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Badame kept his day job as a 
CPA with Ernst & Young. It 
wasn't until 1998 that Badame 
and de la Torre, formerly the 
chief financial officer for 
Spanish-language daily La 
Opinión in Los Angeles, took a 
salary. 
 
"Initially, the idea was to build 
the company up for two to 
three years and sell it to a 
bigger company," Badame 
admits. 
 
Badame says El Clasificado has 
been profitable since 2000, 
after finally perfecting its 
distribution model. At first, the 
publication arrived at homes via 
direct mail, much like the 
Pennysaver's Southern 
California distribution. It didn't 
work, Badame notes, because 
of unfavorable demographics. 
"At an apartment complex, they 
would just leave the package in 
bulk out front." 
 
Blowing through the company's 
capital fairly quickly, Badame 
and de la Torre shifted El 
Clasificado's distribution to 
door-to-door in order to cut 
costs. "That was cumbersome, 
and expensive," Badame says. 
"It wasn't as costly as mail; but 
that didn't work well either." 
 
El Clasificado started to click 
with readers, and advertisers, 
with a shift to rack distribution. 
"In the Hispanic community 
news racks work well. You have 
a lot of foot traffic." That's quite 
unlike the non-Latino L.A. 
lifestyle, where hours of 
crawling on traffic-clogged 
freeways can be seen day and 
night. 
 
"Areas like Huntington Park and 
East L.A. have rivers of foot 
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traffic," says Badame. "You cannot do this in a more white community. Bus stops, 
and a lot of the Metro stops, are some of our biggest distribution points." 
 
El Clasificado has always enjoyed free distribution - something Badame considers 
one of the keys to its success. "All of our money comes off of advertising," he notes. 
 
But don't expect to find a lot of national advertising in El Clasificado, although 
Badame wouldn't mind it. Rather, El Clasificado enjoys a highly diverse group of 
small business, mom-and-pop shops and the occasional regional player, such as 
Western Dental. 
 
Furthermore, he notes, "No customer that is greater than one half a percent of total 
revenue, except for one insurance company that we are working with. We're big on 
mortgage brokers, realtors, attorneys, and insurance companies." 
 
Badame believes this mix will help El Clasificado in achieving continued growth with 
its print-focused business model for at least the next three years, as the website 
gains traffic from an ever-increasing web savvy populace. 
 
While Badame and de la Torre originally envisioned their sale of El Clasificado two 
decades ago, don't expect such a deal to come easily today. "I enjoy working in the 
Hispanic community; I love it." 
 
He's also confident that print publications will never disappear, although paid-
circulation newspapers will remain challenged. 
 
"We started with six employees," he says. "We now have 130 full-timers and we're 
adding to the payroll every year. January 2010 was one of the best months in 
history, and we envision top-line growth of 10 percent to 12 percent this year." 
 
Hispanic Newspapers: Bullish Attitude As Titles Turn The Tide 
 
It's hardly a secret that the U.S. newspaper industry is in many ways engaged in a 
battle for survival. But some of the big owners and ad buyers for Spanish-language 
titles are positive that 2010 will be a good year. Speaking January 29 during his 
company's fourth quarter and full-year 2009 earnings conference call, Gary Pruitt - 
CEO of The McClatchy Co. - remarked, "Who would have thought we would have 
reported earnings growth in such a challenging year?" 
 
Indeed, the owner of Miami's El Nuevo Herald, La Estrella en Casa in the Dallas-
Ft. Worth market and Vida de la Valle in California's San Joaquin Valley reported 
2009 net income of $54 million (65 cents per share), compared to a loss of nearly $4 
million (5 cents) in 2008. Net income in the fourth quarter of 2009 was $25.8 million 
(31 cents), compared to a $27 million loss (33 cents) in the same period of 2008. 
 
Yet all is not coming up roses for McClatchy - the company ended 2009 with debt 
outstanding of $1.95 billion, down approximately $174 million from the end of 2008 
but still a monster figure. Cost-cutting has led to widespread layoffs and reduction in 
work hours at The Miami Herald in the last 12 months. Additionally, advertising 
revenue for its Florida newspapers - The Miami Herald, El Nuevo Herald and the 
Bradenton Herald - fell 27.4 percent to $169.6 million in the fourth quarter of 2009. 
In Texas, annual ad revenue dipped 25.3 percent, to $128 million. In the Golden 
State, McClatchy's newspapers suffered a 26.9 percent dip in annual revenue, to 

http://elclasificado.com/
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$206.7 million. 
 
The company did not break out revenue figures for its three Spanish-language print 
entities. 
 
Meanwhile, there's been a flurry of activity at impreMedia, the largest publisher of 
daily and weekly Spanish-language newspapers in the U.S. On January 31, John 
Paton officially departed as CEO, taking a job at The Journal Register Company. 
Paton, who was already a member of the board of directors at Journal Register, is a 
co-founder of impreMedia and exited after six years. In his new role, he'll oversee a 
group of newspapers that includes Spanish-language weeklies in Norristown, 
Pennsylvania; Trenton, New Jersey; Kingston, New York; and Lorain, Ohio. 
 
The search for Paton's replacement is on, with ex-Univision COO Mike Wortsman 
leading the company in the interim.   

ImpreMedia was created in January 2004 as Los Angeles-market La Opinión's 
longtime owner, the Lozano family, combined businesses with New York's oldest and 
largest Spanish-language daily - el diario/La Prensa. The company's other 
newspapers are weeklies - Rumbo in Houston, La Prensa in Orlando, El 
Mensajero in San Francisco and La Raza in Chicago. ImpreMedia also produces 
the monthly newspaper supplement Vista magazine and La Vibra, an arts and 
entertainment feature. Additionally, the company has content-sharing agreements 
with McClatchy's Spanish-language publications dating to 2008 and recently forged a 
pact with weekly publication Atlanta Latino.    

To combat a difficult revenue environment, impreMedia in November 2009 
outsourced production duties for La Opinión, La Raza, La Prensa, El Mensajero and 
Rumbo to Mexico-based Business News Group. In August, the four weeklies saw a 
management consolidation that placed La Raza publisher Rubén Keoseyan in charge 
of the quartet, resulting in the exit of Rumbo publisher Bill Vincent. 
 
But impreMedia remains the dominant player in the Hispanic newspaper industry, 
and in November expanded its online footprint through a content-sharing 
arrangement with AOL Latino. Dailies el diario/La Prensa and La Opinión enjoy huge 
market shares in their respective markets, while the Impre.com news and 
entertainment portal has emerged as a national networked hub for each of 
impreMedia's publications. 
 
For more on impreMedia's print publications and the company's operations, click 
here. 
 
Privately held Tribune Co. - owner of four Spanish-language newspapers and the 
ViveloHoy.com website - has come under scrutiny following the January 27 approval 
by a bankruptcy judge of 2009 bonus payments totaling $45.6 million to 10 senior 
executives and 710 managers. Tribune has been under Chapter 11 bankruptcy 
protection since December 2008. 
 
Yet the company has expressed a deep commitment to its Hispanic-targeted 
products, perhaps moreso than any other non-Latino publisher that's expressed a 
desire to reach Spanish speakers. Hoy Chicago, the Tribune Co.-owned Spanish-
language newspaper, in early January bumped its Monday-Thursday circulation to 
75,000 copies - a 20 percent increase. 

http://www.journalregister.com/pub_mh.html
http://www.impremedia.com/
http://www.impre.com/
http://www.impremedia.com/publications/
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Tribune's big initiative for 
2010 is Tribune 
Hispanic, a cross-
platform "national media 
solutions group" created 
specifically to assist 
advertisers in reaching 
Spanish-speaking Latinos 
in a 360-degree manner. 
John Trainor, general 
manager of Hoy in 
Chicago, is overseeing 
the rollout of Tribune 
Hispanic, working closely 
with Hoy Los Angeles 
general manager Roaldo 
Morán. 
 
"More than ever, national 
advertisers require 
innovative, consistent 
and engaging solutions to 
reach this unique 
consumer group," says 
Trainor. Translation: 
Hispanic "newspapers" 
are no longer just 
newspapers, with 
advertising opportunities 
now including print, 
online, television, mobile, 
out-of-home, digital 
signage and event 
marketing. 
 
According to Trainor, 53 
percent of Hispanic 
newspaper readers have 
been reading their 
favorite newspaper for 
three or more years. 
Furthermore,  63 percent 
of Hispanic newspaper 
readers frequently pay 
attention to the 
advertisements; 55 
percent of these readers 
say they use coupons 
from the newspaper on a 
regular basis. 
 
Tribune data show 1.7 

http://espndeportes.espn.go.com/2008/mediakit/index.html
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million Hispanic consumers each week consuming Hoy Chicago, and weeklies 
Hoy/Fin de Semana in Los Angeles, El Sentinel in Orlando and El Sentinel in 
Ft. Lauderdale, Florida. 
 
Trevor Hansen, CEO of San Diego-based media buying and planning firm Ethnic 
Print Media Group, is downright bullish on Spanish-language newspapers. 
"Compared to 2009, we definitely see a trend increase," he says. "We're anticipating 
good growth in 2010." Hansen believes there is a level of quality in Spanish-
language newspapers that's quite strong, in particular in markets below the Top 20 
Hispanic DMAs. 
 
For the reader, good content and a strong community presence are leading Latinos 
to the Spanish-language titles. For the advertiser, event tie-ins and online 
integration have created strong ROI opportunities - especially when driving home 
brand messages on a local level. "The basis for leveraging local is particularly strong 
right now," Hansen notes. 
 
Among the other major Spanish-language newspaper publishers seeing the most 
activity: 
 
➣  A.H. Belo Corp. is the owner of the twice-weekly Al Día, serving Dallas-Ft. 
Worth. Published on Wednesdays and Saturdays by the Dallas Morning News, Al Día 
saw its frequency lowered from six days a week in February 2009. Belo also owns La 
Prensa, serving Southern California's Inland Empire and published by the Riverside 
Press-Enterprise. The publication is distributed weekly in 22 communities throughout 
Riverside and San Bernardino Counties. 
 
➣  The Ibarria Media Group, based in Northern New Jersey, has seen strong sales 
and circulation growth with two weekly newspapers. El Especial offers current 
national and local news with a focus on entertainment, sports and health. El 
Especialito takes a more community-focused approach while maintaining a social, 
health, political and entertainment approach; El Especialito has 10 editions serving 
Hudson, Passaic, Essex, Union and Middlesex Counties in New Jersey; as well as The 
Bronx and Brooklyn and Miami-Dade County, Florida. In all, the publications are read 
by an audience totaling 1.5 million.   

➣ Also serving greater New York's Latino population are two offerings from the New 
York Daily News - Hora Hispana, a Spanish-language weekly reaching 120,000 
Latinos in the Five Boroughs; and Viva New York, an English-language pullout 
section seen in the Daily News on one Wednesday per month.  

➣ Diario Las Américas, a Miami-based daily that competes with McClatchy's El 
Nuevo Herald, is the market's first publication to serve a group of readers that is 
largely comprised of Cuban-Americans who fled the Castro regime after 1960. The 
newspaper has a total daily paid circulation of over 45,000 and a Sunday circulation 
of over 48,000.  

➣ Hearst Corporation's Houston Chronicle publishes La Voz de Houston, a weekly 
distributed each Wednesday that enjoys a circulation of 100,000. The publication is 
one of several in a highly competitive marketplace that includes the tabloid-
formatted weekly Semana News and impreMedia's Rumbo, which is distributed 
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each Friday and has a circulation mirroring that of La Voz. Rumbo evolved from a 
daily to a weekly print cycle in 2007.  

➣ Privately held weekly El Latino in San Diego has enjoyed considerable growth in 
the shadow of Tijuana-based daily Fronteras and Los Angeles-based giant La 
Opinión. In November 2009, the leading weekly serving San Diego's Spanish 
speakers brought on board La Opinión's vice president of business development and 
partnerships - Mike Cano - as publisher. El Latino distributes 80,000 copies through 
the use of street racks and home delivery. 
 
➣ Gannett's Arizona Republic, the daily newspaper serving metropolitan Phoenix, 
enjoys a partnership with locally owned weekly La Voz - a weekly available on 
Fridays that has a distribution of 60,000 copies. Additionally, Lavozarizona.com sees 
daily updates with news from the region and from Mexico. La Voz enjoys a healthy 
competition against weekly tabloid-formatted Prensa Hispana. The newspaper is 
distributed Wednesdays and has a circulation of approximately 65,000. 
 
➣ The ever-growing Atlanta market is home to MundoHispánico, owned by Cox's 
Atlanta Journal-Constitution. The publication leads the pack in circulation and sales. 
Distributed each Thursday, the publication celebrated its 30th anniversary in 2009. 
Also available each Thursday is Atlanta Latino, which serves bilingual Latinos. 
Georgia Latino News, a bi-weekly title, is published every other Thursday, and 
takes a local focus to its coverage.  

In addition to these publications are many other community-based weeklies serving 
both English-speaking and Spanish-speaking Latinos. Many are members of the 
National Association of Hispanic Publications (NAHP). For detailed information on 
NAHP member publications, visit 
http://www.nahp.org/member_publications/index.asp. 
 

http://www.lavozarizona.com/
http://www.nahp.org/member_publications/index.asp
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HISPANIC PRINT: MAGAZINES 
 

2009: Tough Times For Latino Titles  

The Great Recession of 2009 was felt strongest in the U.S. Hispanic market by 
Spanish-language magazines, distributed both regionally and nationally. Carlos 
Pelay, president of Media Economics Group, produces the 
HispanicMagazineMonitor, which tracks both ad dollars and ad pages at Latino 
titles.  

Pelay has witnessed a year full of challenges for Hispanic magazines. The "major 
blow," he says, was the closure of Selecciónes - the Spanish-language publication of 
Reader's Digest that remains active in Europe and Latin America.    

According to full-year 2009 data from HispanicMagazineMonitor, Selecciónes 
accounted for $5.2 million in ad dollars, or roughly 4 percent of the $140.84 million 
advertisers placed in the titles Media Economics Group tracks. Selecciónes ranked 
eighth by ad dollars for the year - even though its June 2009 issue was its last.    

The Spanish-language magazine world also saw what's being billed as the temporary 
halt of Fox Sports en Español Magazine, which had been published by Cuatro Media 
since early 2006. Fox Sports en Español executives hope to restart the title this year 
under a different publisher.  

Fashion and lifestyle title Ocean Drive en Español said goodbye to readers in April 
2009 - just a month shy of its eighth anniversary. Also bidding farewell to the U.S. 
Hispanic market, in March 2009, were Megazines Group's female-targeted KENA - an 
offshoot of a highly successful Mexican magazine - and automotive glossy Sobre 
Ruedas. 
 
The closures overshadowed the debut of two Spanish-language consumer 
publications - LATINO Magazine and Cocina al Maximo. Additionally, ESPN Deportes 
La Revista, the Spanish-language sports publication tied to the ESPN Deportes 
network, is jumping from six months a year distribution to a monthly platform. At 
the same time, the magazine is increasing its circulation from 55,000 to 65,000.    

Sam Pagán, publisher of ESPN Deportes La Revista, commented, "There is an 
audience for the product as print publications continue to be one the most viable 
mediums of engagement among Hispanics." Blue-chip advertisers include Ford, The 
Wm Wrigley Jr. Company, Hennessey and Infinity Insurance.    

New for 2010 is the entry into the U.S. Hispanic market for Consumer Reports. The 
respected publisher of product reviews and recommendations, which does not accept 
advertising so as its reports remain non-biased, is test-marketing a "Guía de 
Compras 2010." A soft-bound Reader's Digest-sized publication with a $10.95 price 
point, the Spanish-language guide includes an introduction by Julie Stav, a Cuban-
American financial expert who appears on Univision radio and television stations.    
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➣ In 2009, just five publications took in more than $10 million in ad dollars. That 
being said, many Hispanic marketers are focusing their Spanish-language print 
budgets on the two leading publications - People en Español and Latina.     

People en Español is the undisputed leader in the U.S. Hispanic market. In 2009, 
32.2 percent of all dollars going to Spanish-language titles went to the sibling of 
popular entertainment magazine People. That being said, the $45.4 million seen 
by People en Español in 2009 is down 15 percent from 2008.    

Only two of the top 10 magazines by ad dollars saw growth - TV Notas and Ser 
Padres Espera. The Maya Publishing Group title saw a 15 percent increase from 
2008, finishing 2009 with $8.1 million. Ser Padres Espera, a Meredith Corporation 
publication, was known as Espera until April 2009 and was renamed to put more 
focus on the Ser Padres brand. The move worked - ad dollars jumped 111 percent, 
to $4.7 million. 

 

 Nevertheless, ad dollars for 2009 totaled $173.5 million - a decline of 29.4 
percent from 2008, Pelay notes. Ad Pages totaled 7,266.48 for the year - a decline 
of 25.4 percent from 2008 on a same-title basis.  

TOP 10 HISPANIC MAGAZINES BY AD SPENDING, 2009  

By advertiser category, Cosmetics Brands emerged as the top contributor to the 
Spanish-language glossies that Media Economics Group/HispanicMagazineMonitor 
tracks. Cosmetics accounts for 7.8 percent of all ad dollars going to these magazines 
- $13.6 million in 2009.   

Budgets remained strong overall last year, slipping just 1 percent from 2008. There 
were also budget increases for Hair Care Brands and Baby/Children's Personal 
Care Brands. 
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But those positives couldn't squelch the steep drainage of advertising dollars from 
such once-strong categories as Automobile Manufacturers. In 2008, the auto 
industry was responsible for $21.1 million in ads. At the end of 2009, just under $5.8 
million was seen from car makers - a 72.6 percent slide. According to Pelay, 
automotive ad spending in Hispanic magazines peaked in 2007, at $38.3 million, and 
had already dipped 44.8 percent in 2008. 
 
Department Stores also dramatically cut their advertising during 2009, as did 
Apparel and Accessory Brands. Furthermore, Food and Drinking 
Establishments cut their Spanish-language advertising dollars by 70.8 percent, to 
$2.7 million - the second-largest drop in 2009, Media Economics Group reports. 
 
Ads for Prescription Medications dipped 70.2 percent, to $1.9 million. Building 
Material and Garden Equipment Retailers saw dollars dip by 65 percent, to $1.2 
million. The biggest percentage decline in activity was seen in the Books, 
Periodicals, Music and Video Retailers category. In a near-collapse, this category 
saw ad dollars fall by 98.7 percent, to just $42,200. 

  

 

Has the Hispanic magazine industry hit rock-bottom, with recovery soon to arrive? "I 
certainly hope so," says Pelay. "It is not inconceivable that 2010 will see some 
closures of some smaller publications. The general expectation is that things will 
bottom out this year, and if automotive turns around it will definitely serve as a good 
signal for Hispanic magazines." 
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THE U.S. HISPANIC MARKET: TOP 20 DMAs  

Hispanics can be found far and wide across the U.S. From small towns in Iowa and 
Kansas to cities in nearly every state, Latino populations have boomed thanks to 
continued immigration, new births and employment opportunities.    

For years, it was understood that New York's Latino population consisted primarily of 
Puerto Ricans and Dominicans. In Los Angeles, Mexicans were viewed as the 
dominant - if not singular - driver of Hispanic consumer activity. In Miami, Hispanics 
of Cuban descent were seen as the main consumers of Spanish-language media.    

Today, each of those markets are more diverse than ever. In New York, the 
population of Mexicans - largely from the state of Puebla - has surpassed 500,000. 
In Miami-Dade County's agricultural communities of Homestead and Florida City, an 
influx of first-generation immigrants has increased the market's population of 
Mexicans to nearly 111,000.    

As the market's biggest Hispanic markets have become more ethnically diverse, the 
Latino population in these markets has matured, with many established segments 
now firmly in place. For the marketer, increased knowledge of Hispanic lifestyle and 
acculturation is now essential knowledge for the creation and success of any 
advertising effort.    

Geoscape, which provides strategic analytics, market intelligence systems and data 
to corporations seeking to grow their multicultural business, each year examines in 
detail Hispanic population trends - offering them through its American Marketscape 
DataStream platform.    

For this report, Geoscape provided top-line data for the Top 20 Hispanic Designated 
Market Areas (DMAs). Markets are listed in descending order, by rank. Spanish-
language media outlets in each DMA accompany the Geoscape data, and is compiled 
by the JakeAdams Editorial Services and Research Consultancy.     
 
Editor's Note: DMA ranks are provided by Geoscape and are based on 2008-2009 
data.  
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1    LOS ANGELES    

Total Population (2009):    17,595,237 
Hispanic Population (2009):    7,881,105 
 
Total Population - Estimated (2014):    18,120,622 
Hispanic Population - Estimated (2014):         8,419,831 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $328,063,728.64 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$93,427,327.10 
 
LANGUAGE USE 
English Dependent:    1,289,241 
Bilingual English Preferred:    1,795,214 
Bilingual English/Spanish:    964,250 
Bilingual Spanish Preferred:    1,473,548 
Spanish Dependent:    1,576,220 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KVEA-Channel 52    www.telemundo52.com 
Non-affiliated (Telemundo-owned)    KWHY-Channel 22     
Univision    KMEX-Channel 34 
TeleFutura    KFTR-Channel 46     
Estrella TV    KRCA-Channel 62    www.krca62.tv 
Azteca América    KAZA-Channel 54 
MTV Tr3s    KBEH-Channel 63   www.mtvtr3sla.com 
LATV    KJLA-Channel 57    www.kjla.com 
V-me    KCET-Channel 28.3 
 
RADIO: 
GLR Networks    W Radio 690 XEWW-AM 
Univision Radio    KLVE-FM, KRCD-FM/KRCV-FM, KSCA-FM, KTNQ-AM 
SBS    KLAX-FM, KXOL-FM 
Liberman Broadcasting    KBUA-FM/KBUE-FM/KEBN-FM, KHJ-AM, KWIZ-FM 
Lotus Communications    KWKW-AM 1330/KWKU-AM 1220 (ESPN Deportes Radio) 
Entravision    KDLD-FM/KDLE-FM, KLLY-FM, KSSE-FM 
Grupo Radio Centro    KXOS-FM* 
Radio Nueva Vida    KLTX-AM, KMRO-FM 
 
* Operated via a LMA with owner Emmis Communications; repped by Clear Channel 
Radio Sales 
 
NEWSPAPERS: 
El Clasificado     
impreMedia    La Opinión 
Tribune Co.    Hoy L.A. 
Freedom Communications    Excelsior 
Eastern Group Publications    Comet, Eastside Sun, Northeast Sun, Mexican American 
Sun

http://www.univision.com/content/content.jhtml?cid=353270&amp;pagenum=3
http://www.univision.com/content/channel.jhtml?chid=6&schid=1611
http://www.krca62.tv/
http://www.mtvtr3sla.com/
http://www.kjla.com/
http://www.aztecaamerica.com/
http://www.vmetv.com/
http://www.telemundo52.com/index.html
http://www.canal22.tv/
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2    NEW YORK    

Total Population (2009):    20,827,367 
Hispanic Population (2009):    4,407,564 
 
Total Population - Estimated (2014):    21,016,685 
Hispanic Population - Estimated (2014):         4,632,116 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $471,078,515.05 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$60,188,963.38 
 
LANGUAGE USE 
English Dependent:    526,973 
Bilingual English Preferred:    1,104,579 
Bilingual English/Spanish:    629,622 
Bilingual Spanish Preferred:    892,087 
Spanish Dependent:    847,089 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    WNJU-Channel 47    www.telemundo47.com 
Univision    WXTV-Channel 41 
TeleFutura    WFUT-Channel 68 
Azteca América    WNYN-Channel 39 
CV Network    WPXO-Channel 34 
Mega TV    WRNN-Channel 48.2 
V-me    WNET-Channel 13.3 
LATV    WPIX-Channel 11.3 
Estrella TV    WASA-Channel 25 
 
RADIO: 
Univision Radio    WADO-AM, WQBU-FM & WXNY-FM 
SBS    WPAT-FM & WSKQ-FM 
 
NEWSPAPERS: 
impreMedia    el Diario/La Prensa, Hoy New York 
Ibarria Media Group    El Especial, El Especialito 
New York Daily News    Hora Hispana, Viva New York 
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3    HOUSTON  

Total Population (2009):    6,088,439 
Hispanic Population (2009):    2,068,760 
 
Total Population - Estimated (2014):    6,696,232 
Hispanic Population - Estimated (2014):         2,397,462 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $109,125,186.29 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$22,986,908.49 
 
LANGUAGE USE 
English Dependent:    289,694 
Bilingual English Preferred:    491,323 
Bilingual English/Spanish:    281,317 
Bilingual Spanish Preferred:    365,492 
Spanish Dependent:    415,871 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KTMD-Channel 47    www.telemundohouston.com 
Univision    KXLN-Channel 45 
TeleFutura    KFTH-Channel 67 
Estrella TV    KZJL-Channel 61 
Azteca América    KUVM-Channel 34 
TV Informa (Lotus)    KHLM-Channel 43 
Vasallovision    KAZH-Channel 57    www.kazh57.com   
Mega TV    KJIB-Channel 29 
V-me    Channel 8.2 
LATV    KPRC-Channel 2.3 
 
RADIO: 
Univision Radio    KAMA-FM, KLAT-AM, KRTX-AM, KLTN-FM & KOVE-FM 
Liberman Broadcasting    KEYH-AM, KQUE-AM, KIOX-FM, KJOJ-FM, KNTE-FM, KQQK-
FM, KTJM-FM 
CBS Radio    KLOL-FM 
ESPN Deportes Radio    KYST-AM 
 
NEWSPAPERS: 
impreMedia    Rumbo 
Houston Chronicle    La Voz de Houston 
Newspan Media Corp.    Semana News 
 
 

 
 



 47 

4    CHICAGO  

Total Population (2009):    9,823,067 
Hispanic Population (2009):    1,986,536 
 
Total Population - Estimated (2014):    10,158,979 
Hispanic Population - Estimated (2014):         2,199,654 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $215,768,428.15 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$26,353,022.92 
 
LANGUAGE USE 
English Dependent:    281,678 
Bilingual English Preferred:    438,248 
Bilingual English/Spanish:    262,162 
Bilingual Spanish Preferred:    392,191 
Spanish Dependent:    399,573 
 

LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    WSNS-Channel 44     www.telemundochicago.com 
Univision    WGBO-Channel 66 
TeleFutura    WXFT-Channel 60 
Azteca América    WCHU-Channel 61 
Mega TV    WOCK-Channel 13 
V-me    WTTW-Channel 11.4 
LATV    WGN-Channel 9.2 
 
RADIO: 
Clear Channel    WNUA-FM 
Univision Radio    WOJO-FM, WPPN-FM, WVIV-FM/WVIX-FM, WRTO-AM 
SBS    WLEY-FM 
 
NEWSPAPERS: 
Tribune Co.    Hoy 
impreMedia    La Raza 
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5    MIAMI-FT. LAUDERDALE  

Total Population (2009):    4,242,084 
Hispanic Population (2009):    1,972,614 
 
Total Population - Estimated (2014):    4,320,722 
Hispanic Population - Estimated (2014):         2,121,584 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):    
$76,728,341.69 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$32,680,441.86 
 
LANGUAGE USE 
English Dependent:    112,715 
Bilingual English Preferred:    508,714 
Bilingual English/Spanish:    290,893 
Bilingual Spanish Preferred:    412,658 
Spanish Dependent:    494,292 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    WSCV-Channel 51    www.telemundo51.com 
Univision    WLTV-Channel 23 
TeleFutura    WAMI-Channel 69 
Mega TV    WSBS-Channel 22 
América TeVe    WJAN-Channel 41 
Gen TV    WGEN-Channel 8 
CV Network    WFUN-Channel 48 
LATV    WPLG-Channel 10.2 
Estrella TV    WSVN-Channel 7.2 
V-me    WPBT-Channel 2.3 
 
RADIO: 
GLR Networks    WSUA-AM Caracol 1260 
Univision Radio    WAMR-FM, WAQI-AM, WRTO-FM, WQBA-AM 
SBS    WCMQ-FM, WRAZ-FM, WRMA-FM, WXDJ-FM 
Clear Channel     WMGE-FM 
ESPN Deportes Radio    WOCN-AM 
Fútbol de Primera/Unión Radio Venezuela    WURN-AM 
Fenix Broadcasting    WRHC-AM, WWFE-FM 
 
NEWSPAPERS: 
McClatchy Co.    El Nuevo Herald 
Americas Publishing    Diario Las Américas 
Ibarria Media Group    El Especial 
Tribune Co.    El Sentinel  
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6    DALLAS-FT. WORTH  

Total Population (2009):    7,111,841 
Hispanic Population (2009):    1,931,404 
 
Total Population - Estimated (2014):    7,890,212 
Hispanic Population - Estimated (2014):         2,312,590 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $135,402,025.18 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$22,311,651.20 
 
LANGUAGE USE 
English Dependent:    290,072 
Bilingual English Preferred:    411,049 
Bilingual English/Spanish:    227,305 
Bilingual Spanish Preferred:    343,502 
Spanish Dependent:    439,808 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KXTX-Channel 39    www.telemundodallas.com 
Univision    KUVN-Channel 23   
TeleFutura    KSTR-Channel 49 
Mega TV    KODF-Channel 26 
Estrella TV    KMPX-Channel 29 
LATV    KDAF-Channel 33.2 
 
RADIO: 
Univision Radio    KDXX-FM, KESS-FM, KFLC-AM, KFZO-FM, KLNO-FM  
CBS Radio    KMVK-FM 
Liberman Broadcasting    KBOC-FM, KNOR-FM, KTCY-FM, KZMP-AM, KZZA-FM 
 
NEWSPAPERS: 
A.H. Belo Corp.    Al Día 
McClatchy Co.    La Estrella en Casa 
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7    SAN FRANCISCO-OAKLAND-SAN JOSE  

Total Population (2009):    6,953,092 
Hispanic Population (2009):    1,582,387 
 
Total Population - Estimated (2014):    7,176,262 
Hispanic Population - Estimated (2014):         1,717,624 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $180,383,705.84 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$24,117,970.74 
 
LANGUAGE USE 
English Dependent:    358,369 
Bilingual English Preferred:    357,408 
Bilingual English/Spanish:    178,214 
Bilingual Spanish Preferred:    258,891 
Spanish Dependent:    268,732 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KSTS-Channel 48    www.telemundo48.com 
Univision    KDTV-Channel 14 
TeleFutura    KFSF-Channel 66 
Estrella TV    KTNC-Channel 42 
Azteca América    KBWB-Channel 20.4 
V-me    KTEH-Channel 54.2, KQED-Channel 9.4, KQET-Channel 25.3 
LATV    KTVU-Channel 2.3 
 
RADIO: 
Univision Radio    KSOL-FM/KSQL-FM, KVVF-FM, KBRG-FM 
SBS    KRZZ-FM 
Clear Channel    KSJO-FM 
Duharte Broadcasting    KZSF-AM 
 
NEWSPAPERS: 
impreMedia    El Mensajero 
Media News Group    Fronteras 
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8    PHOENIX      

Total Population (2009):    5,249,107 
Hispanic Population (2009):    1,541,554 
 
Total Population - Estimated (2014):    6,066,400 
Hispanic Population - Estimated (2014):         1,912,325 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $96,066,542.66 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$16,793,261.82 
 
LANGUAGE USE 
English Dependent:    356,579 
Bilingual English Preferred:    346,319 
Bilingual English/Spanish:    174,814 
Bilingual Spanish Preferred:    218,644 
Spanish Dependent:    264,780 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KTAZ-Channel 39 
Univision    KTVW-Channel 33 
TeleFutura    KFPH-Channel 35 
Estrella TV    KVPA-Channel 42 
Lotus Communications    KPHE-Channel 44 
MTV Tr3s    KEJR-Channel 43     
Azteca América    KPDF-Channel 41 
 
RADIO: 
Univision Radio    KHOT-FM, KOMR-FM/KQMR-FM 
Entravision    KMIA-AM, KDVA-FM/KVVA-FM, KLNZ-FM 
Sun City Communications    KVIB-FM 
Radio Campesina    KNAI-FM 
 
NEWSPAPERS: 
Elvira Espinosa    La Voz 
Manny Garcia    Prensa Hispana    
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9    SAN ANTONIO  

Total Population (2009):    2,404,081 
Hispanic Population (2009):    1,305,189 
 
Total Population - Estimated (2014):    2,651,157 
Hispanic Population - Estimated (2014):         1,461,697 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $38,301,743.92 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$14,943,770.15 
 
LANGUAGE USE 
English Dependent:    308,339 
Bilingual English Preferred:    446,730 
Bilingual English/Spanish:    163,495 
Bilingual Spanish Preferred:    143,863 
Spanish Dependent:    124,749  

  
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KVDA-Channel 60 
Univision    KWEX-Channel 41 
TeleFutura    KNIC-Channel 17 
Azteca América    KTDF-Channel 18/KVDF-Channel 31 
V-me    KLRN-Channel 9.3 
LATV    KSAT-Channel 12.2 
Estrella TV    KENS-Channel 5.2 
 
RADIO: 
Univision Radio    KCOR-AM, KBBT-FM, KGSX-FM, KROM-FM, KXTN-FM 
Border Media    KLEY-FM, KRIO-FM, KSAH-FM, KHHL-FM 
D&E Broadcasting    KEDA-AM 
 
NEWSPAPERS: 
San Antonio Express-News    Conexión 
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10    McALLEN-BROWNSVILLE-HARLINGEN  

Total Population (2009):    1,223,710 
Hispanic Population (2009):    1,100,976 
 
Total Population - Estimated (2014):    1,377,248 
Hispanic Population - Estimated (2014):         1,237,102 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $11,461,319.47 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$9,108,739.49 
 
LANGUAGE USE 
English Dependent:    71,172 
Bilingual English Preferred:    294,495 
Bilingual English/Spanish:    199,242     
Bilingual Spanish Preferred:    203,929 
Spanish Dependent:    197,795 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KTLM-Channel 40    www.telemundo40.com 
Univision    KNVO-Channel 48 
TeleFutura    KTFV-Channel 32/KVTF-Channel 20 
Azteca América    KNDF-Channel 57/KBDF-Channel 64 
LATV    KRGV-Channel 5.2 
Estrella TV    KVEO-Channel 23.2 
V-me KMBH- Channel 38.2 
 
RADIO: 
Univision Radio    KGBT-AM & FM, KBTQ-FM 
Entravision    KKPS-FM & KNVO-FM 
Border Media    KESO-FM 92.7/XHRR-FM, XHCAO-FM, XHAVO-FM 
 
NEWSPAPERS: 
Freedom Communications    El Nuevo Heraldo, La Frontera - Noticias del Valle 
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11    SACRAMENTO-STOCKTON-MODESTO  

Total Population (2009):    4,033,937 
Hispanic Population (2009):    1,030,261 
 
Total Population - Estimated (2014):    4,272,044 
Hispanic Population - Estimated (2014):         1,170,167 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $79,065,309.15 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$12,957,997.51 
 
LANGUAGE USE 
English Dependent:    306,032 
Bilingual English Preferred:    240,239 
Bilingual English/Spanish:    103,938 
Bilingual Spanish Preferred:    124,264 
Spanish Dependent:    145,901 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KCSO-Channel 33 
Univision    KUVS-Channel 19 
TeleFutura    KTFK-Channel 64 
V-me    KVIE-Channel 6.3 
LATV    KTXL-Channel 40.2 
Estrella TV    KTNC-Channel 14 
 
RADIO: 
Entravision    KRCX-FM & KXSE-FM 
Bustos Media    KBAA-FM, KLMG-FM, KTTA-FM 
 
NEWSPAPERS: 
McClatchy Co.    Vida En El Valle 
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12    FRESNO-VISALIA  

Total Population (2009):    1,939,261 
Hispanic Population (2009):    1,006,230 
 
Total Population - Estimated (2014):    2,090,819 
Hispanic Population - Estimated (2014):         1,132,033 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $25,664,242.62 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$9,145,486.93 
 
LANGUAGE USE 
English Dependent:    218,186 
Bilingual English Preferred:    228,934 
Bilingual English/Spanish:    123,893 
Bilingual Spanish Preferred:    147,575 
Spanish Dependent:    176,130 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KNSO-Channel 51    www.telemundofresno.com 
Univision    KFTV-Channel 21 
TeleFutura    KTFF-Channel 41/48/61 
Mega TV    KSDI-Channel 33.2 
V-me    KVPT-Channel 18.3 
Azteca América KMSG-Channel 39 
Estrela TV    KFRE-Channel 36.2 
LATV    KSEE-Channel 24.3 
 
RADIO: 
Univision Radio    KLLE-FM, KOND-FM, KRDA-FM 
Clear Channel     KFSO-FM 
Radio Campesina    KUFH-FM 
 
NEWSPAPERS: 
McClatchy Co.    Vida En El Valle 
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13    SAN DIEGO  

Total Population (2009):    2,991,460 
Hispanic Population (2009):    928,275 
 
Total Population - Estimated (2014):    3,061,323 
Hispanic Population - Estimated (2014):         995,210 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $58,822,844.99     
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$10,676,552.56 
 
LANGUAGE USE 
English Dependent:    171,563 
Bilingual English Preferred:    237,069 
Bilingual English/Spanish:    116,793 
Bilingual Spanish Preferred:    150,962 
Spanish Dependent:    146,253 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    XHAS-Channel 33    www.telemundo33.com 
Univision    KBNT-Channel 17 
TeleFutura    KDTF-Channel 36 
Azteca América KZSD-Channel 41 
V-me    KPBS-Channel 15.2 
Estrella TV    KSDX-Channel 29 
 
RADIO: 
GLR Networks    W Radio 690 XEWW-AM 
Univision Radio    KLNV-FM & KLQV-FM 
Uniradio    XEMO-AM, XHTY-FM, XERCN-AM, XHA-FM, XHFG-FM 
MVS Comunicaciones    XHGLX-FM, XHOCL-FM, XTIM-FM 
Radio Imagen    XLTN-FM 
 
NEWSPAPERS: 
Laina & Associates Inc.    El Latino 
San Diego Union-Tribune    Enlace 
Healy Media Inc.    Diario San Diego 
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14   DENVER  

Total Population (2009):    4,037,798 
Hispanic Population (2009):    852,016 
 
Total Population - Estimated (2014):    4,381,762 
Hispanic Population - Estimated (2014):         988,854 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $92,344,822.14 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$11,433,737.25 
 
LANGUAGE USE 
English Dependent:    293,632 
Bilingual English Preferred:    167,956 
Bilingual English/Spanish:    79,780 
Bilingual Spanish Preferred:    92,103 
Spanish Dependent:    121,717 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KDEN-Channel 25 
Univision    KCEC-Channel 50 
TeleFutura    KTFD-Channel 14 
Azteca América    KZCO-Channel 27 
V-me    KRMA-Channel 18DT 
Estrella TV    KWHD-Channel 46 
 
RADIO: 
Entravision    KMXA-AM, KJMN-FM & KXPK-FM 
Latino Communications    KBNO-AM 
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15    EL PASO  

Total Population (2009):    966,985 
Hispanic Population (2009):    762,271 
 
Total Population - Estimated (2014):    1,039,126 
Hispanic Population - Estimated (2014):         831,438 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $11,647,196.60 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$7,549,581.70 
 
LANGUAGE USE 
English Dependent:    76,306 
Bilingual English Preferred:    233,573 
Bilingual English/Spanish:    124,207 
Bilingual Spanish Preferred:    123,321 
Spanish Dependent:    122,754 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KTDO-Channel 48 
Univision    KINT-Channel 26 
TeleFutura    KTFN-Channel 65 
Azteca América    KAEP-Channel 42 
LATV    KVIA-Channel 7.4 
Estrella TV    KTSM-Channel 9.2 
V-me KRWG - Channel 23.3 
 
RADIO: 
Entravision    KINT-FM, KSVE-AM & KYSE-FM 
Univision Radio    KAMA-AM, KBNA-AM & FM 
MVS Comunicaciones    XHPX-FM 
Grupo Radio Mexico    XEJ-AM, XHTO-FM, XHNZ-FM 107.5, XHIM-FM 105.1, XHEM-
FM 103.5 
 
NEWSPAPERS: 
El Diario    El Diario de El Paso 
El Paso Times    El Paso y Más 
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16    ALBUQUERQUE-SANTA FE 
 
Total Population (2009):    1,866,498 
Hispanic Population (2009):    755,592 
 
Total Population - Estimated (2014):    1,983,502 
Hispanic Population - Estimated (2014):         892,695 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $30,450,423.98 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$9,502,193.14 
 
LANGUAGE USE 
English Dependent:    273,786 
Bilingual English Preferred:    222,925 
Bilingual English/Spanish:    78,818 
Bilingual Spanish Preferred:    66,071 
Spanish Dependent:    55,039 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    KTEL-Channel 47 
Univision    KLUZ-Channel 41 
TeleFutura    KTFQ-Channel 14 
Azteca América    KQDF-Channel 25 
Estrella TV    KOAT-Channel 7.2 
Estrella TV    KOAT-Channel 7.2 
LATV    KLUZ-Channel 42.2 
V-me KNME - Channel 5.3 
 
RADIO: 
Univision Radio    KJFA-FM & KKRG-FM 
Entravision    KRZY-AM & FM 
El Camino    KKNS-AM 
 
 
 
 



 60 

17    WASHINGTON, DC  

Total Population (2009):    6,208,940 
Hispanic Population (2009):    733,110 
 
Total Population - Estimated (2014):    6,525,130 
Hispanic Population - Estimated (2014):         851,731 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $160,094,808.58 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$12,462,122.30 
 
LANGUAGE USE 
English Dependent:    99,261 
Bilingual English Preferred:    172,922 
Bilingual English/Spanish:    91,295 
Bilingual Spanish Preferred:    130,302 
Spanish Dependent:    148,651 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    WZDC-Channel 25 
Univision    WFDC-Channel 14 
TeleFutura    WMDO-Channel 47 
Azteca América    WQAW-Channel 29 
V-me    Comcast 269/MPT 
LATV    WMDO-Channel 47 
 
 
RADIO: 
CBS Radio     WLZL-FM 
ZGS    WILC-AM 
 
NEWSPAPERS: 
 
The Washington Post    El Tiempo Latino 
Washington Hispanic 
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18    ATLANTA  

Total Population (2009):    6,667,831 
Hispanic Population (2009):    701,380 
 
Total Population - Estimated (2014):   7,569,240 
Hispanic Population - Estimated (2014):         903,386 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $141,653,252.25 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$8,945,719.43 
 
LANGUAGE USE 
English Dependent:    83,290 
Bilingual English Preferred:    115,135 
Bilingual English/Spanish:    64,298 
Bilingual Spanish Preferred:    111,018 
Spanish Dependent:    229,971 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Univision    WUVG-Channel 34 
TeleFutura    WUVG-Channel 34.2 
Telemundo    Comcast 73/Channel 47 
Azteca América    WUVM-Channel 4 
 
RADIO: 
Clear Channel    WBZY-FM 
Davis Broadcasting    WNSY-FM/WLKQ-FM 
 
NEWSPAPERS: 
Atlanta Journal-Constitution    MundoHispánico 
Farid Sadri    Atlanta Latino 
Margarita Wiechard    Georgia Latino News 
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19     PHILADELPHIA  

Total Population (2009):    7,871,642 
Hispanic Population (2009):    683,853 
 
Total Population - Estimated (2014):    8,051,201 
Hispanic Population - Estimated (2014):         767,198 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $170,657,840 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$9,109,303.56 
 
LANGUAGE USE 
English Dependent:    124,197 
Bilingual English Preferred:    186,376 
Bilingual English/Spanish:    103,352 
Bilingual Spanish Preferred:    95,502 
Spanish Dependent:    94,601 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    WWSI-Channel 62 
Univision    WUVP-Channel 65 
TeleFutura    WFPA-Channel 28 
Azteca América    WZPA-Channel 26 
 
RADIO: 
Clear Channel    WUBA-AM 
Davidson Media Group    WEMG-AM 
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20    ORLANDO-DAYTONA BEACH-MELBOURNE  

Total Population (2009):    3,706,345 
Hispanic Population (2009):    670,496 
 
Total Population - Estimated (2014):    4,141,649 
Hispanic Population - Estimated (2014):         841,515 
 
Annual Household Expenditures Total: Overall Aggregate - 2009 (in 000s):   
 $66,238,969.97 
Annual Household Expenditures Total: Hispanic Aggregate - 2009 (in 000s):    
$8,572,335.09 
 
LANGUAGE USE 
English Dependent:    89,829 
Bilingual English Preferred:    220,571 
Bilingual English/Spanish:    110,222 
Bilingual Spanish Preferred:    102,930 
Spanish Dependent:    90,524 
 
LOCAL HISPANIC MEDIA  
 
TELEVISION: 
Telemundo    WTMO-Channel 40 
Univision    WVEN-Channel 26 
TeleFutura    WOTF-Channel 43 
Estrella TV    WESH-Channel 2.3 
V-me WMFE - Channel 24-2 
 
RADIO: 
Clear Channel     WRUM-FM 
Entravision    WNUE-FM 
 
NEWSPAPERS: 
Tribune Co.    El Sentinel 
impreMedia    La Prensa 
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HOLA NETWORKS is the largest display advertising and performance-based 
internet network focused exclusively on serving the needs of U.S. Hispanic 
advertisers and premium website publishers. Created by Hispanic online ad sales 
veterans and internet business development pioneers, HOLA NETWORKS has been 
expressly developed to specifically address the wants and needs of Hispanic media 
companies so they can further diversify their online media strategies.  

HOLA NETWORKS brings together the sophisticated tools and expertise from a 
general market Internet organization and the credibility and marketing know-how 
from an active U.S. Hispanic internet advertising sales organization – Hispanic Online 
Advertising Inc.  

HOLA NETWORKS provides extended reach across branded websites to over 6 million 
US Hispanics and delivers millions of impressions monthly.  

HOLA NETWORKS utilizes OpenAdstream®, one of the top ad serving technologies in 
the world. This enables us to offer clients the same level of sophistication in 
technology and optimization capabilities that is currently available in the general 
market.  

Contact: 
2100 Ponce De Leon Blvd., Suite 1010 
Coral Gables, FL 33134 
Phone: 305-460-8288  

 
 

http://www.holanetworks.net
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Telemundo Communications Group - The Hispanic Media Company of Today and 
The Future    

INNOVATION 
 
Welcome to the Hispanic media company of today and the future, where collaborative 
innovation is the culture — and the best way to engage Hispanic consumers. By design, The 
Telemundo Communications Group thrives on pushing the creative envelope and understands 
the importance of creating custom solutions for your brands. Whether it is writing compelling 
storylines, reshaping commercial pods or creating unique broadband series, we are the bridge 
where Hispanic culture, entertainment and commerce meet. 
 
INSIGHT 
 
The Telemundo Communications Group is a proven leader in Hispanic consumer research. We 
offer a wide variety of syndicated and custom proprietary research solutions to help you 
target, analyze and enhance your Hispanic marketing initiatives. Access real-time data and 
cutting edge analyses to discover what makes Hispanics try, consume and love your products. 
 
INTEGRATION 
 
Be a part of the story. The Telemundo Communications Group can weave your brand 
organically into our original prime-time novelas, reality series and daily shows across multiple 
touch points. Plus, we can measure the performance of our branded entertainment in 
primetime every night. There's no better way to make your brand the star. 
 
Whether it's on-air, online, onsite or on-the-go, sports, specials, late-breaking news or 
blockbuster novelas, The Telemundo Group's custom innovative solutions surround and 
engage your target across all touch points. 

Contact: Network Sales- Mike Rodriguez, Telemundo, Senior Vice President, Sales and 
Marketing - Michael.rodriguez@nbcuni.com; 212-664-7417 
Local Sales- Enrique Perez, Telemundo, Senior Vice President, Station Sales - 
Enrique.perez@nbcuni.com; 212-664-3036  

http://www.telemundo.com


 66 

 

    
 
 
 
Grupo Latino de Radio (GLR) is part of Union Radio, holding company for Grupo 
PRISA’s radio assets. With more than 1,220 stations in 10 countries, we are the pre-
eminent Spanish-language radio group in the world — 26 million people tune into 
Union Radio’s programs each day. GLR operates two radio stations in the U.S. — 
Caracol 1260 WSUA-AM in Miami and W Radio 690 XEWW-AM in Los Angeles. GLR 
Networks is the production and distribution arm that supplies Spanish-language radio 
stations in the U.S. with world-class news services (Minuto 60 or Minuto Deportivo, 
among others), sports (exclusive radio rights for Chivas de Guadalajara, coverage of 
six more teams in the Mexican first-division soccer league, exclusive radio rights for 
Copa Santander Libertadores and Copa Nissan Sudamericana, Rumbo a Sudafrica 
with Jorge Campos, and more), Entertainment (De Paisano a Paisano) and 
community programming (Cita con el Doctor), as well as a variety of musical formats 
(40 Principales and Flash Grupero).  
   
For more information, please contact Luigi Bellizzi: 305 644 6641 – 
lbellizzi@glrnetwork.com  
 

http://www.glrnetworks.com
mailto:lbellizzi@glrnetworks.com
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El Clasificado is a dynamic Hispanic media company offering a variety of unique 
verticals to capture specific niches within the grassroots Latino Hispanic community:  

   
·       Quinceañeras: Quinceanera.com, with over 50,000 monthly online 
visitors, serves its audience a weekly e-newsletter, two special print 
supplements and a biannual Expo. Approximately 3,000 Latinas and their 
families planning for the traditional Quinceañera celebration attend El 
Clasificado’s biannual Expo. Advertising opportunities include web/newsletter 
banners, event sponsorships and print supplement ads.  
 
·       Small Business Owners: “Su Socio de Negocios” offers Spanish 
speaking Latino micro-entrepreneurs the latest business news, relevant 
articles on Su Socio de Negocios.com, as well as key presentations and 
resources through the series of free expos, breakfast networking events and 
weekly e-newsletter of the same name. Advertising opportunities include 
web/newsletter banners and event sponsorships.  
·       Latino Families: The “Salud y Niños” biweekly e-newsletter and special 
print supplement cover health and wellness issues predominant in the Latino 
community. Advertising opportunities include web/newsletter banners, event 
sponsorship, print ads and more.  

   
For advertising information, please contact Leslie Smith (800) 518-7030 or 
lsmith@elclasificado.com               
 

http://www.elclasificado.com
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ESPN Deportes is a 24/7 Spanish-language cable television network and serves the 
U.S. Hispanic market along with the ESPN Deportes Radio network. The brand is also 
represented in print, with the full-color glossy publication ESPN Deportes La Revista. 
 
ESPN Deportes has become the No. 1 Spanish-language network for sports news and 
information since being added to Nielsen's Hispanic sample. In 2009, ESPN Deportes 
delivered more hours of sports news and information programming than any other 
Spanish-language network. ESPN Deportes finished 2009 as the most watched and 
highest rated Spanish-language sports cable network, averaging 40,000 household 
impressions, out-delivering its closest competitor by 32%. The network delivered the 
largest average audience overall and across all male demos: 39,257 (P2+), 14,795 
(M18-34); 22,500 (M18-49) and 18,548 (M25-54) - almost doubled the network's 
closest competitor. In 2009, ESPN Deportes had 44 of the top 50 highest-rated 
sports news/commentary shows on Spanish-language cable.  
 
Contact: Santa Brito - 212-456-0252 
 
 

http://espndeportes.espn.go.com/2008/mediakit/index.html
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Terra Networks is a leading Internet company and original 
digital content producer with a primary focus on the U.S. 
Hispanic experience.  Its portal (www.terra.com) features 
News, Music, Sports, Entertainment and video platform TerraTV 
in English and Spanish.  Terra reaches the broadest audience in 
the U.S. Hispanic market, according to comScore Media Metrix 
and Nielsen/Net Ratings, and offers interactive tools and unites 
the most relevant professional and user generated content, 
offering a unique experience to the user.   

Terra is part of Terra Latin America. With presence in 18 
countries Terra Latin America has approximately 70 million 
unique visitors per month, 12 million unique users per month 
on Terra TV, with an average of 90 million streamings per 
month and a collection of 280 thousand videos.    

Terra Latin America is the leading internet company in the 
region with portals in Argentina, Brazil, Chile, Colombia, Costa 
Rica, Ecuador, El Salvador, United States, Guatemala, 
Honduras, México, Nicaragua, Panamá, Perú, Puerto Rico, 
Dominican Republic, Uruguay and Venezuela.  

http://www.terra.com
http://www.terra.com
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Online Course On Hispanic Marketing From FSU Every Semester 
 
Starting January, May and August of every year, Florida State University offers an 
online course on Hispanic Marketing Communication, under the direction of Dr. Felipe 
Korzenny. This is a "3000 level" course and can be used for academic credit and 
continuing education. The course addresses changing demographics, language, 
cultural insights, psychographics, positioning, strategy, media and research, among 
other topics. The course is designed for those already in their professions who would 
like to have a forum to discuss their experiences and learn about trends and 
emerging ideas. A certificate of completion is issued to students who fulfill all the 
course requirements.  

 
For further information and registration please contact Jennifer Boss at 
inquiries@campus.fsu.edu.  

 
The Center for Hispanic Marketing Communication at Florida State University also 
offers an undergraduate minor, a graduate certificate, and a Master's in Integrated 
Marketing Communication with an emphasis on Hispanic Marketing Communication. 
Visit http://hmc.comm.fsu.edu for more information.  

 
 
 

http://hmc.comm.fsu.edu/
http://hmc.comm.fsu.edu/
mailto:inquiries@campus.fsu.edu
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Geoscape® provides strategic consulting, analytics, market intelligence systems and data to corporations 
seeking growth by capitalizing on opportunities in culturally-diverse consumer and business segments. The 
online Geoscape Intelligence System (GIS), the DirecTarget® database enrichment system and a variety 
of geo-demographic, consumer, business and media databases enable actionable insights that lead our 
clients to gain significant business advantages. Geoscape® is pleased to have served most of the Fortune 
500 corporations over the last several years. Geoscape® is a privately held company based in Miami and 
owned by Goldman Sachs, Inc. and César M. Melgoza, Founder & CEO.  Geoscape Europe BV was 
established in 2002 by César M. Melgoza, Lex ten Veen and later Ron Cohen, serving the greater European 
community from headquarters in The Netherlands.  
   
We are an award-winning, internationally recognized firm with hundreds of clients across various 
industries. Among our diverse clients are: Allstate, BlueCross Blue Shield (various), British Telecom, 
Comcast, ConAgra, Farmers Insurance, H&R Block, Humana, Kroger, Nestlé, Publix, Qwest, Telemundo, 
TracFone, Traveler’s, Univision, Wal-Mart, and hundreds more.  
   
The Geoscape team brings a wealth of industry knowledge and expertise coupled with cultural insights and 
analytical brainpower that is unmatched in this dynamic industry.  Geoscape’s Founder & CEO, César M. 
Melgoza, is a well-known thought leader and innovative pioneer and has recruited a wide variety of highly 
talented professionals.  
   
Geoscape stands at the forefront of understanding the significant growth opportunities that America's fast 
growing new mainstream consumers represent for corporations today. We are poised to provide clients 
actionable intelligence and competitive advantages by helping them capitalize on this exciting growth 
potential.  
   
Value Proposition  Geoscape helps our clients achieve significant growth by discovering and acting upon 
opportunities arising from America's rapidly growing cultural diversity.  
   
What we Do   Geoscape provides business intelligence via strategic consulting, data-driven analytics, 
databases and automated systems to help our clients gain competitive advantages via business 
development, marketing, media and distribution.  
   
Unique Strengths   Geoscape's unique strengths include deep cultural insights backed by quantitative and 
qualitative analysis, experience across industries, sound methodologies fueled by creative thinking, 
market knowledge and expertise—all driven by our passion for innovation and client satisfaction. Our 
Geoscape Intelligence System (GIS) is a peerless “software-as-service” platform due to its combination of 
unique databases and friendly web-based interface.  Our DirecTarget® database enrichment platform 
provides unique CultureCoding™ capabilities for consumer segmentation and customer relationship 
management (CRM).  
   
How We Work  Geoscape is an ally and resource for our clients. We are called upon at many points in the 
planning and execution process in the areas of: corporate strategy, media, distribution, marketing, 
customer segmentation and research. We work as collaborators with clearly defined objectives that deliver 
measurable results to create long-term business advantages.    
   
CONTACT INFO: Geoscape 2100 W. Flagler St. Miami, FL 33135 / 888-211-9353  
geoscape.com  
 

http://www.geoscape.com
http://www.geoscape.com
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Do you need to know which advertisers are targeting Hispanic or African American 
audiences in the United States and how much they’re spending?  

  
Media Economics Group provides competitive intelligence on magazine and online 
advertising that is targeted to the Hispanic and African-American markets. Sell, buy 
and plan advertising and make informed strategic decisions with help from Media 
Economics Group proprietary data and software. 
 
Our clients have access to our detailed database of multicultural advertising activity 
via our easy-to-use, proprietary web-based media application. For a complete list of 
the magazines and web sites monitored, please contact us.  

Current services include BlackMagazineMonitor, BlackWebMonitor, 
HispanicMagazineMonitor and HispanicWebMonitor  

Media Economics Group clients include some of the leading media companies and 
advertising agencies in the country including: Accentmarketing, Batanga.com, Conill 
Advertising, Hispanic Business, Impremedia, Meredith Corp., MindShare 
Multicultural, People en Español, Siboney USA, Tapestry Partners, Televisa Publishing 
+ Digital, Univision Interactive Media, Vidal Partnership, and Telemundo Digital 
among others.  

 
Contact: Carlos Pelay, 704-841-2030 
 
 
 

 



 73 

FROM THE AUTHOR 
 
How many times have you been asked by a client, "Explain to me the Hispanic 
market"? 
 
Answering such a question isn't easy. A plethora of information exists, but finding a 
summary of all of the hot topics in one document presentable to an advertiser, 
media buyer or planner, or Hispanic marketing executive has been an uncommon 
task. 
 
The Hispanic Market Overview - 2010 is designed to offer those interested in learning 
more about the strong value marketing to U.S. Latinos presents to a company 
seeking long-term brand growth and consumer passion. 
 
This first report could not be possible without the support of our advertising sponsors 
and content partners, listed in the Acknowledgements section of the Hispanic Market 
Overview. Special thanks to Rafael Monteiro and the team at Hola Networks for the 
visionary spark that led to the creation of this report, and to Gene Bryan at 
HispanicAd.com for his invaluable assistance and guidance on the marketing, 
distribution and sponsorships of this report. 
 
Additional thanks goes out to Leslie Smith, Luigi Bellizzi, Jorge Mercado, Dr. Felipe 
Korzenny, Arthur Rockwell, Michelle Bella, Carlos Pelay, Christine Clavijo-Kish, 
Christine Escribano, Michelle Alban and my family and friends. I truly appreciate your 
encouragement and words of wisdom. This report is also produced in memory of 
Anna Maria Arias, without whom I would be where I am today. 
 
Hispanic Market Overview - 2010 is copyrighted by the JakeAdams Editorial Services 
and Research Consultancy. All rights reserved. Exclusive Hispanic-market distribution 
through HispanicAd.com. Download is available at no cost from HispanicAd.com and 
from JakeAdams.net. 
 
The JakeAdams Editorial Services and Research Consultancy 
Adam R Jacobson, founder 
1228 West Avenue, Suite 1003 
Miami Beach, FL 33139 
305.532.2928 
e-mail: adam@jakeadams.net 

jakeadams.net 
 
(C) 2010 JakeAdamsDotNet 


