquerque; Hispanic Custom: Dallas (2001••
Release 2), San Francisco, Houston, Sacramento, Phoenix, Chicago, Fresno, New York, San Antonio _P

• Limited sample; shown for directional purposes only. ....

---------- ._------
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Unlvision Increases Your Reach qll~panics
At N Additional Calt' '·.'i

1\>
<-:,);. ';"~:;._ '

~.~,-- .

General Market Schedule % Reach
Schedule w/o WLTV Including WLTV Incr. wI WLTV

Generic 200 Weekly GRP Miami Schedule ... Adults 25..54

NATIONAL
ALE

Source: November 2000 NSI, Miami DMA. ••••
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1030s. Sun 6a 630s:

Bakersfield AlOia (Sa16a 630a.. 10a.

Teleeia Sabado (Sat 9a)

Agenda Oeportiva (Sat 9:30a)

-t', __ ' _,' ", - __ '.-'__ -.:<::-.':'>,:/'::J ·_,,:-:~;:<-~Y ~t:
deIV.a;le..J$at:1:Ill:.:'l>··.>:·.·,,···~""""--

_)(~._'40.~.'<*.,*~w.~.~

Noti Breves (M-F 7a)

Nuestra Georgia (Sat 10a)

Amaneclendo con UniVISIOf1 (M-F 5a)

(Sat-Sun 5p. lOp)

Noticias41 Univision (M-Su 5p. lOp)

Desde San Antonio (Sal 9al

Club Deportivo 41 (Sat 9:30a)

Noticias 14 {M-Su op.

Val y Voto (Sat lOa)

Encuenlro en la Bahia (Sat 1O:30a)

Notie!as 23 (M·F 5p. lOp)

Dale Ganas {Second Sat gal

Notidas Univision Chicago (M-Su 5p lOp)

Primera Plana (Su 9:30a)

Deportes 34 (Sun 3p)

Notie!as 34 (M-F Sa. 6a. M-Su 6p 11 p)

VOl YVoto (Sat 10:303)

Nolidas 23 EdiClon Fin de Semans

Nottclas 23 (M-F 6a. M-Su 6p. 11 p)

Miami Ahara (Sat 6:30a. 108)

Notie!as 41 (M-F Sa. 6a. M-Su 6p. 11 p)

Nohclas 45 (M-Su 5p. 1Op)

Nuestra Vida {Sat 9:30a}

Local Programming Provia:e:~;< ..:>
A Connection to the Com.,.·,·.·.

NATIONAL
ALE S

As of 5/1/02 •••• s
35



Notivalle (M-F 6p, 11p)

Not! Breves (M-F 7p-12a)

Noticias 27 (M-F 5p. lOp)

Noticias 50 (M-F 5p, 'lOp)

Notivalle (M-F 6p,11 PI

8:30a,9:30a)

Nolieias 62 (M-F 6p)

Nuestra Tampa (Sat 1)( mo 7a)

Noticias 26 (M-F6p. 11 P)

Notic!as 41 (M-F 5p. 10p)

Notidas 17 (M-F 6p. 11p)

Despierta 51 Paso (M-F 6:30a.

7:308, 9:30a)

Notidas30(M-F Bj) 8< 11p)

Despierta San Diego (M-F 7:308.

Noticlas 50 (M-F 5p. 10p, Sun 5p)

Notidas 26 (M-SUll 5p. 10p)

Local Programming Provi«:i'l!:s\
A Connection to the Com

NATIONAL
ALE S

As of 5/1/02 ••••
36



Univision Stations
Have Stron.g Ties to the COFllTtunit"

«r" "':.~:<':_.

",» ~~.

LOS ANGELES·KMEX I
, Tournament of Roses Parade
"EI Grito
" Fiestas Patrias
" Latino Action Day

NEW YORK·WXTV
,. Dominican Heritage Month
" Puerto Rican Day Parade
" Hispanic Day Parade

MIAMI·WLTV
• Calle Ocho
,.Expo Nica
,. Viva Broward
"Cuba Nostalgia

SANFRANCISCO·KDTV
"Cinco de Mayo
"Mariachi Festival
uVivalasAmericas

CHICAGO·WGBO
"Chicago Latino Film Festival
uElgin Puerto Rican Parade

and Festival
"Fiesta Del Sol

HOUSTON·KXLN
" Livestock Show and Rodeo
" International Festival
"Cinco de Mayo

NATIONAL
ALE

SAN ANTONIO·KWEX
"Spanish Spelling Bee
,. Sembrando la Esperanza del Futuro
"Feria de Salud

SAN DIEGO·KBNT
"Cinco de Mayo
u Hispanic Health Fair
,. Fiestas Patrias
uHispanic Heritage Month

ALBUQUERQUE·KLUZ
"Cinco de Mayo
,. Hispanic Heritage Weekend
"Balloon Fiesta

, ........•..........•.................. " .

.- ~ ". -:.: :,

i DENVER·KCEC
. "Student of the Year

"Wells Fargo Culture Festival
"Cherry Creek Culture Festival
,. Fiestas Patrias

WASHINGTON, D.C.·WMDO
"Beca Skirble
,. Health Fair - La Clinica del Pueblo
"Latin American Day - Six Flags

•••• 51

37
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Univision Stations,.;.;}···'::··~"'···":"':""

Have Strong Ties to the Co~uriil.M
:.:;:--;.>; '\{<::\

&;;".;:--;;;-<

TAMPA-WVEA
"Fiesta Day
,. Sant'Yago Illuminated Night Parade
" International Folk Festival
"Hispanic Heritage Month

CORPUS CHRISTI - KORO
"Cinco de Mayo
,. Fiesta Lo Nuestro
"Bay Fest
" Buccaneer Day's Parade

TUCSON - KUVE
.. Festival Norteiio
"t:ULACYouth Leadership
v Fiesta Para la Familia

BOSTON"WUNI
.. Lalt'\fr~nceHispanic Festival
"Boston Puerto Rican Festival
u Providence Dominican Festival
u Worcester Latin Festival

ORLANDO - WVEN
u Hispanic Academic All-Stars
u Fiesta Gigante
" Puerto Rican Day Parade

LAS VEGAS - KINC
,. National Western Stock Show
"Cinco de Mayo

BAKERSFIELD - KABE
"Cinco de Mayo
"Fiestas Patrias
"Downtown Street Fairs
"Kern County Fair

LAREDO - KLDO
"Washington's Birthday Celebration
,. 16 de Septiembre Celebration

SANTA BARBARA/SANTA MARIA - KPMR
,. Cinco de Mayo
,. Mother's Day and Father's Day Greetings
" Las Fiestas Patrias

YUMAIEL CENTRO - KVYE
" Mariachi Festival-Fund Raiser
"Making Strides Against Cancer
"Hidalgo Society

~\:l
~~>:x

VICTORIA - KUNU
"Cinco de Mayo
,. Calhoun County Fair Tejano Night
"16 de Septiembre Celebration
,. Christmas Toy Drive

CHICO- KOFZ
,. Cinco de Mayo
, 16 de Septiembre Celebration
,Toys 4 Tots

38

NATIONAL
ALE S ••••

-----_._---- --_.---



NATIONAL
ALE

•
18 I•

•••• s



Spanish Broadcasting System FCC Filing
June 16, 2003

ATTACHMENT 3

HBC

"Si"

Presentation



Hispanic Broadcasting Corporation Delivery

66 Stationlli In the lOp 13 HispanIc M.rII;ets, and La. V8Igas

America's Changed Landscape

Hispanics Are Driving That Change

Hispanics accounted for 40% ofthe US population growth
between 1990·2000 end will represent over 60% of total population
growth In the next decadeI

Hispanics now totel over 38 million people and represent 13.4% of
the US PopUlation

• More than 1 out of 5 Americans bom today Is of Hispanic Clescent

s

4

2



America Isn't Changing It Has ChangedI
Estlmated Population

Growth Rate,
1885-2050

~'8"%

'1.5%
35.1%

~:U.s.c.n.... 6

Hispanics are younger and have larger families
IUsp-.rlle hOUHholds a... in th.lr acqUltittion ph" gf "'0

~Ianage: 27M

Sl)url::4l. US Bunt;au IIf Ihl CIR.lUI

HH .Ize: 2.'

Median age: 35.13

•

3



1 in 4 Persons are Hispanic in Top 15 Markets
Hisp.anlc PopulaUon at;: %of U.S. Population and Top 15 Hispanic: Markets

3D"

28,0%

.. United ::lb..11 • Top..·UJ HtiplInk: Markm

Radio Plays a More Important Role In the Hispanic
Marketplace

The Number of Spanish language redlo stations has elmost tripled
In the last decade,

• Spanish radio stations show up routinely at the top of a general
market radio ranker In key markets

Hispanics listen to the radio 20"/0-30% mora than Non.Hlspanlcs

On'averegeSpanlsh-radlp-statlons dupllcales"less-then 10%'w1th
Engllsh'language'stations

7
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...
9.3

S.9

Hispanic Radio Gets Stronger Every Year
Hlopanio RadlolAQH Sha..

Spring !N Spring 1115 Spring" Spring 17 Spring -I, Spring", Spring 00 Spring 01

PUR Levels for Hispanics in the Top 5 Hispanic
Markets Tell a Powerful Storyl

LaaAnge'"

Miami

Chlcilgo

.8.>

.os

10A

• HI~p.!lnk; PUR

.0
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11

NtA

NtA

ZS,011!1

.,&15

............

.......

.........

......

NtA

284,610

37.,1118

25111,820

......,.

.......

..,.....

.......
....705

US.725...,....
..............

..............
1,813,0155.........

P"""'"
E1P....

Houston

San Antanto

Dat...

M.....

loo ........

U.S. Hispanics spend 9.7 hours per day with different media

30 minutes per day reading magazines (2.9%)
• 45 minutes psrdsy reading newspapers (7.1%)
• 45 minutes per day on the Internet (7.6%)
• 3.6 hours per day listening to radio (37%)
• 4.4 hours per day watching TV (45.4%)

Spanish Language Radio Out delivers
Spanish TV Across all HBC Marketsl

Radio Plays a More Important Role In the Hispanic
Media Mix



......nguag.

.product Infonnatlon
-Generallnfonnatlon

Hispanic Radio Market

Hispanics are not a single homogeneous group
- Music. customs, food, culture and Spanish dialects vary both by

market and within Individual markets

Hispanic Radio la not a fonnat
- Individual stations are programmed with a wide range of music

and Infonnallon fonnals designed to appaal to the local market

Radio provides an Important cultural touchstone, especially to a
market that has a large segment of the audience driven by d4!tp-.ndenee
and not Just preference
- Community
- Education
- Political Forum
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The U.S. Hispanic Population Is Diversel

Los Angeles

Mexico 76% EI Salvador 7%
Guatemala 3% Other 14%

SQUrellil: 200.2. u.s. BlrJIIlllllllY RIIHJllrch

NewYori<

Puerto Rico 36%
Dom. Rep. 10%
Mexico 11%
Colombia 8%
Ecuador 5%
EI Salvador 5%
Other 16%

Miami

Cuba 59%. Nicaragua 9%, Columbia 5%
Puerto Rico 5%, Other 22%
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Why HBCsi?

No Radio Company is Better

Positioned than HBC

15

The Largest and Most Successful
Spanish Radio Broadcaster

L8illdllllnlhlp:

Size:

1. SDUn:;.: 111 Aln: Brown
2. SOUn:tl~ Al1Illron Fill' '01

''''Iponloll ........ "10 '"1> ..ootooi.o

55 Stations In the top 13 Hispanic: MarMtI. plus Las Vegaa;!

Only..S.....h radio" O.dO..... 1O~'nf..... ln the
toplOHltpon",""- .

HBC ........_ ........ 4S\l!!!11oh_bi d..._
~' .nd I'Hmes over' million Hlsp:tl'ltca"1n tho major

18
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HBC Addresses Hispanic Diversity Both
Locally & Nationally

HISPANIC

Los Angeles

Consider ThIs:

New York
Miami

-,M
•

..
17

• Advertisers can reach 70";' ·of the Continental U.S.
Hispanic Population using HBC stations In 13
markets.

• To reach 70% of the Continental U.S. General Market
Population an advertiser must buy over 100 marketal

• It Is much easier to coordinate cross platform selling
In 13 markets versus 1001

SOUre4I: A,1t;.11t9" Plllnilonli 12+ ~Iro Populluon nilmillltli TolOlI Unltlld Slain 18
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Consider This;

• HBC OutdellveNl Big GM Groups -In..the.Hlapanlc·arena HBCls larger
than Clear Channel, Infinity or ABC In the general mar1<etl

HBC has Strong Network Delivery - The HBC Radio Networ1< Is larger In
the Hispanic arena than any radio networ1< Is In the general market and
Includes exciting specialty programa like latin Grammy's

HBCI has the only local city guide for Hispanics - HBC's Internet portal
Netmlo and 39 Individual station web-.ltea offer a unique service on the
net for U.S. Hispanics

ConsIder This:

Event Mar1<etlng - Event Marketing Is already a turnkey pert of HBC's
local delivery. executing national programs will be easier due to the
high'concentration of the Hispanic population In HBC mar1<ets.

• Powerful Delivery. HBC stations ere dominant players In the majority of
their mar1<ets so they have the ability to deliver mar1<etlnglrnedla
objectives to advertisers beyond what the general market can
accomplish

Limited Competition. HBC delivers mar1<etlng capabilities to agencies
and advertisers that have not been available before

19
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Arbitron Cume Fall 2001
u........ "*""'" .......... ""_

Co""""" F....., ". A'.... M1... A .....

HBe - :II,201.aoa ..- 1.007,000 1,fa:7,800

.IIS ContImparliry :z.oS7,4DD 1,MI.toO nO,soD 1,0$',.4(10

aes PlMrto Rico "",-" 1~S,40D IUAOO 414,100 U!,SOD

-,... Co............ 1........ ":;.*10 450,100 705.100

HBe H+woIT.", 1,OJO,400 ....,400 :tn.lltO 440.100

~dIo \k1l0l. How>IToII< ....... eouoo m,tOO 541,100

...... ~;IIlk 1.21,100 ...... ...... ......_...
NtWIITaik 17_ 41.000 23,100 "'-HOC .......... 2,851,300 .....-t,.2noHO 1.720,AQO

L1btirmilln -... 1,&31'-0 f2JJ"CiOO .lIiIiO,7GO ....70.
,IIS .......... 1,,221,700 ....... .5U,fOG I1M'D

En~lon ....,..... feO,700 752,500 ...- 54.2,.100

Arbitron Cume Fall 2001 (continued)

u....... .......... UoIo..... "*""'"e-", ......, 12+ AI.... y'.... A .....
HBe TOIl" ....- ....... 121'-' .................. Tala... 1'l1~ooo 1ZS,lOO ...... .......
01"••,,,,. TOIl" ,...... ...... ..~oo .,....
Ctur CMnnel TOIl'" ...... 27,'00 ...... ......
Goo"" TOjIno 47,000 21,'00 13.100 ......... .-.., 1,.5113,100 1.1J7.AOO ....... 017,100

H'O ........, 1,1ii-V" 103,300 311,100 .......
Att;o Gl'OOp Troptt;;il UU,IGO 720,.000 ....... .......
SBS Plftlrto RIGa TroplGiI 373.100 22IUOO 136.70il 22l1,tOO

MoDO TroplcQI 4tO,500 421,100 20UOO 333,400

$Q~~/iI; ~rbltron FaU'01 Telal Cume

21
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Hispanic Broadcasting Corporation
Rankings Fall 2001

.pa. ..... 0

Market Stiltlon p 1~+ A1B-:U A11-4. AZI-14 P12+ A1.44 A1'.... A~-.54
os , , , , , , , ,
Los_ KLVf!.-J:"Y , , , , , , • •....,- KRCDN.f' • , • • " " " to, , , • " " to to-- WAOOAM • • • • "

,., .. ", , , , • "
,...... WAQ"AM , • , 1 , ... ,n ........ WllTl:><'M • • .' • .,

" '. "...... V><lIl,.... , , • • " .. ,n ,.,
on .. , , , ,

"
,

" "~ • , , ,
"

,
" "C"oago WlXX-AM • • , • " " '" ..

C"~ wtlD-AM , , • • '" .. '" ", , , , • , • •.-... K<l8U-FM • • • ,
" " .. ,.,- KOV'En(C)VA , , , • " " " "- K1.AT.... • • • • " " " "

AIbII1;lfIfAQH RtO< FtlI 2001

Hispanic Broadcasting Corporation Ranklngs
Fall 2001 (continued)

BPS" ar. enel'il. or •

M..-k" Station p 12. A1...,.. A 1..... "250M '12f Ail.... Ais.... 11.2...

• , • , , , " " •-.-. Ka8T-F~ , , , , , ,
" '"_.-. KIlllI><'M • , , ,

" " to "_.-. KCM-FM • • • • " ", " to-"-. KCOR-AM , , • 1 '" '" ,. ..., , , , , • • ,........ KI/IW-FM • , , • • , , •- KGST-AM , • • • • , • ,, , , , , • • to

".... K;t-£K-FM .. • • • " .. " """"'" KDXXIT_ , , , • ,.,
" .. "Po'" KESS-AM , • • • " " " "n ... , , ,

" • " "~I'IDi* Kl.QIf-FM • , • .. " 'w ,.
.oo , , , , • • ,

EIP~o KAMA-AM • " • , ,n '"
,,,

'", ,
" '" '" '"P~nlx KMRRI1<OMR • '" '"

,,, ~'.I,

as egss , , , ,
I..,a.!;V~~$ KI.SQ·AM " ,. " " 24

NtlltnirJAOH RlII1k F;lI 2001
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Naches Intimas and HBCsi

Noches Intimas

Noches Intimas

HI1C and TMP are proud lo present a monthly 'unplugged" concert
series designed lo showcase today's hottest Hispanic recording

stars In a close "Intimate" environment.

Starring

Thalia
Alejandro Fernandez

Chayanne
Juan Gabriel

Vicente Fernandez

13



Station Delivery· Noches Intimas
B.UJ2;

'II Prama A1..... A1HlIGRh
, Spotl SpatA: G..... Promo SpOt8

Daypart
s.._ ""...

LOll Angeleli KLVEoFM 30 "0 ,f7.0 182,0

NawYoiti WCAA-FM 30 130 47.T itO.7

Mia" WR1(l.... 30 .>0 .0.. 111.7

Chicago WQJO.AI >0 ... 78.7 .....
San DIego I<l.Q\I.... 30 .>0 10•• ".7

$,),n Fn.ndKo 1<£01".... 30 130 .... .OB"........ KOvE.... 30 ... ".7 .....
o.'1ao KDXUM 30 ... .... 65.0

Phoenix 1<IlOf.fM .. ... NlA NlA

'ratal 27. 1,17' ,...... ~B80.0
27

Netmlo.com
Noches Intimas

Netm1o'com (lptiloo,"

'Banner plaGBmont on all NoImlo.Gom oatagorlos and eIallon pages SGross
the notwor1< for one month

'TIle ada on all Nslmlo.oom oalegory end alation pagos aoross the network

'2 Geo-Iargeted or demo-urgeted "",,,all blasts per mar1<s1 (220,000+) liP to
200 words of text per blast

'Slatlc 1extllnk placement on all Nslmlo.?om and slatlon sites

·Photos. bios and schedulu

28
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Venues
Noches Intimas

IOlc!IIt

....... v......
c....""

LcisAnge_ Houa. ar B11itf 50.

New-Yon: bb Klngt, SlUM Club 50.

...... Tao •
Chl~gc;a Aragon balltoam .....
$im Diego Humphrey'. Cancett$ By"'" l!L;IIy .....
San Fr:anclaco Bimba.. 315 Club ...
Houston TBD •

I Dalla. GypIJYT.. ADorn 1.100

Phoal'lb( C.lvibrtty Theater .....

Event moVnutd'.

Sipoage

'SpoRSor will receive prominent brand presence at the eyent t~roug~ a
combination of Y8~lcleo Including:

'Event TIckets
'Vldeo Monllors
'Stage Beckdrop
'Tabl. Tents
'Club MatC~eoIcoasters

tOn-etage mentions
'Step & Repeat Walls lor celebrftles/press IntelVl....
·Merc~andlsagiveaways
'Product Display and sampling

30
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Hispanic Broadcasting Corporation and
3rd Annual Latin GRAMMV@ Awards

.~2t.~.~~~..@

3rd Annual Latin GRAMMV Awards
During 2000. tho LaUn MUII~ world exportenced growth and
phenomenal buzz wteh aouov.r tal.... the Reec:mllng Aeademy 11'1
conJunction WIth L.A.R.A.S. preeeJltPJ the latin GRAMMY Award$,

GaJII pt LAB A 5,

·PromOlil Latin MUSic fmf:IfUlinee
-Promote gru.t CfOUOVOr talent........""'""-

oShokl...
"'h"'~"Agol.....
·MarcAnthOny
-Enrtque Iglesias

·Help to e~ate a divers. membership Of Latin MU1,Jle professionals

16



Hispanic Broadcasting Corporation

Mtdta rartl!Im

17

~ Latint'RAMMYo,wardS(~l
May 2002 iiIIIW' SEPTli.M8ER 18. 2.002. gPM I;T/pnCBS ~

HBCRadloNetwoI'k
..BI'oBideMt on HBC's EnMrtllnment Network
ItUve on..alr rtlporta
.Behlnd 1M sc.nes Infonna.Uon
.Market list of entertainment network statlol1ti

CBS Television Network
.Llve Prlmetim. Op-11p EST

Illopanlc,B-"OV,C..".....,on'lotll·lorg...·Spao..··_.·__....O
QOmPll"y"In··ttte"UnIted"SIat&&. We own and program 55 tadlo .gUon••••Nlno 13 of
the largest HIGpanie markets In Ih. Unltod StBtelil, 'neludlng 1.08 Angeles, New Yor14
Miami, San FranelsGOISan Jose, ChicagO, Houston, San Antonio, DailaIlI,
McAllenIBrownavtnelHBrilngon. San Orego, EI Paso. PhCMInlx, U$ Vegas and soon
F,..no. ApptoJdmale1y 7.3 million HlspanteB listen to the compaPY"s radio station.
~~~~ .
Hispanic Bf'Qadeuting Corporation'. $tnltegy Is to own and progr.am top p*rtonnlog
radio stations, principally fn"ttte"largest 'Spanlsh-language'nidi' 0'- rnar1cet8 tn"the· United

~St..teIiI. The top is HISpanIC ma..-c. -=eount for approXimately ~1.G million HI&panlcs•
...pru.nting .ppn:tXlmately 71% of ..... tDtilI Hls~ple population In the Unlted Sta.....
lluil Company Intends to acql.Jlr"it or ~evelop adclttlonilol SpanlPloh hlnguage statlOrn:l In
the leading I·UP,jIpanle markets.

M 2002 rt..Wfi Latini:iAAMMYAWardS f'E:\
ay ~ S~1&2IOI,U"'9PMi'f~cas \@

3rd Annual Latin GRAMMY Awards
Saptember 18, 2002
Los Angeles, CA'- Kodak Theater



LatIn GRAMMY ELEMENTS

• leafier' campaign .. August 3()i1t..September 18~ II N~sJTalkIFMstations
• VIgnetteG - September 5"'"'Sep1ember 18"'- NewslTalkIFM stations
• NQrmn"" Music Sped:al- September 1&t'· FM stations
'II Live "'on"",,1te" Interviews· September 1fJ1"-1811r.· NftlSlTalklFM stations
• Ltv. "night or' event· SepMimber i.tt1 • twNsITilik atiltlOrm
• Recap, 9111st of the Awardlll II September 1~. F'M IItl1t10M

..

_....TIm<
.."...,.

...,.,.., ..... ~..u mld 12
tJI'*6011I'ot'•••

"N4ld WMt~.. "'-'12 mid 12

..... e.·12 mId •
W9dn~dil!.... (U""""Y!
"'1fHl41tJt••• ....,

(WedMadly)

Towl .300 promol

A1B-49 Totlll
Time AQH UnIts

6••12l'11 429.812.2 "

.......,.,.,..,.
Sl)M•••-

Wook.
8IIpt1rnbtif~ ­
s.p1IIrnblir ...

WHk.J
S.~mtMrP­
s..pt.ml:Mlr 1..

W_k4
..pt.mbII,1r.
Stiplambel'1'"

HBC WIll broactcaat tIWl raRawfnG (:20) -.auet"" campaIGn
on *11 ~UoM. 'T'hNt CilPRIN win Inform tIM 116inwGf
the upcomlng event an their favarfte atat:lMa. r...... II;

lagged wttItoa~.:l adY1II~ ... tag (-;07)•.""""w..k....

Arbltron Fall '01
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GRAMMY Vignettes

HBC tab to Ih. nomlnH$ and patll GRAMMY
wlM..-. IIPdlng \lP to th9 bill_how.

M.dlt 2!fmtnb
September S-...septamtHlr1r ~

Int-r'vlv.w vlg".u.. with Stal'1l
:25 neond eon.llt
:05 socol1d billbollrd
:30 aecand apat

SPORiOf wHl rKelve 2 unlta per day."1(1 air M/)ftday-Sf,al'tday 1ii1-7p
T.I.unlt8-U

TIme

h-7p

.Unltwl
~

2

Ai....

~
115.M.T

•!!m,.
Tala'
!!!l!'!

2.

Sunday S4MJtembtr 11 2902 TRip
• ~M_tk)_

• 2 hOur "pRill' wfth Inl8fvI8wa" music and
~11'd tM ~nM" wtth tomY_ LlUn
GRAMMV' NctmInHl

Media EItmtnII
0INn. InI8r1or and doH bnlbouda

• 3 unItS

~
Sundil.y

AJbltran F;lU '01

, Unital

~
3

Ai.....
~

157.710.11

38
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HBC wjll Ul1lb your favorlC4 iIIrtbllO gtl
an I,IpftOnl .-nd lH'*Of1iIllook at whlrll
happening .t th. GRAMMVs.

Septtmber 1..... '111 Z9G2

• Intltrv~ f't'O«I u.. !nntSite
• "1.av." Monday & 1"uM:dlly an~
•I~ wRh yourf.lvorffe artlat
'" Minimum of two per day

Mtdb!1!1!IrntqhI
.Openbmb~

• :H HCOnd unK..........................
• TotIIll unlta

September 2002
n u. • "' • •

Arbttron J:all'01

!l!!!:!.....
'Unbal
~

2

Ai....

~.........
Toto'".Ita
•

..

Stp....1' UQ2 'Pi" rem
• Twa bQW *bukMt on .merta1nment.lItlltlon
• "lion "b....k..nlt (FM) to ~I ~Ifk:......
.. 1I....ncI 1M sctna ntporikJg utd direct. tram
..... """""-a

MspdleE'....

II!\BIJ<Hl
.... un...
.. Opt", Interior and close bilibollrd•

..

• "oltaI
!!!l:
•

Ai....'
~

31.2/0.2

TI)~I

""',.•

Mltron FilII '01

40
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After tM gllmour and glib" HeC Wi" roeap who wan,
what WaIII ...Id and ttuIi lmportJnt l$II;l,a., wNt they
weMWN.r1ng.

n uo n

§,nl,mb,r'" aopt ".79'
~M ItIUons on~
Un" wUllHI cel\lM'tld Braund QRAMMY ft4IW$

dUMg tt-. d*y

~
Mondily-FrldilY

11m.
1a-7p

AlII-48
~

50S.212••

•Un"

•

Arbltfv,n FilII '01

Te,.Amu"a'
• 1f:3CI(wIth SPORIor "iii} antb WMk 1~ FrW.y-SUndl.y 51.....2 mkI
• 1;lUOCwtth "POMOl" _iii) un'" WMk 2" MandaytSunday ~..U. mtd
• 121:80(wI1h apGMGI' tag) unHil week I; ~r-hndQ"...·12 rnfd
• 1f:H(V4h tPOI'tOt tag) aRb wwk ". Monday 58-12 mid, TUHCbY ~.

12m" W.cinaday III""-• 2 anb pllf ca.y. MondayoSunday ".7p
• H unb pwean.,.,lgn

Ltv! 'ntm!IW!'
• 2 unb per day ~Mondl.y and Tuuday Only
• '~Iunltf

NomI":r.=mm; Total Investment: $300,000
• Open, lnt8rtar and cloM billboard

UV. PrpgAjm
... un", HBe ElllMtlllnlMft'
• Op.n, 1n14r1or and 11:10511I billboard

lllIoIII
• ;\ unlbi;·FM S~t1Qn$

4.
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Billboard® Latin Music Awards Bilo..Mmtl
Miami, Florida . ~tJ!

Media parta.,..

TeIe""llndo T~evtsJon Network
BlllboanMl> Mag....o

HBC ROIdlo NlrtwOrk
.~ntData~ M~ 2003
IIIBroadeat Date: 180
.Radlo Broadcast will M scheduled 11'1 eoo.Junetion with Telemundo tektcut.
.Bmadcaet on HOC', Entertainment Network
oBOebt>uo Roparis
.Behlnd the scene8 Infon'nauon
.M~ubt Us. of entertainment network. stations

Blllboard® Latin Music Awards Bil.....
Miami, Florida 1aJtfltVt!

.Teaser campaign - Aprllll'-May 1111 • NewslTalkIFM stadons

.Vlgl1tltt8a -,April 24-May 11'" - twNsITillkIFM ,statio.,,,

.FI....."..• Mu,1e Spedal - May.1II • FM fUttkm8 Only
IIB.cbtuge Interviews - May ,til,"& 1tr!' • NewslTalkIFM stiillUOItS
.fted 0.",* Pre-Show - May 11'" .... NewsIT.nt/FM Stations
·Radlo Broadcast - May 11i1w' .. NeW$/TIlk Stations Onty

All Oates are Tentative based on 2002 Schedule

·55

..

28



Teaser Campaign

HBC wUl broadcast thI!I faUowlng (:23) I11I8aHl" campaign
(l1'I;la mtlOM. T'h8II. ClIIplul.. wilt Inform dw Ilfiener of
Ut. l.lpcomlng tvtl1t 01'1 thtb'fa~ mUOm. T.u... hi
tagged (:07) with ..~....; 2 adVOl't/fMa per tta.

f.Unltsl'
bdt f'rGmo 111M WMk
Wiat1 ~$DaO ~mId """'11J'"""
".... 11 - 0/1 Tllitlml/ndou.-.......
WMk.1 "'IJI_IIII.. ......ilmId •
Apt11211111 _ iddon i'ar'~"....""W":J "1WItWMkon b-1:1~ 12
AprIl Z.... ~ JWtllitwJdo...."
..."..
W•• 4 -rlllll:WNlrIlfl ......2t111d 3
M*V III*' - r""""n...
May 11"

AprillMay ~03

__"'''2/101
All Dates are Tentative based on 2002 Schadula

•!!!l!
2.

T....
A1.....

~.....,...
"­

T...'
!!!l!!!.. ~All IT

.Vignettes

HIIC 11.... ta .... A and put BIIIbaai'd LaUn
YUIlle Aww.rd WIn ding up ta the big .haW,

Med" EJlI""ntI
Aprd24"_May 11"'.2003:
.nt.rvhwyfgMu.. wMh san

.30 iN/OOnd e4)m.nt
:10 Heand spot

SpansM wJlll'K1Io.....:
1 unit pw d;r,y - WHk of April."
2 units IN' day _ WItek tIf Ap11121- aM May A'

Media tu air Mond~-auNt.ys..-7p
T*tunttl-H

TIme
SiI-7p

"1.....
~

8115.912.7

•!!!l!
II

T""
!:!!!!!!.. ~All

II

Arbltron PfJl/ ~001

All Dates are Tentative based On 2002 Schedule
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Finalists' Music Special

HB¢ prot;enb a lOOk at ;lI11 tIM tvp tlnilll* and their
work that got them ID thtI "bIg party." "two hOu..
• p~,*1 *11'I119 til:. Sundllly prior to the ..,.nt.

S"Mg Mey of tpoJ Ip-sp
",FM5tlltlOM
_2 hour .pat;bl wfth lntwvfews. lIW8ic
ilnd "'Whlnd the acaMlJ" w~ ~~ ...
B1nbQ;l.n:1 l.,..lltifl Male Flnallatll

Mod" flOMtl1b
.2 unltl

...y ....
n

!!!l
SLlnday

•u"""'
!!!l

2

Ai'....
~

157.710.1
StltJOOII
I'll Only

..
ArI>Itroo Foil 2001
All Dates are Tentative based on 2002 Schedule

Backstage Interviews

HBe wJlI Grab yaur~~ ttl 11'44: en uptront
and pet*tlml bIk old whaf. hIoPlMlnlng al tINt
81UbOan1 Utln MusIc Awa".

Malt'" rl'e il9QJ"

.I~ fivm 0011"",

.lntervt.wtI WfIII your ravoi'ltllro ;J11I-t

.MIn~ Of two pW *Y

...dlf .......
_:30 acI)fId unit
•Thul"llday.allturday Sa.ap
•ToR.I • aolb

May ....

Dil.Y nm&
ThU~dlly-S;llt~r~y 5i1-8p

, U"ltif
!!!l
•

Ai1-4'
AQH

S13.312.7

Toml
Unlla

•
SIaUen.

All ..
Arb/Iron Pall 2001
All Dales are Tentative based on 2002 Schedule
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Red Carpet Pre-Show

May 1111II Tp-8p E§TtpST·
.Newatr•• StllUOm; Only
..Unltl will be centared at1)U!id eUlbO<lrd
MWI; dUI1ACf thO~

Mad" EI'mnn"
_2 unHa

~
Sunday

Tl....

7p-8p

.. Unlt$l

!!:!l
•

rota'u_
•
~
N....trallf

Only

.,
Arl>1t1'Otl _ 2001

All Dates are Tentative based on 2002 Schedule

Radio Broadcast

Mn 11~ 2003 "t11 lWtpUl,
• New.rr,,11( Stauon.,
I Ttinte hour.Imu~ on tl"ltertllnment .lation
• hhlI'IcI h KeMII reparung ,,~ dlrvd from

G1oelnt8.....~

Media E!hrnwdt
iIIDIIIwl

.4 unltl

May 200)

"
All Dates are Tentative based On 2002 Schedule
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Recap

I'''M sgmpt!qn'
_101:15 "'nib week 1, MondloyoSUnday Aa-1Z mid
+8l:1S unlel week 2, ~.y-SUndily 8;1-12 mid
"1-V:111 unlti wwk 3. Mondlly-8unday ea....,z mid
-.31:15 un" WCOM: .... ~lW "-12 mid, Tu..day Ia..-p
43 ulib per CIIImpalgn-.1 unlt fMIr dar-W. Of Apt1I:ze'!
.2 iiorb pw day _ Weeka of AprIl 21-1 .. May~
.21 units per c:Jmp;alg-.

lm.rYltws•

•• un" p".a. Totallnv&stment: $250,000
.atQtIlllnhll

a.w rmgpm'
~\I...lb:B" c,nuet C9Y'mm'
·2unttl;

SrujdCll6

"unlta

All Dates ar.. Tentatlva basad on 2002 Schedule

..

HBC Events and Promotions
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H ........
Celebrate Cinco de Mayo wtth·H8C'nop·Spanlsh'len_ge'staUon..-ln'lh/t
top 13.H'-panlc'marketS,' Cinco de Mayo, marked as the day of Mexican
victory at the "Batalla de Pueblo," represents a aymbol, of Mexican unity
end patriotism. 1l11s famous 1800s battle was between the powerful
French Army and the cltluns of the small cItY of Puebla In which the
Mexicans vlctorlously dafanded their, land against the French Invaders.
This Is a celebration of Hispanic culture and nerltage. Thlo "historic and
heroic" holiday Is celebrated around the country..

This will ba a great opportunity for your buslneas to ahowcase your
company and Increase awareness of your products and services to B
large number of Hlspanlca that will be gathered to celebrate with the bast
Mexican Regional, Intarnatlonal and TeJano artiste that will highlight this
outdoor festIVal. The festive music, carnival rides and the ameli of
succulent International foods make Cinco de Mayo In Ill-together family
evenL YOU will capitalize on thla evant by creaUng CQhlumer InteracUon
through dllplay, ""lIIng, lompllng Ind coupons. You can _ full
advantage of this unique and exclusive marketing opportunity with
aponeorahlp packegea.

H Fiestas Patrlas/Dlez y Sels

The Mexlcon Independence Holiday Ie probably the molt slgnlficont and
unlvel'8ally celebrated holiday of the Mexican people. EI Dlez y 8els de
8eptlembro or september 16'h Is the date In 1810 when the Mexican people,
led by Miguel Hidalgo. declarod Independence from Spain's control of the
country for generations.

Over 1.5 million consumers will be Invited to the festivals. It's an
opportunity for you to showcase your prodUct end Increase awareness at
one of the biggest Hispanic events. Fleltao Petrl.. Is a celebration of
Mexico, Its'culture and Its people featuring non-stop entertainment,
authentic food and exhibits targeting the Hispanic community. You will
capitalize on this event by creating consumer Interaction through display
and product promotion.

ee
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Programs on
HBC Radio Network

HBC Interactlve/Netmlo.com llJETMIO._COMj
Netrnro.eom ..... rocal ~ty gl,llde whteh contain. I\owa and Informatfon that It.
cultu...lIy ...lavant. to the HI..panlG. community. Vlstlors .... dnwn to the.Res to
Interact wtdI the I1Idlo :Itadon penao"ltIH. en_~t promotIona, Ihlt.n, to
ctte.mlnlll audlo.1nt81'a<:t wlth other vlsllora In .... locaI market. find out about
locaIlIV8nt and advertiser Informatfon. and much much mo....
Some of the r.aturu Of N.tmro.oom ....:

• NoIwork 0140 blllllUllOlrodlo otaUon _ 01100. pl... 131_1 <l\y
gul~ ft'taturlng spoc:lallzed eon"'nt channehI E!,Im as : Flnar'tcltt
Automotive, Gaming, Sports, Music, etc.

• Dally updotod lIIIonnation rolotod to tho .toUo..' progrom,"lng.
adverUGlng. and promotfOlt*

Nelmfo;eom ..~thi-D:c:luslv.lntemetnetwork Of HaC's radio staUgn propertiOfi
ii1~ Is dedlcaMd.tD·..,."mg"Htlpantcs by building Int&raettve onlln. CCJmrnunlU..
to enrfch #Ie quality of IIIB of ... users.

80
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HBC Interactive/Netmio.com

Sponao""hlp Includes:

• 468 x 60 SannerPIICIIMIII

.. MuttioCkt and Muffi-eh:nnnel Banne.. C..mpalgn on the Netmlo City Family

• PI~ment In 4U8 x 60 Bann.,r aQIt on all Nebnlo Category page In and on all
station pagetli

• PI.Gemont In Text PI'OPIQ QfI all pages Nebnlo tllnd sLllfon pages

• Oeo-T.~or DBmo-T"rt1ONd~I bllI.$tti evwy 2 iWIIks.•••

• 186,000 Rtglstoted Opt.ln Email U.s.... a_ of 2I2J02

Stalk T8Xt LInk PI&Cf#ftenr

• Statle Placement On All t.letmlo.GOm and Statton Shes

a1

~
~.. SATElLITE
'::J' RADIO

..."::1'1:
H8C .. 1M exc:luslve provider Of Spanlsh-bnguaGl*' pmgnImmlng
fw tho XM _'" lI......p. HBC__ 1Iv. dloUn<l chonn"," to
sattafy B rang. 0' musk:af ta.t8B1IIld demographiC "-rg. wtthrn
the latin market. HBe will offer 3 cornmerdal frH channet, ud
two advertiser SUPPOrted ea.nnels. So whether you want to reaeh
the Hispanic: marbl as a whole, (Jr. more spodftc a..dl.nee within
this tast-growlng l:OnSumer Group. HDC .. ttto only way to m.ko
your mark wtth the marbt thl'()Ugf1 XM satollko broadQSttng.

On NClWfllber U. ~01r
JhilIIIIINd XM.

"'-':OO1InVII:nUon Gf 1M
"t'.ar'"' In 1111IIl'II'tu;t,1

Invtlnllon 1~,Yit. ""XM
wll1111l-ntiform radio the

WIY cable and
DIRECTV 1I'1Ins'f0f"1TlIIQ

hrllflvllllon." nl\l XM
Pl1IIllld""ltlnd CEO,

Hugh ParWtl'o.

Mesllp EleN0'"
'Mondoy-Frlday Ga·7p
·AcmBa 2 ctulltnels

82
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3'd Annual Latin GRAMMY® Awards

~ Laun1:;RAMMYAW<n<lolIlIIIIJ ~'''~.9I'tII1r,'tTot~
During 2000. Uta LBUn Musle world expetI8n~ arowth and phenomenal buzz
With Cf'OIlI8over tal~L Th. Recording Aead.my In conJuncUon with LA.R.A.S.
pr6.nts the LaUn GRAMMY AwardS,

GOIlspfbAB A 8·
. ·Promotli latin Mus:1C Gmergenee

·Promote ......t crossover talent
-Mare Anthony
-Enrique 'oJet;1u

·Help to era" ill divenle membership of Latin Mu~1c professionals

Media PartnerJ
cas Tolovlslo. Network

alive prtmetlme 9p-11p EST
HBC RadIo Notwolle

.Sroadcast on HBC's Entel'tainmam; Metwork. S~tttmber 18, 2002

.L.JVe on4Ir reports

.Behlnd the _GenIS lnformaoon
·Market list of enMl"talnmeot network staUon$
.s•••nao.~program package

83

MediI Plrtn.'!

TeiomUndO T"levtsfon Network
BIII_Magazl••

HBC RadIo N.\W01le
aBr"O'IdCMt on HBC'. Entertainment NQtwork,. May 2003 EST (Urn. to be
dolsrmlnod)
.t.1ve on....r reports
.Behlnd the scen. InfonnBUon
·lIIarket Itst of tnttti1alnment network GtQUons

Promotional c"mpalgn Indud":
aTe.aser campaign
.Vlgnettel:i
aFlllallsts' Music SpeC.li1i
_Live ,:jon-slte" Interviews
.R.:.dlo Broadcast 0' tho 8111boilrl;fl!) Latin Musle Award~

_Red C~rpet Coverage
84
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HBC Radio Network
Market/Station Lists

Hispanic Broadcasting Corporation

I;;':;;;; tOU '" I,QIJ;AI'fQILIS "" "'_T
KS"" 10Ul ,. ~~LlS "" ..._-
KR<O "'.' ,. LOSANijI;UiS "" """"'..",.,
"""" .., F. I..OSANiE~B "" """"'..",.,

~~
.... '. _Yo"" NY NEWa<T"""","",
101.8 '" NIIW "((WI!( NY ""'...

~~ '" AM .....' R. NIiWM"~Nl.Y".. AM UIo\IiI. Fl ......,,""""""'"
~~

.., '" "'11."'1 ... ...""""""'"toU "" .....' R. """""","-TeoH
K'" ... ,. SAN FRl.NClSCO CA --""'. .., '" SAN FRAHCI!lCQ "" .....,.,--~
KOOI. ,..., F. ......, "" TOO

~~ "" ,. <>OICAGO " ."""''''''''''''''''''''' ,. "'""GO " """"""'"WOJO 'I'" .. "'''''00 " ~-KLA' ,,,. •• ""'''''0. '" --KLTN '.... ,. .....TON IX IAI:11OiREGtON.IL~
KOV' tOU ,. .....TON '" W$IO'.t(XA.T~

K'" lOU ,. .....TO. '" lti'oH:JfI (eD..ISHI
KLAT 100.7 ,. ",,"OTON '" ~:;ICIREOIONllL t.EXI~,"'" "" ,. HOUSTON '" f'.Iljw.$IT~K
I(L'tO 1().'j.;J '" HOI,I!;I.TON no 51t,11IA.CAlIT WfTH1<PT"1~$
kOll.u "., ,. HOUSTON no RIO!JIONAl. J.£)(JCJN ••
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Hispanic Broadcasting Corporation (continued)
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_ ........TO
KIWW ..,
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__"""""",,"no

KNCK ..,
'" 1lWA. '" -KNCK ,... AN ...tu• '" ...............KO»< tOU '" 0M1Al> '" "'"""""-'.'KOO< 101.' '" IlWAS '" _OE>OCO<..... ,.., .. ......... lX "-'.,....., "", ,. ...LIAS lX --~
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Hispanic
Radio Presentation

Fall 2002
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Hispanic Radio
Presentation Overview:

~Hispanic Population Overview
~Hispanic Radio Overview
~Why HBC?



gii- C . ··-~c· c·· - g.

Hispanics:
The Market of the New Millennium

>- The Hispanic population has grown at a rate 7
times faster than the non-Ethnic population.
Currently there are almost 38 million U.S.
Hispanics living in almost 11 million HouseHolds.

>- The Census projects that Hispanics have
accounted for over 44% of total population growth
in the last decade and will account for almost
2/3's of the total growth from 2020-2050.
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154

132

9

35

80

15
24

., •

u.s. Hispanic Population

Millions

The U.S. Hispanic Population
Is Skyrocketing!

1970 1980 1990 2000 2020 2040 2050 4
Source: Strategy Research Corporation 2002 Based on Current U.S. /Census Projections
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Demographics of Top 15 Markets

Hispanic Population as a % Total Population in Key Radio Demos

40%

35%

300/0

250/0

200/0

15%

10%

5%
0% ....-.

37%

18-34 25-54

1990 .2000 .2010 5
Source: Us Census Figures 1990- 2010 Projections
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The U.S. Hispanic Population
Is Highly Concentrated

Over 70% of all Hispanics in the u.s. live in the top 15 Hispanic markets!
Market

1) Los Angeles
2) New York
3) Miami
4) Chicago
5) Houston
6) San Francisco
7) Dallas
8) San Antonio
9) Phoenix
10) McAllen
11) San Diego
12) Fresno
13) Sacramento
14) EI Paso
15) Albuquerque

Hispanic Pop

7,000,818
3,971,345
1,719,474
1,603,761
1,584,098
1,356,629
1,324,916
1,150,592
1,035,092

982,750
829,900
811,750
794,812
707/507
685/756

% of Total U.S. Hisp. Pop

18.1
10.3
4.5
4.2
4.1
3.5
3.4
3.0
2.7
2.5
2.1
2.1
2.1
1.8
1.8 r;

Source: Hispanic DMA 2003 Population
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Source: 2002 U.S. Strategy Research

The U.S.
Hispanic Population Is Diverse!

Los Angeles

41 % Hispanic

Mexico 76%
EI Salvador 7%
Guatemala 3%
Other 14%

,.

41 % Hispanic

Cuba 59% Nicaragua 9%
Columbia 5%
Puerto Rico 5%
Other 22%

•
New York

19% Hispanic

Puerto Rico 36%
Dom. Rep. 19%
Mexico 11%
Colombia 8%
Ecuador 5%
El Salvador 5%
Other 16%
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Hispanic Buying Power is Exploding!

~Hispanic Buying Power

Hispanic 223.0 580.5 1600/0
is Increasing at a rate
faster than any other

African 316.5 645.5 1040/0 ethnic group!
American

Asian 117.6 296.4 1520/0

American ~Hispanic buying power
Native 19.3 40.8 1110/0 is growing twice as fast
American as the Hispanic
Non-Hispanic 3,738.6 6,252.5 670/0 population!
White

8
Source: selig Center for Economic Growth - 2002 Study
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Hispanic Buying Power has more than
doubled in the past decade

452.4

In Billions

1990 1997 1998 1999 2000 2001

• Hispanic Buying Power

Source: Selig Center for Economic Growth
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Hispanics are Younger and
have Larger Families

Hispanic households are in their acquisition phase of life

HH size: 3.6

Median age: 27.45

Total US

HH size: 2.6

Median age: 35.13

10



Hispanic Families Have
More Children

Los Angeles 68.1% 47.0% 145
New York 57.3% 40.1% 143
Miami 41.7% 37.8% 110
Chicago 67.1% 42.7% 157
San Francisco 60.1% 40.4% 149
Houston 65.5% 47.9% 137
DaLLas 64.5% 45.1% 143
San Antonio 52.9% 44.5% 119
San Diego 65.0% 43.1% 151
Phoenix 65.5% 41.7% 157
Las Vegas 67.4% 42.4% 159

One or More Hispanic
Child in Household Population

Total
Population Index

Source: Instant Scarborough Qualitative Prof"def Al8+fFall ZOCZ jI
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The Age Gap Gets Even Wider
in the Next Decade!

Hispanic

BlacklNon-His

Asian/Non-His

White/Non-His

2002
Median Age

25.9

30.0

31.6

38.4

2012
Median Age

26.7

32.5

34.1

41.1

Source: Current u.s. Census 12..,
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Almost 90 %of U.S Hispanics
spoke Spanish as their first language

First Language Spoken

89%

Spanish

11%

English

Source: Strategy Research Corporation, 2002
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u.S. Hispanics Prefer Ads in Span
Commercials in Spanish are 57% more effective

than commercials in English

Total
Hispanic

Spanish
Dominant

Bilingual

panish is +57% more effective

.-
• Spanish Ad English Ad

Source: Roslow Research 2000 /4



u.s. Hispanics Prefer to Speak
Spanish but Most Are Bilingual!

Language preference doesn't mean lack of ability!

).> Over 70% of U.S. Hispanics).> Over 30% of U.S.
prefer to speak Spanish at Hispanics speak
home Spanish at work,

).> Over 50% of U.S. Hispanics almost 40% speak
prefer to speak Spanish on English and over 20%
social occasions use both equally!

Source: Strategy Research Corporation, 2002 Is-
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The Hispanic Population

~ Exploding - responsible for much of the total
population growth in major cities!

~ Concentrated - Almost 2/3's can be reached
in the top 15 markets

~ Young - median age a decade younger

~ Family Oriented - larger households

~ Speaks Spanish - almost 90% of U.S.
Hispanics speak some Spanish

IG



Hispanic Radio
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Radio has a much stronger story to
tell in the Hispanic market than it

does in the general market
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Hispanic Radio Is Exploding in
the United States!

The number of Hispanic radio stations in the U.S.
have almost tripled since 1986!

2753~
243 ""-I

213 Ai..

475
450 ~

411 422 All!
390 Ai Ai

330 345 Ai
Ai Ai

567
522 A

~

612
.-!l

•658 Ai
Ai

1986 1987 1989 1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002

Source: M Street Journal I~



SPANISH Radio Share Grows
Stronger Every Year!

7.7

6.3 6.6 6.8 6.7 7.0

5.2 5.9
4.9

Hispanic Radio
AQH Share

Spr Spr Spr Spr Spr Spr Spr Spr Sp
'94 '95 '96 '97 '98 '99 '00 '01 '02

Source: Arbitron National Database .to
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7.9

13.1

San Francisco

C Spring 1991
!II Spring 2001
D Spring 2002

ChicagoMiami

Source: Arbitron Persons 25-54/AQH
Sbare of Hispanic Stationsrrotal Week

New YorkLos Angeles

AQH Share has Increased More
Dramatically Across Top Hispanic Markets

29.0
Hispanic RadiolAQH Share



Hispanics Listen to the Radio
3 Hours Longer Per Week
Time Spent Listening/hours Per Week

Total
Population

Hispanic
Population

22.75

25.25

Source: Current Arbitron National Database
22



These PUR levels for Hispanics in the top 5
Hispanic Markets tell a powerful story!

LA

NY

MIA

HOU

CHI

18.3

19.9

15.7

17.9

15.4

• Non-Ethnic PUR. Hispanic PUR

Source: Spring 2002 ArbitronlPURlP12+rrotal Week 13
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HBe Ranks at the top of the Current
"General Market" Ranker in Major Markets!

Market Station General Market General Market
Rank: A 18-49 Rank: A 25-54

Los Angeles KSCA-FM 3 1

Los Angeles KLVE-FM 6 3

san Diego KLNV-FM 1 4

Houston KLTN-FM 1 1

Dallas KLNO-FM 3 3

San Antonio KBBT-FM 2 3

San Antonio KXTN-FM 13 12

McAllen KGBT A{F 1 1 _..-
I

EI Paso KBNA-FM 1 1 _J

Source: AQH Rank Total Week FaD 2002 Arbitron 2-4

i,
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You Can't Reach HBC Listeners
On General Market Stations!

Los Angeles: Top 5 English Stations Houston: Top 5 English Stations

0/0 of
HaC'S

Aud.
Reached

0/0 of
HaC'S

Aud.
Missed

# of HaC'S
Listeners

Missed

0/0 of
HBC'S
Aud.

Reached

0/0 of
HaC'S

Aud.
Missed

# of
HBC'S

Listeners
Missed

KOST-FM 10% 90% 1,036,620 KODA-FM 12% 88% 465,696

KTWV-FM 4% 96% 1,105,728 KMJQ-FM 10% 90% 476,280

KPWR-FM 9% 91% 1,048,138 KKRW-FM 6% 94% 497,448

KROQ-FM 4% 96% 1,105,728 KBXX-FM 18% 82% 508,032

KLSX-FM 2% 98% 1,128,764 KRBE-FM 15% 85% 497,448

2S
Source: Arbitron Cume Duplication Total Week A25-54/Fa1l2002



• - t._- t .-_ .-_ y , -,-~ , --'ft-- .. ' § 4 . t t- "'

2G

100.'2 ~Il

Spanish
Contem para ry

Miami

TejanaNews I
Talk

HISPANIC

New York

Spanish
Ale

Tropical

BIIVE
l.07.5FM

Unlike Other Types of Media,

Radio Can Address Hispanic Diversity

Both Locally and Nationally

Regional
Mexican



Hispanic Radio Is Big Business!

2.1



Hispanic Radio Ad Spending Is At 24%

National and Local Ad Spending Combined Bring the Hispanic Radio Share up to
24%. That's an Impressive Figure, Especially When Compared to the Total
Expenditures on General Market Radio Which Account for 8% of Ad Dollars.

240/0

8%

National ft Local Radio Advertising
Expenditures

g-

,- ~- - - - - - -, ,- .-.-,

i~-f~ -- ---

-- - - - --

.......-IFt~>
Spanish Language Radio General Market Radio

Source: Hispanic Business Decl2002
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Univision

Source: Scarborough MSA Aug 2000-July 2002rrotal Week CumelAdults 18-49

Spanish Radio

Listening

Cume Reach

AduIts 18-49

Los Angeles 1,893,055 1,661,265

San Francisco 343,725 259,620

San Diego 237,975 140,555

Fresno 113665 124045

Houston 488,705 376,655

EIPaso 215280 154785

Dallas 327,405 284,510

San Antonio 250,040 104,025

.z~

Radio is more Important in the Hispanic Media
Hispanic Radio Out-Delivers Spanish TV Networks
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BJM1E
107.5FM:

LA nUEUA
181.9F111

102.9 F:\:I

Estereo latino

WhyHBC?



HBC is One of the Nation's
Largest Radio Groups

Rank Hispanic Group
Owner

Estimated

'01 Revenues

# of
Station

1 Clear Channel $3.46 Billion 1240

2 Infinity Broadcaster $2.16 Billion 184

3 Cox Radio $433.1 Million 77

4 ABC Radio $385.0 Million 50

5 Entercom $357.5 Million 100

6 Citadel Comm. $324.2 Million 193

7 Radio One $294.4 Million 63

8 Emmis $263.2 Million 21

9 HBC $262.8 Million 52

10 Susquehanna $221.8 Million 26 31
Source: M Street Journal 2001 Year End
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HBe Is the Largest Hispanic
Radio Broadcaster in the US?

Rank Hispanic Group
Owner

Estimated '01

Revenues

# of

Station

1 HBC $262.8 Million 52

2 SBS $115.3 Million 25

3 Entravision $56.8 Million 54

4 Lotus $38.1 Million 24

5 Mega $23.8 Million 18

6 Liberman $22.0 Million 10

7 Radio Unica >$10 Million 15

8 Big City >$10 Million 9 32-
Source: M StreetJoumal 2001 Year End
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HBCSi National Sales

);> HBCSi National Sales is the #1 billing rep
firm in the Hispanic market

);> HBCSi is the oldest and most well
respected media rep company in the
industry

);> A full service rep firm with 8 offices
exclusively representing Hispanic radio
stations nationally since 1987
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HBC is the Nation's largest and most
successful Spanish Radio Broadcast

Leadershil!l

Los Angeles
AN. (1). FM (4)

san Diego
FM (2)

ton
AN. (2l, FM (6)

McAlIe rownsville
AM (1), FM (2)

62 Stations in 14 of the Top 15
Hispanic Markets including Las
Vegas

Only Spanish radio broadcaster to
deliver FM stations in the top 11
Hispanic markets

34
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HBC LINE-UP
STATION FREQ. AMlFM MARKET STATE FORMAT

KTNQ 1020 AM LOS ANGELES CA TRIMULCASTWIlH KRCD
KLVE 107.5 FM LOS ANGELES CA MUSIC/ADULT CONTEMPORARY
KSCA 101.9 FM LOS ANGELES CA MUSICIREGIONAL MEXICAN

KRCD 103.9 FM LOS ANGELES CA MUSICISPANISH OLDIES

KRCV 98.3 FM LOS ANGELES CA TRIMJLCASTWlTH KRCD
WADO 1280 AM NEW YORK NY NEWSITALKISPORTS
WCAA 105.9 FM NEW YORK NY MUSICIHOT MIX
WAQI 710 AM MIAMI FL NEWSITALKICOMIVENTARY
WQBA 1140 AM MIAMI FL NEWSITALKlSPORTS
WRTO 98.3 FM MIAMI FL MUSICITROPICAL - TOP 40
WAMR 107.5 FM MIAMI FL MUSICIADULT CONTEMPORARY
KSOL 98,9 FM SAN FRANCISCO CA MUSIC/REGIONAL MEXICAN
KSQL 99.1 FM SAN FRANCISCO CA IllUSICiREGIONAL MEXICAN
KEMR 105.7 FM SAN JOSE CA MUSIC/ADULT CONTEMPORARY
WIND 560 AM CHICAGO IL MUSICISPANISH OLOIESITALK

WLXX 1200 AM CHICAGO IL SIMULCAST WITH WXXY-FM
WOJO 105.1 FM CHICAGO IL MUSICIREGIONAL MEXICAN

W'JO« 103.1 FM CHICAGO IL MUSICITROPICAL

KLAT 1010 AM HOUSTON 1X SIMULCAST WITH KLAT-FM

KLTN 102,9 FM HOUSTON lX MUSICiREGIONAL MEXICAN

KOVE 106.5 FM HOUSTON lX IllUSIC/ADULT CONTEMPORARY

KPlY 104.9 FM HOUSTON lX MUSICIHIP·HOP (ENGLISH)
KOBT 100.7 FM HOUSTON lX MUSICISALSAIMERENGUEISPANISH ROCK
KRlX 980 AM HOUSTON lX MUSICITEJANO

KLTO 105.3 FM HOUSTON lX SIMULCAST WITH KPTY(ENGLISH)
KQBU 93.3 FM HOUSTON lX MUSICIREGIONAL MEXICAN

KXrN 107.5 FM SAN ANTONIO lX MUSICITEJANO

KXrN 1310 AM SAN ANTONIO 1X SIMULCASTWlTH KXTN·FM
KCOR 1350 AM SAN ANTONKl 1X MJSICISPANISH OLDIESITALK
KROM 92.9 FM SAN ANTONKl lX MUSICiREGIONAL MEXICAN
KCOR 95,1 FM SANANTONKl lX IllUSIC/ADULT CONTEMPORARY

35"KBBT 98.5 FM SAN ANTONIO lX MUSICIHIP·HOP (ENGLISH)
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HBC LINE-UP (cant-d)
STATION FREQ. AMIFM MARKET STATE FORMAT

KGBT 98.5 FM MCALLEN TX MUSICIREGIONAL MEXlCAl\J

KGBT 1530 AM MCALLEN TX NEWSITALKISPORTS

KIWW 96.1 FM MCALLEN TX MUSICIHIP·HOP (ENGLISH)
KESS 1270 AM DALLAS TX SIMULCAST WITH KDXX-FM
KHCK 99.1 FM DALLAS TX MUSICITEJAl\JO

KHCK 1480 AM DALLAS 1)( SIMULCAST WITH KHCK-FM

KDXX 107.9 FM DALLAS 1)( MUSICiREGIONAL IYEXICAN

KDOS 107.9 FM WACO TX MUSICiREGIONAL IliEXlCAN

KDXf 107.1 FM DALLAS TX MUSICIADULT CONTEMPORARY
KLNO 94.1 FM DALLAS TX MUSICIREGIONAL MEXlCAl\J

KBNA 97.5 FM ELPASO TX MUSICIADULT CONTEMPORARY

KBNA 920 AM ELPASO TX MUSICIADULT CONTEMPORARY
KAMA 750 AM ELPASO 1)( NEWSITALKISPORTS

KIOT 102.5 FM ALBUQUERQUE NM MUSIc/CLASSIC IITSJROCK(ENGLISH)
KJFA 101.3 FM ALBUQUERQUE NM MUSICIREGIONAL MEXlCAl\J
KKSS 97.3 FM ALBUQUERQUE NM MUSICICONTEMPORARY HITS (ENGUSH)
KWF 101.7 FM ALBUQUERQUE NM MUSIC/SPANISH POP/ROCK

KAJZ 105.1 FM ALBUQUERQUE NM MUSICISMOOTH JAZZ(ENGlISH)
KlSQ 870 AM LAS VEGAS NV MUSICISPANISH OLDIESISPORTS

KISF 103.5 FM LAS VEGAS NV MUSICIREGIONAL MEXlCAl\J

KQMR 99.3 FM LAS VEGAS NV MUSICIADULT CONTEMPORARY

KLQV 102.9 FM SAN DIEGO CA MUSIC/REGIONAL MEXICAN

KLNV 106.5 FM SAN DIEGO CA MUSIC/ADULT CONTEMPORARY

KOMR 106.3 FM PHOENIX AZ MUSIC/ADULT CONTEMPORARY

KMRR 100.3 FM PHOENIX AZ SIMULCAST WITH KOMR

KKMR 106.5 FM PHOENIX AZ SIMULCAST WITH KOMR

KHOV 105.3 FM PHOENIX AZ SIMULCAST with KHOT

KHOT 105.9 FM PHOENIX AZ MUSICIREGIONAL MEXlCAl\J

KZOL 107.7 FM FRESNO CA MUSICIREGIONAL IuEXlCAN



¥ £ i _~ __ -, __ " . -, t-Ir ,j. . - ~" . *" 2( _ -'Or _• •,--.t _-- ~ .. . " - ....... '1 - ' ;.. '---j-- -~-, ;

HBC is larger than the next Three
Competitors Combined!

Group Owner Cume Listeners

HBC 9,963,500
SBS (U.S. only) 5,088,600

Entravision (Spanish) 2,934,200

Radio Unica 624,600

Source:Arbitron Spring 2002 Persons 12+ Cume Total Week 31-



· -.. -s-- --,- i: '".1;'--" .- ,- ,- __ -- , 'r'- F---·- _ . __ ._-.:; --ij", " ,- £, '" 4 -- -&---~ . 'k-'-- "---J ,,; $9 * . . l_< ,;

Conclusions
~ The Exploding Hispanic Population is the Market of the

new Millennium

~ Hispanics are not reached effectively on general
market media and you cannot reach the U.S. Hispanic
effectively with Spanish TV alone

~ Radio delivers a broader cross section of Hispanics by
targeting them with specific formats attuned to
diverse culture and language preferences

~ HBCSi is the dominant Hispanic radio broadcaster in
the country
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Media Usage
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ThO Strengths of Television &Radio

Television:

-} Television reaches more of an advertiser's prospective customers, In
almost every major demographic segment than any other medium.

-} The public perceives television as the most "influential", "authoritative",
"exciting, and "persuasive" advertising medium.

-7 With the power ofsight, sound and motlon,television Is the medium
where consumers are most likely to learn about products.

Radio:

-} Radio is a highly personal medium: stations are formatted to one type
of programming, and listeners tune to favorite radio stations based on
personal programming preference.

-} Radio reaches mobile consumers.

-} Copy flexibillty...advertisers have the ability to make last minute copy
changes.

RATIONAl
S' LIS ••...
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Television Vs. Radio: "listenlnu"to The Facts"

6No one can question the ability ofa radio station to reach a
small, limited segmentofa given population in a broadcast area.

However, when It comes to the complete package ofreach,
presentation quality, andImpact that advertisers often look ror,

Television has no equal"

The Fact is:

? When comparing~"dl():'~Od.televisionasadVertiSin9 media, regardless
of the criteria In ai.!ilI'!{en:ijjf!lP~IiSOn,ladlosioiPlyfalis short. Nothing
can compare to televlslon'sreach ability and potential Impact.;,.," ',.. ,,, , .. '.'.'. ,. , ,.

? By choosing just a~iiigle.'televISlonstatibnJna.particularmarket, an
advertiser can more·"i@d:j~eIY:;reactlandlrnpactjts targeted audience
with a message than.tiy:u$iiig·lnultipleradib stations.

? Television possesses the ability to reach more of an advertiser's
prospective customers for longer periods.

1IA1I0RAl
SillS
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IMPACT:

-} While radio gets the impact of sound, it cannot appeal to people
visually as other media do. As a result, radio tends to be a
background medium; the listener doesn't always give radio full
attention, instead getting involved in other activities while
listening.

When getting ami/ssage outtoanli1tendedaudience,

Televisi'OJ!iS;tr!l{ly t/J~)l}1liU/keting tool
necessary.fo.·.'biiJ!iI~a.le$ii'iiiiincrease
L.-__...-..,.,::..:··.Iitpf/t#i .~ ----l

lII1IuNAI
S.118 Solll"Ce: Dill MEDIACENTER 2fIC11 ••••unIVI510n

Television, Tho Most Wldelv Used Ad Medium,
Is Even More Imponant in the Hispanic

Market

TV
~dio

f!iag~Z1ne

NeWspaper

25,4,0

:r6~S7

3.35
4.29

Non­
Hispanic

17.81

14.75

3.74

5.04

143

112
90

85

lIIlIows. liS SqU~4; t.I;al1ltt Stgment il.HIIltt'tll & Cllrltul!inll.lnc. "Th~ MSR1C Ethni~ M;llilllt ~.pOfe" 1996 ,. i., :r~ i ": : ." ~ i"',
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Television Advenising has the Best Perception
Among Adults

Most Authoritative Most Exciting

dnUIIl
SILlS

Internet
6%

·M<lg<lzlnes
.1l)%

, .. ,., .. "", ... ' ,
,., .".,,'J'Io."",

SoYn:,; TV8 &i1tE MEDIACENTER ~ooo BnI,ldn Mech R~tlfliI'dJ SliJdy
~_d Ofl TotIl u.s. Multi)

Newspapers
S%

UUnlVISlon

Television Advertising has the BestPerception
Among Adults

Most Influential
Newspapers

7%

Most Persuasive
Newspapers

13%

HAnom
SILlS

SOUIU: TVB & THJ:: &IEOlACEHTER ~oDO BruskiI' M~a RIl~.;aI"l;:" S1\1dy
jbased 011 rotil u.s. Adult$)
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Univision Vs.
Spanish Radio

IIATIIW
SAIlS "tlfllVISlon

KMEX·TV Reaches More Hispanic Adults In
los AngelOs than any Spanish Radio Station

Los Angeles Hispanic Adults
% Weekly Cume Audience M·S 6A-2A 5/0-5/0 Vs. M-S 6A-Mld Cume

50%

KMEX.TV K1..VEFM KSCAFM KSSEfM Kl.AXFM kBUEFfoIl KTNQAM KL'fYFM KWKW KCALrM

'M
MAnOAll
SA I IS So"rel: SCll'Mraugh.la5 An~,IIi1~ 2001 R!I!UI! 1 (Feb 00 ~ J~" 011 •••• tn;j'·;:~,::'..'ln

5



WlTV-TV Reaches More Hispanic Adults In
New York than Anv Spanish Radio Station

New York Hispanic:: Adults
% Weekly Cume Audience M·S 6A-2A 5/0-5/0 Vs. M-S 6A-Mid Cume

47%

YOCrV.TV

DnoNII
SuU

WlTV-TV Reaches More Hispanic Aduhs In
Miami than Any SpaniSh Radio Station

Miami Hispanic Adults
% Weekly Cume Audience M-S 6A-2A 5/0-5/0 Vs. M-S 6A-Mid Cume

'M...TIJ-Tv WAMR WXDJFMWACIAM WRMA \iVR:ro WCMO waBA WNFE WSUA

FM FM FM FM AM AM AM

NATioNAL
S AI IS 5011fCIl: Scartll),ough, Millimi 2.D(Jj ~cl~.lI~~ ~ (F4b 00 -Jail 011 •••·"f"" !'("'r""I'-',' .",! :'!'. '
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KDTV-TV Reaches More Hispanic Adults In
San Francisco than Any Spanish Radio Station

San Francisco Hispanic Adults
% Weekly Cume Audience M-S 6A-2A S/0-5/0 V5. M-S 6A-Mid Cume

4.%

lII110w
511 U

KDTV-TV KBRGH' K'U)K.AM KIOI AM KlOI. FU

~UfCt: 5WbonJugh. ~Fl'lInc;l~~"l1$Pfl~ Ciu8tom Stlldr2001 RelallSII1 (Feb O(I-JIfI01) "unlVISI or1

WORD·1V Reaches More Hispanic Adults in
Chicago than Any Spanish Radio Station

Chicago Hispanic Adults
% Weekly Cume Audience M-S 6A-2A 5/0-5/0 Vs. M-5 6A-Mid Cume

59%

3%

WGBOoTV WLEY Fill WOJO F,. WLXX A.M WIND All WFt2A FM WIGH FM

NAftdW
S I I IS

7



KilN-TV Reaches More HispaniC Adults In
Houston than Any Spanish Radio Station

Houston Hispanic Adults
0/0 Weekly Cume Audience M-S 6A-2A 5/0-5/0 Vs. M-S 6A-Mid Cume

50""

KXlNTV

IlAtI1lNAl
S. lIS

2% 2""

KLTNFM KQQKFMKOVEF~~KX.ra:FM KP:~~Ii'~fM KXYZAM KE'i'H AM tQ.vt. AM KHC8
A~

lWEI-TV Reachus More Hispanic Adults In
San Antonio than Anv Spanish Radio Station

San Antonio Hispanic Adults
% Weekly Cume Audience M-S 6A-2A 5/0-5/0 Vs. M-S 6A-Mld Cume

42""

KWEXTv KXTNFM KROMFM KlEYFM KCORAM KCORFM KSAHA.M KEDAAM

llllTloHAI
S. l IS So",n:,: SMorougll. San Antonia Hi$p~ni, Cu;tom Study 2001 RI!;Ie;l5~ 1 (Fab OU - Jln 011 ";,.;,, \
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KUVN-TV Reaches More Hispanic Adults in
Dallas than Anv Spanish Radio Station

Dallas Hispanic Adults
% Weekly Cume Audience M-S 6A-2A 5/0-5/0 Vs. M·S 6A-Mid Cume

510/0

3% 3% 2% 1%

KU""· KLHO Kyey KHCK"'iiZiii':jijijj;, ~\!:!ii:;i:iWii1i'KoXJ( KAHl; KZ•• KR"" ,,".
TV FM n, FM '·"FM':':: ':'::::Ai ::):~:;::::::::::FM AM FM AM FM j:M

IAnow
SailS ••• .,unlVISlon

K1VW~1VReaches More Hispanic Adults in
Phoenix Ihan Anv Spanish Radio Slatlon

Phoenix Hispanic Adults
% Weekly Cume Audience M-S 6A·2A S/O-S/O Vs. M-S 6A-Mld Cume

SO%

KTVW.TV KNAI FII KHOT F. KVVAFM K;IDRAM KSUNAM KPliXAM

unow
SailS SllUr1;a; S~.lIrtJoro\l\lIl, Plloenl~ Hi8pllllit CustDm 2001 R.leufl1 (hb 00 _ Jan 01)
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KONT-TV Reaches More Hispanic Adults in
San Diego than Anv Spanish Radio Station

San Diego Hispanic Adults
% Weekly Cume Audience M-S 6A·2A 5/0-5/0 Vs. M-S 6A-Mid Cume

24% .24%

KBNTTV

IAtlom
S 11 IS Squru; k~ugh,Gin DItto Hiapanit.; CulltDm SWdy 2001 FteIIau 1(Filb 011_ JlIfl 01, ';'unIV rSIon

KlUI·TV Reaches More Hispanic Adults In
Albuquerque Ihan Anv Spanish Radio SI8110n

Albuquerque Hispanic Adults
% Weeklv Cume Audience M·S 6A-2A 5/0-5/0 Vs. M-S 6A·Mid Cume

19%

Kl.uZ·lv KANWFM KlWFM 1<R%.v'FPtlI KXKSAM KABQAM KRZYAM

NAtioNAL
S I liS Saur'te; $tolrboraugh, A.Ib\lqu~l,I~ Hi$pilfllc Cuslom 5t1Jdy 2000 Reh::;an i (Apr '1'1- Mar 00) "',: n :
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KFTV-TV Reaches More Hispanic Adults In
Fresno than Anv Spanish Radio Station

fresno Hispanic Adults
% Weekly Cume Audience M-S 6A-2A 5/0-5/0 Vs. M-S 6A-Mid Cume

SO%

III1IlIMAl
S' lIS

KFTV
TV

1%

KOQO 1<1.8" Kii;;2:,~ij~i/i:'kM~ij:,:~GSi::~60R KMQA KEYQ KCHJ I<.>'£X
f'M FM FM' . "::~'~';: .":" FrI':' :'>:::::;i\M'·· AM FM AM AM AU

KUIS-TV Reaches More Hispanic Adults in
Sacramento Iban Anv Spanish Radio Station

sacramento Hispanic Adults
% Weekly Cume Audience M-S 6A-2A S/O-S/O Vs. M·S 6A-Mid Cume

30...

2% 1·/0

Kl.IvS TV KMIX FM KSTM fiji KRCXFMI<ZSA FM IIlNA FM KMrO FM KSQR !{STN AMKLOQ FMKMPO FM
AM

llAtIow ••S • liS Souree: SCifMfOugh. S.lIcr;amll-nW HI5pilnic Cuttom Study 2001 Rfillliil'ie 11Mat' 00 - Feb Qtl ..... ~ ~ • , " I.
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KCEC-TV Reaches More Hispanic Adults in
Denver than Anv Spanish Radio Station

Denver Hispanic Adults
% Weekly Cume Audience M·S 6A·2A S/O·S/O Vs. M·S 6A·Mid Cume

25%

Kcec·TV

~DNIl
II es 5oUrcll~ sc.bol1lUllh, DII/IV1If *1 R,I,... 1 (Mat GO _ FBi 01) ••."LJnlVI~~IO!'l

WMDO-TV ReaChes More Hispanic Adults in
Washington D.C. than Anv Spanish Radio Station

Washington D.C. Hispanic Adults
% Weekly Cume Audience M·S 6A·2A S/O·S/O Vs. M·S 6A·Mid Cume

13%

WMOOTV WKDlAM Wll..CAM

12



KINC~TV Reaches More Hispanic Adults in
las Vegas than Any Spanish Radio Station

Las Vegas H;spanlr; Adults
% Weekly Cume Audien<:e M-S 6A-2A 5/0-5/0 Vs. M-S 6A-Mid Cume

54%

NAnlRil
SillS ••....UIl IVI.'I Oil

KINT~TV Reaches More Hispanic Adults in
EI Paso than Any Spanish Radio Station

EI Pa50 Hlspank Adults
% Weekly Cume Audien<:e M-S 6A-2A 5/0-5/0 Vs. M-S 6A-Mid Cume

47%

KitH·

TV
KBNA I(INT XHH K~ xf:FY xHGIJ XI-11M':':' XHPX XHIII, KBNA XHEM XHTO

FM FM FM ~ ~ FM'·~M ~ FM ~ FM FM

1IIt1Ul\
SII IS
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Univision Vs. Spanish Radio
Prime Time Cume Vs. Morning Drive

''1l UI1IVISlon

KMEX Reaches More Hispanic Adults in
los Anueles than any Spanish Radio Station

Los Angeles Hispani<; Adults
% Weekly Prime Time Cume Vs. M-F 6A-l0A Moming Drive Cume

31...

KMEX.TV K;SCf\FM KLvEFM KSSEFM KBUEFNl I(LAXFM KTHOAM KLYYFM K.WKW I<CAlFM

'M

11I1I0..[
SA liS ..• ".'.'1-' 1' .'IC""'-)'"''. ,", .. ,1\, f '
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WXTV-TV Reaches More Hispanic Adults In
New York than Anv Spanish Radio Station

New York Hispanic Adults
% Weekly Prime Time Cume Vs. M-F 6A-IOA Morning Drive Cume

33%

wxrv.rv

NI1HIm
s • liS 8011I"I;'; btIol1lullh, New '(olt Hitpanlt: Cu:dDm study 2001 Rel61ta 1 (Mar 00 - feb 01) " u n IV, S : 0 II

WlTV-TV Reaches More Hispanic Adults in
Miami than Anv Spanish Radio Station

Miami Hispanic Adults
% Weekly Prime Time Cume Vs. M-F 6A-I0A Morning Drive Cume

41%

WLTV·TV WAMR WXOJFIotWAQI AM WRMA WGMQ WH'l"O WSIJA waBA WWFI;

FM fM FM FM AM AM AM

NAnoNAl
S • liS Soll/l;'; knoro\lllh, MlIffllZ001 R~~ut 1(hb 00 _JaR 01} ••••
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HOTV-TV Reaches More Hispanic Adults In
San Francisco than Anv Spanish Radio Station

San Francisco Hispanic: Adults
% Weekly Prime Time Cume Vs. M·F 6A-10A Morning Drive Cume

KOTV.TV

RAnum
S. lIS 5(JU",f;~ 8(;lII'1xll1;II,lutl, Sin F.-clICCl t"'pMit" Clltblm study 2001 Rei.... 1 (F~ QG - Jan 111) ,.U n IVt S lon

WGRD-TV Reaches More Hispanic Adults In
Chicago than Anv Spanish Radio Station

Chicago Hispanic: Adults
0/. Weekly Prime lime Cume Vs. M-F 6A-l0A Morning Drive Cume

46%

1%

WGBO-TV WLEY fM WOJO Fill WI..XXAli WIND AM WIlZ/I, Flil WlCH Fill

MAnuMAl
S. lIS Sou,c~: ScatbOIDUgh. Chic;ago Hi5p;a1ll1; Cl,latom stOdy 2001 R~Ie;a11l1 (Mar 1)1;1_ feb 011
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KKLN-TV ReaChes More Hispanic Adults in
Houston than Anv Spanish Radio Station

Houston Hispanic Adults
% Weekly Prime Time Cume Vs. M-F 6A-l0A Morning Drive Cume

42%

1%2%

KLDI fM KQQK FM KOveli:~j:AM KiCftfiiMriOiiX All KXY.Z AM t<E'1'H AM KLVI.. AM KHCB
, 'M

llAnlRAl
SILlS

IMX-TV ReaChes More HispanicAdults In
San Antonio than Anv Spanish RadiO StaOon

San Antonio Hispanic Adults
% Weekly Prime Time Cume Vs. M-F 6A-l0A Morning Drive Cume

'0%

KWEX TV KxTN FM K;ROr.l f'M KlEY FII KCOR. AM KCOR FM KSAH Alii KEOA AM

lIA1Iow
SILlS SOQfce: Sear1larough, &,1" Antonio Hltparlit CU$tem StUdy 2001 Relu$~ 1 (F~ 00 ~ Jln 01) "I ,,; !.~: j ( "'. l~"~ n
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KUVN~TV Reaches More HispaniC Adults In
Dallas than Anv Spanish Radio Station

Dallas Hispanic Adults
% Weekly Prime Time Cume Vs. M·f 6A-l0A Morning Drive Cume

42%

KU\fl·

TV

Ninam
SillS

2% 2% 1% 1%

KLNQ KTCy K.SS::'i<iii~:!:iiiiili< ~::Kii~':KDXX KfJl KRIf MHZ KZM.
FM FM AM 'FM':"':::'FM :':~M':': ':,~" AM AM F,. AM AM

Sollru: SCIftItJl'Oligh, D;illlIlI libpMle CUltom study 2001 Relun 1 (Mw 00_ FMi 01) "UnIVIS101'1

KlVW-TV Reaches More Hispanic Adults In
Phoenix than Anv Spanish Radio Station

Phoenix Hispanic Adults
% Weekly Prime Time Cume Vs. M·f 6A-l0A Morning Drive Cume

40%

2% 1%

KTVW.TV KNAIFII KHOTPU KI.NZFM kWAF. KlDRAM KSUNA, KPttxAM

lIATlaw
S I lIS SlIlIN;ljI; SI;~fOllllh, PIlo~niJ( Hiilp;lnil: Cusll;lm ~QIH Rele&6e 1 (Feb 011 ~ Join 011 "." ,.... ,,;,

18



· ,

KBNT-TV Reaches More Hispanic Adults in
San Diego than Any SpaniSh Radio Station

san Diego Hispanic Adults
% Weekly Prime Time Cume Vs. M·f 6A-l0A Morning Drive Cume

20%

1%

KeNT Tv KLNVFM ':KCQ!iiii ·kJ~§:,. )(fIM FM XEMO AM XHFG FM

lII1IolD
SillS ••-'II'UnIV1Slon

KlUZ-TV Reaches More Hispanic Adults In
Albuquerque than AnI SpaniSh Radio Slatlon

Albuquerque Hispanic Adults
% Weekly Prime Time Cume Vs. M-f 6A-l0A Morning Drive Cume

t<l.UZ-TV KlVO FU KAtM KRZV FM KRZ'f AM KAaQ AM KXKS All

NAtioNAl
S. IE S SDUr(II: Sc~rboroYllh+ Albuquerque HllI;p.arll~ Custom Study 20DQ ReiN.!! 1(Apr" - Mil" 001 "1 :'~:',; ::. j:: .'I! "
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KRVRTV Reaches More HispaniC Adults In
Fresno than Anv Spanish Radio Station

Fresno Hispanic; Adults
% W....kly Prim.. Tim.. Cum.. Vs. M-f 6A-l0A Morning Drive Cume

llfiim
S.llS

4S%

OFTV

TV

8%;:,,;.... .
I,:::: :4'Mi." 4%
!:::j'''.''''.''',::::!: ",::;::;,::~~,~:,:,:,pl~ 1% 1% 1% 1%

0000 Ol8N Kiii@~Kiji'Wi<Ml/l/i~~S;:i;jiiiQA 'OOR 'CHJ """" OEVO
FM FM FII· ':"Fiij"', "FM 'AM". FM AM AM AM AM

KUVS-TV Reaches More Hispanic Adults In
Sacramento than Anv Spanish Radio Station

Sacramento Hispanic Adults
% W..ekly Prime Tim.. Cume Vs. M·F 6A-l0A Morning Drive Cum..

33%

KWS TV' KMIX FM KST~ FM KRCX FM KlSA FM KlNA rM KNTO Fill KSCIR KSTN AM Kl.OO FMKMPO FM
AM

NATioNAl
SILlS
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KCEC-TV Reaches More Hispanic Adults in
Denver than Any Spanish Radio Station

Denver Hispanic: Adults
% Weekly Prime Time Cume Vs. M-f 6A-10A Morning Drive Cume

RA1I0':'tSA II

WMDO-TV ReaChes More Hispanic Adults in
las Veuas than Any Spanish Radio Station

Washington D.C. Hispanic: Adults
% Weekly Cume Audience M-5 6A-2A 5/0-5/0 Vs. M-5 6A-Mld Cume

.%

IIA1UIm
SillS

'M<DLAM

SCl,lrl;'; Sc;iI1Iorougll. WUhillgtDn D,C, 2001 Reline 1 (M~r' 00. hb 01)

lMLCAM

",' ,
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KING-TV Reaches More Hispanic Adults in
las Vegas than Any Spanish Radio Station

las Vegas Hispanic Adults
% Weekly Cume Audience M-S 6A·2A 5/0-5/0 Vs. M-S 6A-Mid Cume

3...

unum
SillS

KINe-TV ,. ":~:;: ;:·;;:"kisF FII1 KLSQ AM

Soun;II; S~~fQ\I,,,,llkll V~5 2001 Reltull1 (AprBtl-M.-01) '1'un IV1SlQrl

Univision Prime Time Cume Vs.
Oailv Newspapers

liATIum
SillS
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KMEX TV in los Angeles Delivers More Hispanics
During Primetime than IrsNearest Dail,

Newspaper Competitor...
Los Angeles Hispanic Adults

% Weekly Cume Audience M-S Primetime Vs. Daily Newspapers Readarship

""'IV

,..;KMEX TV Gives You an
'" •"A:iillience That cannot be
"":!l~~hed by Any Newspaper

:',:'lii:~..Time>
~~~~-----~4~·_··_-----.'~'·'H

:::,'~, .:2%. _".._._~~_~.~~~.,.,. , __ ' ,_._ "..

L,...J-'2!~,,"" "'!L,:;J"!!''!'S'",:, :', :':,:,9[.0...County AogI ,; 2 ..

~:. l.",.~ ::~,~~~:,~.:;~'
,..

MnUm
SillS

WlTV TV In New York Delivers More Hispanics
During Primetime than IrsNearestDail,

Newspaper Competitor...
New York Hispanic AdUlts

0/0 Weekly Cume Audlance M-S Prlmatime Vs. Daily Newspapers Readership

:.;.\IIiXTV TV Gives You an
Audience That cannot be

Rea~had by Any Newspaper

Percent of WXTV 5 % or liispaRic
.£l.l.ldlMce Tllat RCild.s Adult~ lS+

liiiiTorkDollyN",,: 16.'"
, --':"""·~~7------,-~".,_._,._' _ _""". __ ", __._
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WlTV TV in Miami Delivers More Hispanics
During Primetlme than Ifs Nearest Dailv

Newspaper Competitor...
Miami Hispanic Adults

% Weekly Cume Audience M-S Prlmetime Vs. Daily Newspapers Readership
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KOTV11 in San Francisco Delivors More Hispanics
During Prlmetime than Ifs Nearest Dail.

Nawspaper Competitor.•
San Francisco Hispanic Adults

% Weekly Cume Audience M-S Primetlme Vs. Daily Newspapers Readership
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WGBO TV In Chicago Delivers More Hispanics
During Prlmetlme than Irs Nearest Dallv

Newspaper Competitor...
Chicago Hispanic Adults

0/0 Weekly Cume Audience M-S Primetlme Vs. Daily Newspapers Readership
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KILN TV in HOUSlon Delivers More Hispanics
During PrimeUme than Ifs Nearest Daily

Newspaper Competltor.M
Houston Hispanic Adults

% Weekly Cume Audience M-S Primetime Vs. Daily Newspapers Readership
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,l4UUll)l1ce nill Ri:~ds: Adults 18+
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KWEI TV in San Antonio Delivers More Hispanics
During Primetime than Irs Nearest Dallv

Newspaper Competitor...
San Antonio Hispanic Adults·1. Weekly Cume Audience M-S Primetlme Vs, Oaily Newspapers Readership
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KUIN TV In Dallas Delivers More Hispanics
During Primetlme than Irs Nearest Dallv

Newspaper Competitor...
Dallas Hispanic Adults·1. Weekly Cume Audience M·S Primetlme Vs. Daily Newspapers Readership

··;;;KUVN TV Gives You an
Audience That Cannot be

Rll~ched by Any Newspaper

Percent of KUVN's 00of Hlspanl'
AudrenCf! Thllt ~eild5: Auults18+

·Qijll¥ "",i", N,WI : 12.6""
,•.•.. ~'" """,'",,:" '" --r;r(ij;;tj,-Sb"T<I;';'-;;;;" "'fi:&;;;-"

LJI-..;,......""--r-..... ' .. --........ . .
-----.- ... WaU Stn!eO(lumal 1,004

KlJVIIlV Dill.. flll1 WQI1tl ()hit' DarI~ Willlllllll'l ArlilllllQR

1I11i111"~ ~1...·TtI"IInm 1lfW1!'1JI6I" .lolYfrltl MQml"ll

Nt",

Uflum
S. uS Source: SCMOOrGU(lh. DlIl~$ Hi5p~oic CU!ltIrll Study 2001 ~elulle 11Mar 00. Feb (1) "t, :". ~

26



KTVW TV In Phoenix Delivers More Hispanics
During Primetlme than U's Nearest Dailv

Newspaper Competitor...
Phoenil( Hispanic Adults

% Weekly Cume Audience M-S Primetime Vs. Daily Newspapers Readership
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KBNT TV In San Diego Delivers More Hispanics
During Primetlme than IfSNearestDailY

Newspapor Competltor_.
San Diego Hispanic Adults

Ofo Weekly Clime Audience M-S Primetime Vs. Daily Newspapers Readership
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KlUI TV in AlbuQuerqne Delivers As Manv
Hispanics During Primetime as It's Nearest Dailv

Newspaper Competitor...
Albuquerque Hispanic Adults

% Weekly Cume AUdience M·S Primetlme Vs. Dally Newspapers Readership
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KmTVin Fresno Delivers More Hispanics
During Primetlmo than Irs Nearest DailY

Newspaper Competitoru.

Fresno Hispanic Adults
% Weekly Cume Audience M·S Primetlme Vs. Dally Newspapers Readership
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KlUZ TV in Albuquerque Delivers As Manv
Hispanics During Primetlme as It's NearestDailv

Newspaper Competitor...
Albuquerque Hispanic Adults

% Weekly Cume AUdience M-S Primetlme Vs. Daily Newspapers Readership
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Knv TV In Fresno Delivers More Hispanics
During Primetlme Ulan IfSNearest Dallv

Newspaper CompetitorH'

Fresno Hispanic Adults
0/0 Weekly Cume Audience M-S Prlmetlme Vs. Daily Newspapers Readership
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KUVS TV In Sacramento Delivers More Hispanics
During Primetlme than It'sNearest Dailv

Newspaper Compotltor...
Sacramento Hispanic Adults

% Weekly Cume Audience M-S Prlmetlme Vs. Dally Newspapers Readership
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KCEe TV in Denver Dellvors Moro Hispanics
During Prlmetime than IfsNoarestDailv

Newspaper Competitor.•
Denver Hispanic Adults

% Weekly Cume Audience M-S Primetime Vs. Daily Newspapers Readership
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KINC TV in Las Vegas Delivers More Hispanics
During Primetime than Ifs Nearest Dailv

Newspaper Competitor...
Las Vegas Hispanic Adults

0/0 Weekly Cume Audience M-S Primetime Vs. Daily Newspapers Readership
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Gracias!
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