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Vasquez	
  believes	
  Hispanics	
  are	
  naturally	
  predisposed	
  to	
  good	
  health.	
  However,	
  living	
  out	
  “the	
  American	
  
Dream”	
  has	
  put	
  health	
  and	
  wellness	
  on	
  the	
  back	
  burner.	
  “When	
  new	
  immigrants	
  arrive	
  they	
  have	
  low	
  

incidences	
  of	
  diabetes	
  and	
  obesity.	
  Five	
  years	
  later,	
  the	
  problems	
  arise.	
  

Vasquez	
  has	
  taken	
  to	
  the	
  internet	
  to	
  promote	
  healthy	
  living	
  among	
  Latinos	
  with	
  the	
  launch	
  of	
  
Checate.net,	
  set	
  to	
  take	
  place	
  in	
  mid-­‐February.	
  	
  It’s	
  part	
  of	
  a	
  personal	
  quest	
  for	
  Vasquez,	
  who	
  has	
  fought	
  
diabetes	
  for	
  a	
  decade.	
  The	
  goal	
  of	
  Checate.net	
  is	
  to	
  convince	
  Hispanics	
  to	
  receive	
  a	
  health	
  screening,	
  

and	
  to	
  empower	
  a	
  segment	
  of	
  Latinos	
  that	
  may	
  have	
  an	
  immediate	
  need	
  for	
  advice.	
  

“Once	
  you	
  go	
  into	
  a	
  John	
  Wesley	
  screening	
  room	
  and	
  they	
  tell	
  you	
  what	
  your	
  blood	
  sugar	
  level	
  is,	
  
regardless	
  of	
  what	
  you	
  do	
  afterward,	
  you	
  know	
  what	
  changes	
  you	
  need	
  to	
  make	
  in	
  your	
  life,”	
  Vasquez	
  
says.	
  “At	
  last	
  year’s	
  KVEA	
  event	
  we	
  saw	
  3,000	
  health	
  screenings.	
  Of	
  those	
  80	
  percent	
  needed	
  follow-­‐up	
  

care.”	
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HISPANIC	
  MARKET	
  OVERVIEW	
  2011	
  DESIGNATED	
  MARKET	
  AREA	
  (DMA)	
  GRID	
  
powered	
  by	
  Geoscape	
  

MARKETS	
  1-­‐24

	
  

	
  

	
  



	
   66	
  

HISPANIC	
  MARKET	
  OVERVIEW	
  2011	
  DESIGNATED	
  MARKET	
  AREA	
  (DMA)	
  GRID	
  
powered	
  by	
  Geoscape	
  

MARKETS	
  28-­‐50

	
  

Geoscape	
  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	
  historical	
  population	
  data	
  for	
  the	
  Top	
  50	
  Hispanic	
  Designated	
  
Market	
  Areas	
  (DMAs)	
  as	
  ranked	
  by	
  Geoscape.	
  All	
  rights	
  reserved.	
  Material	
  contained	
  herein	
  is	
  the	
  property	
  of	
  the	
  copyright	
  
holder,	
  Geoscape,	
  and	
  may	
  not	
  be	
  hosted	
  or	
  reproduced	
  without	
  the	
  consent	
  of	
  Geoscape.	
  For	
  detailed	
  information	
  on	
  annual	
  
household	
  expenditures,	
  language	
  use	
  and	
  local	
  Hispanic	
  media	
  by	
  DMA,	
  we	
  invite	
  you	
  to	
  contact	
  Geoscape	
  for	
  “Freemium”	
  
access	
  to	
  its	
  GIS	
  interactive	
  data	
  application.	
  Geoscape	
  can	
  be	
  contacted	
  at	
  888-­‐211-­‐9353.	
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Geoscape	
  serves	
  its	
  clients	
  by	
  providing	
  business	
  strategy,	
  analytics,	
  research,	
  
databases	
  and	
  automated	
  intelligence	
  systems.	
  Most	
  of	
  our	
  clients	
  subscribe	
  to	
  
our	
  online	
  platform	
  and	
  some	
  also	
  receive	
  supplemental	
  analytics,	
  consulting	
  and	
  
customized	
  solutions	
  consisting	
  of	
  a	
  blend	
  of	
  items.	
  
	
  
Geoscape	
  offers	
  self-­‐service	
  data-­‐rich	
  online	
  systems	
  and	
  full-­‐service	
  analytics	
  
and	
  consulting	
  services	
  to	
  help	
  our	
  clients	
  achieve	
  significant	
  growth.	
  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.	
  
	
  
Our	
  company	
  considers	
  our	
  clients	
  partners	
  in	
  a	
  relationship	
  where	
  win-­‐win	
  is	
  the	
  
rule	
  we	
  play	
  by.	
  We	
  strive	
  for	
  complete	
  customer	
  satisfaction	
  and	
  we	
  attempt	
  to	
  
delight	
  our	
  clients	
  with	
  the	
  service	
  level	
  they	
  expect.	
  
	
  
Geoscape	
  International,	
  Inc.	
  was	
  founded	
  in	
  1995	
  by	
  César	
  M	
  Melgoza	
  with	
  an	
  
emphasis	
  on	
  international	
  and	
  Latin	
  American	
  markets.	
  In	
  2001,	
  Geoscape	
  began	
  
focusing	
  more	
  intently	
  on	
  the	
  multicultural	
  American	
  business	
  environment	
  and	
  
in	
  June	
  2007	
  engaged	
  the	
  investment	
  firm	
  Goldman	
  Sachs.	
  Geoscape	
  serves	
  clients	
  
nationwide	
  from	
  offices	
  in	
  Miami	
  and	
  employees	
  distributed	
  throughout	
  the	
  U.S.	
  
Geoscape	
  Europe	
  BV	
  is	
  based	
  in	
  Amsterdam	
  and	
  serves	
  the	
  greater	
  European	
  
Community.	
  
	
  
	
  
	
  
	
  
CONTACT	
  INFO:	
  Geoscape	
  2100	
  W.	
  Flagler	
  St.	
  Miami,	
  FL	
  33135	
  /	
  888-­‐211-­‐9353	
  

http://www.geoscape.com	
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Telemundo	
  has	
  evolved	
  in	
  the	
  last	
  seven	
  years	
  from	
  a	
  simple	
  broadcaster	
  of	
  acquired	
  content	
  to	
  a	
  leader	
  in	
  producing	
  original	
  content	
  
specifically	
  for	
  U.S.	
  

Hispanics	
  -­‐	
  made	
  by	
  Hispanics,	
  for	
  Hispanics	
  –	
  delivering	
  today	
  more	
  than	
  3,000	
  hours	
  of	
  original	
  content	
  a	
  year.	
  

We	
  invested	
  millions	
  of	
  dollars	
  to	
  create	
  Telemundo	
  Studios	
  and	
  build	
  an	
  entire	
  industry	
  for	
  the	
  future,	
  providing	
  hundreds	
  of	
  new	
  professional	
  
jobs	
  to	
  talented	
  Hispanics	
  and	
  developing	
  talent	
  on	
  and	
  off	
  the	
  screen.	
  

Telemundo	
  evolved	
  into	
  a	
  multimedia	
  company	
  by	
  creating	
  businesses	
  that	
  did	
  not	
  exist	
  before,	
  including	
  a	
  rapidly	
  growing	
  Digital	
  business	
  and	
  
a	
  world-­‐renowned	
  International	
  operation	
  that	
  distributes	
  content	
  to	
  more	
  than	
  100	
  countries	
  in	
  over	
  35	
  languages,	
  promoting	
  U.S.	
  locations	
  
and	
  the	
  work	
  of	
  Hispanics	
  to	
  the	
  entire	
  world.	
  

Telemundo’s	
  original	
  novelas	
  connect	
  with	
  U.S.	
  Hispanic	
  viewers	
  like	
  no	
  other	
  programs	
  can.	
  Created	
  and	
  produced	
  with	
  this	
  audience	
  in	
  mind,	
  
Telemundo	
  creates	
  programs	
  that	
  are	
  relevant	
  to	
  viewers	
  by	
  highlighting	
  their	
  experiences	
  and	
  the	
  issues	
  that	
  are	
  important	
  in	
  their	
  lives,	
  while	
  
offering	
  top-­‐quality	
  entertainment.	
  Telemundo	
  was	
  the	
  first	
  Spanish-­‐language	
  network	
  in	
  the	
  U.S.	
  to	
  produce	
  original	
  content	
  

Today	
  Telemundo	
  produces	
  close	
  to	
  1,000	
  hours	
  of	
  original	
  prime	
  time	
  programming	
  a	
  year	
  in	
  HD-­‐	
  investing	
  tens	
  of	
  millions	
  of	
  dollars	
  every	
  
year	
  to	
  build	
  an	
  entire	
  industry	
  for	
  the	
  future,	
  providing	
  jobs	
  to	
  talented	
  people	
  across	
  the	
  nation	
  and	
  developing	
  talent	
  on	
  and	
  off	
  the	
  screen.	
  

Serving	
  our	
  community	
  through	
  our	
  original	
  content	
  has	
  been	
  a	
  major	
  commitment	
  since	
  we	
  began	
  producing	
  our	
  own	
  novelas	
  in	
  2003.	
  Our	
  
domestic	
  success	
  is	
  because	
  we	
  produce	
  high	
  quality,	
  relevant	
  content	
  by	
  US	
  Hispanics,	
  for	
  US	
  Hispanics.	
  In	
  our	
  novelas,	
  we	
  write	
  in	
  critically	
  
important	
  social	
  issues	
  affecting	
  Hispanics	
  including	
  AIDS,	
  2010	
  Census,	
  Latino	
  women	
  self	
  esteem,	
  immigration,	
  health,	
  workplace	
  safety,	
  
domestic	
  violence,	
  literacy,	
  eating	
  disorders,	
  rape,	
  and	
  plastic	
  surgery,	
  among	
  many	
  others.	
  

Telemundo	
  also	
  partners	
  on	
  an	
  on-­‐going	
  basis	
  with	
  the	
  leading	
  US	
  Hispanic	
  organizations	
  including	
  USHLI,	
  LULAC,	
  NHMC,	
  USHCC,	
  CNC,	
  HACR,	
  
CHLI,	
  NAHJ,	
  NCLR,	
  CHCI,	
  NPRC,	
  NiLP	
  and	
  MANA.	
  We	
  have	
  joined	
  forces	
  with	
  several	
  of	
  them	
  on	
  key	
  prosocial	
  initiatives	
  around	
  voter	
  
registration,	
  Latina	
  women,	
  the	
  2010	
  Census,	
  and	
  many	
  other	
  causes.	
  

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	
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Reaching	
  more	
  than	
  18	
  million	
  cable	
  and	
  satellite	
  households	
  in	
  the	
  country,	
  of	
  which	
  almost	
  6	
  million	
  are	
  U.S.	
  Hispanic,	
  Fox	
  Sports	
  en	
  Español	
  
is	
  the	
  leader	
  in	
  Spanish-­‐language	
  sports	
  media.	
  FSE	
  features	
  premier	
  soccer	
  programming	
  with	
  exclusive	
  coverage	
  of	
  Fútbol	
  Liga	
  Mexicana,	
  
Barclays	
  Premier	
  League,	
  Italian	
  Serie	
  A,	
  UEFA	
  Champions	
  League,	
  Copa	
  Libertadores	
  and	
  Copa	
  Sudamericana;	
  coverage	
  of	
  the	
  Major	
  League	
  
Baseball	
  regular	
  season,	
  All-­‐Star	
  Game,	
  National	
  League	
  Championship	
  Series	
  and	
  World	
  Series;	
  championship	
  boxing,	
  UFC®	
  and	
  mixed-­‐martial	
  
arts	
  across	
  four	
  compelling	
  media	
  platforms.	
  Boasting	
  more	
  than	
  2,100	
  hours	
  of	
  live	
  and	
  exclusive	
  programming,	
  a	
  robust	
  web	
  site	
  brimming	
  
with	
  streaming	
  video	
  and	
  portable	
  content	
  from	
  FSE	
  Móvil,	
  FSE	
  is	
  the	
  first	
  name	
  in	
  the	
  U.S.	
  Hispanic	
  sports	
  space.	
  	
  

Fox	
  Sports	
  en	
  Español,	
  a	
  network	
  within	
  the	
  Fox	
  Sports	
  Media	
  Group,	
  is	
  distributed	
  by	
  Fox	
  Networks	
  Group	
  and	
  operated	
  by	
  Fox	
  Pan	
  American	
  
Sports	
  LLC,	
  an	
  international	
  sports	
  programming	
  and	
  production	
  entity	
  jointly	
  owned	
  by	
  HM	
  Capital	
  Partners,	
  LLC	
  and	
  News	
  Corporation’s	
  
(NASDAQ:	
  NWS,	
  NWSA;	
  ASX:	
  NWS,	
  NWSLV)	
  Fox	
  Sports	
  International.	
  For	
  more	
  information,	
  visit	
  Fox	
  Sports	
  en	
  Español	
  online	
  at	
  
www.foxsportsla.msn.com.	
  

	
  

	
  
	
  

	
  

COMPANY	
  MISSION	
  STATEMENT:	
  

To	
  supply	
  Spanish	
  language	
  radio	
  stations	
  with	
  world	
  class	
  news	
  content,	
  compelling	
  sports,	
  entertainment	
  and	
  health	
  programming,	
  as	
  well	
  as	
  
a	
  variety	
  of	
  musical	
  formats,	
  all	
  geared	
  to	
  the	
  interest	
  and	
  daily	
  lives	
  of	
  Hispanics	
  in	
  the	
  US,	
  with	
  the	
  valuable	
  support	
  and	
  access	
  to	
  Grupo	
  
PRISA’s	
  vast	
  network	
  of	
  journalists	
  and	
  correspondents	
  in	
  22	
  countries.	
  

GLR	
  is	
  part	
  of	
  PRISA	
  Radio,	
  the	
  pre-­‐eminent	
  Spanish	
  language	
  radio	
  group	
  in	
  the	
  World	
  with	
  over	
  1,275	
  stations	
  and	
  26	
  million	
  daily	
  listeners.	
  
We	
  also	
  offer	
  a	
  pan-­‐regional	
  network	
  that	
  allows	
  coverage	
  of	
  all	
  the	
  Spanish	
  language	
  markets	
  in	
  the	
  Americas.	
  

For	
  more	
  information,	
  please	
  contact	
  Luigi	
  Bellizzi:	
  305	
  644	
  6641;	
  lbellizzi@glrnetwork.com	
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Posterscope	
  is	
  an	
  independent	
  Out	
  of	
  Home	
  communications	
  network	
  and	
  recognized	
  as	
  the	
  world’s	
  leading	
  
authority	
  on	
  OOH	
  Insights,	
  Expertise	
  and	
  Innovation	
  

Our	
  Mission	
  is	
  to	
  deliver	
  our	
  clients	
  the	
  most	
  contemporary,	
  insight	
  led,	
  communication	
  solutions	
  that	
  maximize	
  
value	
  and	
  demonstrate	
  effectiveness	
  wherever	
  and	
  whenever	
  people	
  are	
  out-­‐of-­‐home.	
  	
  
	
  
To	
  lead	
  the	
  OOH	
  industry	
  through	
  the	
  development	
  and	
  marketing	
  of	
  media	
  products	
  amidst	
  a	
  rapidly	
  evolving	
  
communications	
  landscape	
  and	
  continuously	
  changing	
  consumer	
  behavior.	
  
	
  
Contact:	
  Beatriz	
  Planas,	
  VP	
  Director	
  Multicultural	
  305-­‐418-­‐0556	
  /	
  beatriz.planas@posterscope.com	
  	
  
Address:	
  2	
  Park	
  Avenue	
  24th	
  Floor	
  New	
  York	
  NY	
  10016	
  

	
  

	
  

	
  

	
  

ZipCast	
  -­‐	
  There	
  Where	
  It	
  Matters!	
  

Advertising	
  on	
  the	
  ZipCast	
  network	
  can	
  help	
  you	
  reach	
  your	
  customers	
  when	
  and	
  where	
  it	
  counts	
  -­‐	
  at	
  the	
  point	
  of	
  
purchase.	
  Customers	
  who	
  advertise	
  on	
  the	
  ZipCast	
  network	
  have	
  increased	
  ROI	
  and	
  sales.	
  

ZipCast	
  is	
  on	
  the	
  cutting	
  edge	
  of	
  technology	
  outpacing	
  the	
  competition	
  in	
  building	
  a	
  multi-­‐cultural	
  national	
  digital	
  

advertising	
  network.	
  

•	
  Reaching	
  customers	
  where	
  they	
  work,	
  live	
  and	
  play	
  
•	
  Lower	
  cost	
  per	
  CPM	
  

•	
  Highly	
  targeted	
  audiences	
  

For	
  more	
  information,	
  call	
  1-­‐877-­‐813-­‐2121	
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VidaySalud.com™	
  is	
  designed	
  to	
  enhance	
  the	
  relationships	
  between	
  Latino	
  patients	
  and	
  their	
  physicians	
  by	
  giving	
  Hispanics	
  the	
  
information,	
  tools	
  and	
  skills	
  they	
  need	
  to	
  better	
  communicate	
  with	
  their	
  doctors,	
  to	
  ensure	
  better	
  compliance	
  with	
  physician	
  
instructions	
  and	
  to	
  deliver	
  better	
  health	
  outcomes.	
  	
  

The	
  site,	
  which	
  is	
  updated	
  daily,	
  includes	
  channels	
  on	
  Babies’,	
  Children’s,	
  Teen’s,	
  Men’s	
  and	
  Women’s	
  health;	
  on	
  Cancer,	
  
Diabetes	
  and	
  Heart	
  Disease;	
  on	
  Diet	
  &	
  Nutrition,	
  Exercise,	
  Pregnancy,	
  Stress	
  &	
  Mental	
  Health,	
  Sexual	
  Health,	
  Oral	
  Health,	
  Visual	
  
Health,	
  Health	
  &	
  Beauty,	
  Healthy	
  Living	
  and	
  Health	
  Insurance.	
  	
  It	
  also	
  provides	
  consumer	
  awareness	
  information	
  in	
  a	
  channel	
  on	
  
Quackery	
  (Charlatanería).	
  Each	
  of	
  these	
  channels	
  contains	
  original	
  health	
  content	
  created	
  especially	
  with	
  the	
  Latino	
  community	
  
in	
  mind.	
  The	
  Children’s	
  Health	
  and	
  Pregnancy	
  channels	
  also	
  feature	
  content	
  from	
  the	
  Ser	
  Padres	
  group	
  of	
  publications	
  (Parents	
  
Magazine).	
  	
  The	
  Mayo	
  Clinic	
  supplies	
  content	
  for	
  Medicina	
  al	
  Día	
  (What’s	
  new	
  in	
  Medicine).	
  	
  Another	
  important	
  feature	
  is	
  
“Health	
  A	
  to	
  Z,”	
  the	
  Harvard	
  Medical	
  School’s	
  searchable	
  database	
  of	
  symptoms,	
  diseases	
  and	
  treatments.	
  	
  This	
  important	
  
resource	
  has	
  been	
  translated	
  into	
  accessible	
  Spanish	
  and	
  edited	
  for	
  cultural	
  relevance.	
  	
  	
  

Thirteen	
  weekly	
  email	
  newsletters	
  on	
  a	
  variety	
  of	
  health	
  topics	
  are	
  available	
  through	
  free	
  registration	
  as	
  are	
  a	
  growing	
  number	
  
of	
  free	
  in-­‐depth	
  reports	
  on	
  key	
  diseases	
  and	
  wellness	
  issues.	
  	
  

Site	
  traffic	
  and	
  usage	
  are	
  growing	
  exponentially.	
  	
  As	
  measured	
  by	
  Google	
  Analytics,	
  VidaySalud.com™	
  has	
  had	
  over	
  11.2	
  million	
  
pageviews	
  from	
  over	
  4.1	
  million	
  unique	
  visitors	
  from	
  its	
  launch	
  through	
  January	
  2011.	
  	
  In	
  January	
  alone,	
  the	
  site	
  had	
  483,984	
  
visits	
  and	
  1,287,112	
  pageviews	
  from	
  418,386	
  unique	
  visitors.	
  	
  Also,	
  during	
  January,	
  1,469,368	
  double-­‐opt-­‐in	
  email	
  newsletters	
  
were	
  sent	
  to	
  subscribers.	
  

	
  

	
  

Callzilla's	
  contact	
  center	
  services	
  are	
  compelling	
  communication	
  tools	
  that	
  empower	
  your	
  company	
  to	
  
more	
  effectively	
  acquire	
  and	
  serve	
  Hispanic	
  customers.	
  
	
  

Headquartered	
  in	
  Miami,	
  Callzilla's	
  communications	
  with	
  potential	
  and	
  existing	
  Hispanic	
  customers	
  
enable	
  more	
  comfortable	
  conversations	
  and	
  places	
  Hispanics	
  more	
  at	
  ease	
  to	
  transact	
  in	
  whichever	
  may	
  
be	
  their	
  preferred	
  language,	
  Spanish	
  or	
  English.	
  Callzilla	
  offers	
  US	
  companies	
  the	
  best	
  of	
  all	
  possible	
  

worlds:	
  on-­‐shore	
  presence	
  and	
  business	
  management	
  with	
  the	
  most	
  accent	
  neutral	
  Spanish	
  of	
  the	
  
Spanish-­‐speaking	
  world.	
  
	
  

Callzilla	
  takes	
  a	
  data-­‐driven	
  approach	
  to	
  illustrate	
  the	
  impact	
  of	
  each	
  interaction	
  with	
  existing	
  and	
  
potential	
  Hispanic	
  customers,	
  and	
  provides	
  a	
  more	
  holistic	
  view	
  of	
  the	
  results	
  of	
  those	
  interactions.	
  Our	
  
value	
  proposition	
  centers	
  on	
  out-­‐preparing	
  and	
  out-­‐executing	
  our	
  competition,	
  which	
  positions	
  your	
  

company	
  with	
  the	
  best	
  opportunities	
  to	
  monetize	
  its	
  communications	
  with	
  Hispanics	
  and	
  in	
  turn,	
  build	
  
more	
  long	
  lasting	
  relationships	
  with	
  Hispanic	
  consumers.	
  
	
  

Contact	
  us	
  for	
  a	
  free	
  assessment	
  of	
  how	
  we	
  may	
  help	
  your	
  company	
  in	
  its	
  Hispanic	
  market	
  strategy.	
  	
  
	
  
1150	
  NW	
  72nd	
  Avenue	
  Suite	
  260	
  |	
  Miami,	
  Florida	
  33126	
  |	
  Tel.	
  786	
  664-­‐9700	
  ext.	
  301	
  |	
  Email:	
  info@callzilla.net	
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ESPN	
  Deportes	
  features	
  some	
  of	
  Spanish-­‐language	
  television’s	
  highest-­‐rated	
  sports	
  programs,	
  including	
  SportsCenter,	
  the	
  
network’s	
  flagship	
  studio	
  show	
  offering	
  culturally	
  relevant	
  in-­‐depthreports	
  on	
  breaking	
  news,	
  creative	
  highlights,	
  features	
  and	
  
in-­‐depth	
  analysis.	
  Other	
  signature	
  shows	
  include	
  Fútbol	
  Picante,	
  Cronómetro,	
  Jorge	
  Ramos	
  y	
  Su	
  Banda	
  and	
  Golpe	
  a	
  Golpe,	
  the	
  
network’s	
  weekly,	
  live	
  news	
  and	
  analysis	
  boxing	
  program	
  that	
  recently	
  announced	
  the	
  addition	
  of	
  legendary	
  boxer	
  Juan	
  Manuel	
  
Marquez	
  as	
  a	
  co-­‐host	
  of	
  the	
  show.	
  

ESPN	
  Deportes	
  Radio	
  is	
  the	
  Spanish	
  radio	
  station	
  that	
  serves	
  Hispanic	
  sports	
  fans	
  in	
  the	
  United	
  States.	
  Since	
  its	
  launch,	
  the	
  radio	
  network	
  has	
  
grown	
  to	
  include	
  44	
  affiliates	
  throughout	
  the	
  country	
  reaching	
  nearly	
  60%	
  of	
  the	
  Hispanic	
  population	
  in	
  the	
  U.S.	
  	
  ESPN	
  Deportes	
  Radio	
  is	
  also	
  
available	
  via	
  SIRIUS/XM	
  Satellite	
  Radio.	
  

Current	
  programming	
  includes:	
  Major	
  League	
  Baseball’s	
  regular	
  season	
  games	
  every	
  Sunday,	
  as	
  well	
  as	
  the	
  All-­‐Star	
  Game,	
  League	
  
Championship	
  Series	
  and	
  World	
  Series,	
  Spain’s	
  La	
  Liga,	
  Copa	
  Sudamericana,	
  Mexican	
  League	
  Soccer	
  and	
  the	
  2010-­‐2011	
  CONCACAF	
  Champions	
  
League.	
  	
  ESPN	
  Deportes	
  Radio	
  is	
  also	
  available	
  via	
  the	
  ESPN	
  Deportes	
  Radio	
  iPhone	
  and	
  Android	
  applications.	
  The	
  apps	
  give	
  millions	
  of	
  ESPN	
  
Deportes	
  Radio	
  listeners	
  access	
  to	
  live,	
  crystal	
  clear	
  Spanish	
  language	
  radio	
  streams,	
  fan	
  favorite	
  shows,	
  the	
  latest	
  SportsCenter	
  updates	
  every	
  
20	
  minutes,	
  popular	
  podcasts,	
  and	
  more.	
  

ESPN	
  Deportes.com	
  covers	
  more	
  than	
  20	
  different	
  sports	
  with	
  up-­‐to-­‐the-­‐minute	
  sports	
  news,	
  statistics,	
  analysis	
  and	
  real-­‐time	
  scores;	
  extensive	
  
video	
  and	
  audio	
  programming;	
  multiple	
  free	
  fantasy	
  games;	
  live	
  event	
  webcasts;	
  live	
  chat	
  with	
  players,	
  ESPN	
  experts	
  and	
  other	
  sports	
  
personalities;	
  a	
  wide	
  array	
  of	
  enterprise	
  journalism;	
  user-­‐generated	
  content	
  features	
  includes	
  message	
  boards	
  and	
  ‘conversations’,	
  with	
  fans	
  
able	
  to	
  post	
  comments	
  on	
  selected	
  news	
  items	
  and	
  blogs.	
  

ESPN	
  Deportes	
  Mobile	
  serves	
  Latino	
  sports	
  fans	
  anytime,	
  anywhere	
  and	
  via	
  any	
  device.	
  ESPN	
  Deportes	
  Mobile	
  delivers	
  ESPN-­‐branded,	
  up-­‐to-­‐
the	
  minute	
  scores,	
  headlines	
  and	
  fantasy	
  updates	
  to	
  numerous	
  wireless	
  providers.	
  

_____________________________________________________________________________________________	
  

	
  

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	
  ageneral	
  market	
  Internet	
  organization	
  and	
  the	
  credibility	
  and	
  marketing	
  know-­‐howfrom	
  
an	
  active	
  U.S.	
  Hispanic	
  internet	
  advertising	
  sales	
  organization	
  –	
  Hispanic	
  Online	
  Advertising	
  Inc.	
  HOLA	
  NETWORKS	
  provides	
  
extended	
  reach	
  across	
  branded	
  websites	
  to	
  over	
  6	
  millionUS	
  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	
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This	
  was	
  written	
  for	
  grown-­‐up's.	
  We	
  warned	
  you.	
  

who	
  we	
  belong	
  to	
  

mun2	
  is	
  part	
  of	
  telemundo	
  cable,	
  the	
  cable	
  division	
  of	
  the	
  telemundo	
  network.	
  telemundo,	
  the	
  spanish-­‐language	
  

network	
  dedicated	
  to	
  developing	
  original	
  programming	
  for	
  the	
  u.s.	
  hispanic	
  market,	
  is	
  owned	
  by	
  NBC	
  Universal,	
  a	
  
division	
  of	
  General	
  Electric.	
  (Also,	
  "We	
  Belong	
  Together,"	
  by	
  Mariah	
  Carey.)	
  

our	
  time	
  

the	
  results	
  of	
  the	
  u.s.	
  census	
  2000	
  reveal	
  that	
  latinos	
  are	
  younger	
  on	
  average	
  than	
  the	
  rest	
  of	
  the	
  country's	
  
population,	
  with	
  a	
  median	
  age	
  of	
  25.9,	
  as	
  opposed	
  to	
  35.3	
  for	
  the	
  u.s.	
  population	
  as	
  a	
  whole.	
  mun2	
  is	
  the	
  first	
  

channel	
  created	
  for	
  american	
  latino	
  youth.	
  

we	
  believe	
  

in	
  providing	
  young	
  latinos	
  with	
  a	
  unique,	
  new	
  entertainment	
  option	
  that	
  reflects	
  our	
  diverse	
  lifestyles.	
  

	
  

	
  

	
  
The	
  Leading	
  Hispanic	
  News	
  and	
  Information	
  Company	
  
700	
  S.	
  Flower	
  St.,	
  Ste.	
  3000,	
  Los	
  Angeles,	
  CA	
  90017	
  	
  
Phone:	
  (213)	
  896-­‐3600	
  	
  

www.impremedia.com	
  	
  
Want	
  to	
  know	
  more	
  about	
  the	
  Hispanic	
  market?	
  	
  
Visit	
  www.hispanicmarketinfo.com	
  

	
  

ImpreMedia	
  is	
  the	
  leading	
  Hispanic	
  News	
  and	
  Information	
  Company	
  in	
  the	
  U.S.	
  in	
  Online	
  and	
  Print.	
  impreMedia’s	
  multi-­‐
platform	
  offerings	
  range	
  from	
  Online	
  to	
  Video,	
  Social	
  Media,	
  Mobile,	
  Audio,	
  Newspapers	
  and	
  Magazines,	
  including	
  the	
  
www.impre.com	
  portal.	
  25.5%	
  of	
  all	
  U.S.	
  Hispanic	
  adults	
  use	
  an	
  impreMedia	
  network	
  product.	
  The	
  network	
  is	
  also	
  the	
  nation’s	
  
largest	
  Hispanic	
  newspaper	
  publisher	
  with	
  newspapers	
  in	
  top	
  U.S.	
  Hispanic	
  markets,	
  reaching	
  15	
  markets	
  total	
  and	
  representing	
  
59%	
  of	
  the	
  U.S.	
  Hispanic	
  population.	
  Its	
  leading	
  publications	
  include	
  La	
  Opinión	
  in	
  Los	
  Angeles	
  and	
  El	
  Diario	
  La	
  Prensa	
  in	
  New	
  
York.	
  

Committed	
  to	
  the	
  highest	
  quality	
  of	
  journalism,	
  impreMedia	
  also	
  provides	
  unsurpassed	
  Hispanic	
  news	
  content	
  to	
  partners	
  such	
  
as	
  MySpace.com,	
  V-­‐Me	
  TV,	
  the	
  McClatchy	
  Company,	
  AOL	
  Latino	
  and	
  ESPN	
  Deportes.	
  The	
  company’s	
  products	
  provide	
  
marketers	
  with	
  effective	
  multi-­‐platform	
  media	
  solutions	
  to	
  reach	
  the	
  rapidly	
  growing	
  and	
  influential	
  Hispanic	
  market.	
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Hispanic	
  Marketing:	
  Connecting	
  with	
  the	
  New	
  Latino	
  Consumer.	
  

	
  
A	
  new	
  book	
  from	
  Felipe	
  &	
  Betty	
  Ann	
  Korzenny:	
  	
  

Forthcoming	
  August/September	
  2011	
  	
  

	
  

	
  

	
  

_____________________________________________________________________________________________	
  

	
  

	
  

Azteca	
  America	
  is	
  the	
  alternative	
  choice	
  in	
  broadcast	
  television	
  for	
  Spanish	
  speaking	
  families	
  residing	
  in	
  the	
  United	
  States.	
  
Azteca	
  America	
  operates	
  in	
  66	
  markets	
  nationwide,	
  and	
  can	
  also	
  be	
  seen	
  on	
  DIRECTV	
  Mas	
  Channel	
  441	
  (AZA	
  441)	
  and	
  DISH	
  
Network	
  Channel	
  825.	
  Wholly	
  owned	
  by	
  Mexican	
  broadcaster	
  TV	
  Azteca,	
  S.A.B.	
  de	
  C.V.	
  

Azteca	
  America	
  has	
  access	
  to	
  the	
  best	
  programming	
  from	
  TV	
  Azteca’s	
  three	
  national	
  networks,	
  including	
  a	
  library	
  with	
  over	
  
200,000	
  hours	
  of	
  original	
  programming	
  and	
  news	
  from	
  local	
  bureaus	
  in	
  32	
  Mexican	
  states.	
  The	
  network	
  features	
  a	
  line-­‐up	
  of	
  
shows	
  such	
  as	
  First-­‐Division	
  Mexican	
  Soccer	
  league,	
  Network	
  newscast	
  “Noticiero	
  Nacional”	
  and	
  prime-­‐time	
  programming	
  such	
  
as	
  the	
  well	
  known	
  "Ventaneando	
  America",	
  “Cosas	
  de	
  la	
  Vida”	
  and	
  “Al	
  Extremo”.	
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GRACIAS	
  …	
  AND	
  SOME	
  FINAL	
  THOUGHTS	
  

Hello.	
  My	
  name	
  is	
  Adam	
  Reuben	
  Jacobson.	
  I’m	
  thirtysomething,	
  don’t	
  have	
  an	
  ounce	
  of	
  Latin	
  blood	
  
in	
  my	
  body	
  and	
  none	
  of	
  my	
  family	
  is	
  Hispanic	
  in	
  any	
  way.	
  At	
  least	
  not	
  that	
  I	
  am	
  aware	
  of.	
  

What	
  the	
  heck	
  do	
  I	
  know	
  about	
  Latinos?	
  Why	
  is	
  a	
  white	
  non-­‐Latino	
  so	
  dedicated	
  to	
  bringing	
  to	
  
marketers	
  and	
  advertisers	
  success	
  stories,	
  data	
  and	
  facts	
  about	
  the	
  U.S.	
  Hispanic	
  market?	
  

Because	
  it’s	
  my	
  life	
  …	
  and	
  will	
  be	
  yours	
  sooner	
  or	
  later.	
  

I	
  relocated	
  from	
  the	
  San	
  Fernando	
  Valley	
  of	
  Los	
  Angeles,	
  where	
  I	
  knew	
  
few	
  Hispanics	
  who	
  were	
  not	
  Mexican-­‐American,	
  to	
  Miami	
  in	
  August	
  
2006.	
  Since	
  then,	
  my	
  social	
  circle	
  has	
  expanded	
  to	
  include	
  a	
  group	
  of	
  
crazy	
  second-­‐generation	
  Cuban-­‐American	
  “poker	
  bratz”	
  who	
  I’d	
  
consider	
  “Nuevo	
  Latino”;	
  first-­‐generation	
  running	
  buddies	
  from	
  
Honduras	
  and	
  Peru;	
  and	
  even	
  a	
  Jewish	
  guy.	
  	
  

Oh,	
  my	
  Jewish	
  friend	
  is	
  from	
  Mexico	
  City.	
  

I	
  speak	
  Spanish	
  often	
  and	
  don’t	
  even	
  think	
  about.	
  I	
  like	
  café	
  con	
  leche,	
  
but	
  refuse	
  to	
  dip	
  a	
  buttered	
  piece	
  of	
  Cuban	
  bread	
  into	
  my	
  coffee	
  mug.	
  I	
  
am	
  on	
  a	
  quest	
  for	
  a	
  restaurant	
  that	
  can	
  make	
  sopes	
  as	
  tasty	
  as	
  the	
  ones	
  I	
  
can	
  find	
  at	
  Grand	
  Central	
  Market	
  back	
  in	
  downtown	
  L.A.	
  

I	
  just	
  wish	
  more	
  non-­‐Latinos	
  were	
  like	
  me.	
  	
  

Why?	
  Because	
  I’m	
  already	
  the	
  typical	
  American	
  of	
  the	
  ‘50s	
  –	
  the	
  2050s.	
  

Read.	
  Learn.	
  Understand.	
  	
  

Then	
  take	
  a	
  Spanish	
  class	
  si	
  ud.	
  no	
  entiende	
  la	
  lengua	
  y	
  esa	
  frase.	
  

There	
  are	
  many	
  people	
  I	
  wish	
  to	
  thank	
  for	
  the	
  creation	
  of	
  this	
  most	
  amazing	
  report.	
  First	
  and	
  
foremost	
  are	
  my	
  closest	
  friends	
  and	
  my	
  family	
  here	
  in	
  South	
  Florida;	
  in	
  my	
  hometown	
  of	
  Kingston,	
  
New	
  York;	
  and	
  my	
  family	
  and	
  friends	
  in	
  California.	
  	
  

• To	
  Gene	
  Bryan,	
  for	
  his	
  amazing	
  mentoring	
  and	
  support	
  over	
  the	
  last	
  12	
  months.	
  
• To	
  Cesar	
  Melgoza,	
  Leticia	
  Denicolo	
  and	
  Arthur	
  Rockwell	
  at	
  Geoscape	
  for	
  their	
  close	
  

collaboration	
  and	
  true	
  partnership	
  in	
  making	
  Hispanic	
  Market	
  Overview	
  2011	
  a	
  success.	
  	
  
• To	
  Rafa	
  Monteiro	
  and	
  Margot	
  Bradley	
  at	
  Hola	
  Networks,	
  for	
  providing	
  the	
  spark	
  behind	
  my	
  

first	
  Hispanic	
  Market	
  Overview	
  and	
  for	
  their	
  ideas	
  and	
  assistance	
  throughout	
  2010.	
  
• To	
  Luigi	
  Bellizzi,	
  Ricardo	
  Becerra,	
  Alex	
  Bonnet,	
  Lino	
  Garcia,	
  Dr.	
  Felipe	
  Korzenny,	
  Carl	
  

Kravetz,	
  Monica	
  Lozano,	
  Carlos	
  Pelay,	
  Beatriz	
  Planas,	
  Lisa	
  Pongritz,	
  Oscar	
  Ramos,	
  Jenn	
  
Serna	
  and	
  Neal	
  Topf	
  for	
  believing	
  in	
  the	
  power	
  of	
  the	
  U.S.	
  Hispanic	
  consumer.	
  	
  

• To	
  the	
  team	
  at	
  PR	
  Newswire	
  for	
  assisting	
  in	
  the	
  promotion	
  of	
  Hispanic	
  Market	
  Overview.	
  
• To	
  Dawn	
  Haney,	
  Jacki	
  Morris	
  and	
  Joanne	
  Davis	
  for	
  their	
  flexibility	
  in	
  allowing	
  for	
  the	
  

production	
  of	
  this	
  report.	
  
• To	
  the	
  delivery	
  guy	
  from	
  Yummy	
  Chinese	
  and	
  my	
  new	
  buddy	
  at	
  Groovy’s	
  Pizza,	
  who	
  now	
  

know	
  enough	
  about	
  the	
  U.S.	
  Hispanic	
  market	
  that	
  they	
  could	
  be	
  working	
  for	
  me!	
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