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UNIVISION IN ENGLISH? FINALLY IT GETS IN STEP
WITH THE HISPANIC MARKET

Trends Show that Spanish Is Not the Best Way to Reach Most
U.S. Latinos

Published: June 08, 2012

It must not have been an easydecision for Univision, the Spanish-language media giant, to
join ABC in creating an English-language TV network and digital platform aimed at U.S.
Latinos. Why? Because it departs sharply from Univision's long-standing position that
Spanish is the best way to communicate with Hispanics in this country.

As described by Cesar Conde, president of Univision Networks, the joint venture is "an
extension of our vision to deliver the most relevant news and information, regardless of
language, to all Hispanics." The new network will have anchors and correspondents in major
U.S. cities from Univision and ABC. Although Conde appears to minimize the importance of
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language, programming in English marks a major change in Univision's strategy.

For some time, the idea that Spanish is the route to the Hispanic market has been firmly etched in the minds of U.S.
advertisers, with some Spanish-language advocates making effective emotional appeals about the virtues of the
Spanish-language with slogans like "Spanish is the language of the heart" and "We make love in Spanish."

Media-ratings companies added to the Spanish-language case by omitting country of birth in their ratings, which
could have shown marked differences in the television viewing habits of native and foreign-born Hispanics. The
economic payoff for Univision and the Spanish-language media industry has been huge: an estimated 90 percent of
all advertising dollars directed to U.S. Hispanics are delivered in Spanish.

So why would Univision want to change its formula for success?

First, does it make sense to invest 90 percent of advertising dollars into Spanish-language media when 63 percent
of U.S. Hispanics are native-born and primarily use English-language media? This is nota new trend, and is
supported by numerous independent studies of U.S. Hispanics. And it will come to be reflected in television ratings,
as the ratings companies, in response to litigation and protests by community and industry groups, break down
Hispanic viewers by country of birth.

Secondly, the proportion of Hispanic immigrants in the United States is actually shrinking. While 40.2 percent of U.S.
Hispanics in 2000 were foreign-born, this percentage decreased to 37.1 percentin 2010. In California -- home to 14
million Hispanics -- the percentage of the foreign-born dropped from 43.9 percent to 38.2 percent. Even more
compelling is a recent study finding by the Pew Hispanic Center (2012) that net migration flow from Mexico to the
United States has stopped and may have reversed — an outcome of factors like a weakened U.S. economy,
increased border enforcementand a rise in deportations.

Thirdly, Univision has probably come to acknowledge that not all U.S. Hispanics want a steady diet of novelas, game
shows and international news -- programming that appeals primarily to Hispanic immigrants. The audience for the
new network will likely be composed primarily of native-born, English-speaking Hispanics who will wantto see
programming that is relevant to their experience in the United States.

Although Univision and ABC appear committed to expanding the variety of programming offered by the new network; it
will take considerable effort to ensure that this actually happens. For example: Will decisions about content be made
with community input from U.S. Hispanics? Will there be efforts to include Latinos as anchors or reporters who do

not fit the blonde, blue-eyed profile of both networks?

There is also a lingering question for Univision. What explanation is the company prepared to give to advertisers who
have been accustomed to hearing that Spanish was the most effective vehicle for communicating with U. S.
Hispanics? Is Univision willing to concede thatits past research and recommendations were incorrect and
potentially misleading? Advertisers deserve some explanation.

The proposed network offers great potential for providing English-speaking Hispanics with a wider variety of
programming. ltis also an opportunity to build knowledge about U.S. Latinos in the English-speaking, non-Latino
audience, as well as in the Latino audience itself. This becomes significant because future Latino growth will be
driven primarily by the children of immigrants, who are primarily English-speaking and are less likely to to know
about their culture. Let us hope that the proposed network fulfills its ambitious goals and does not disappoint the
underserved English-speaking Hispanic audience.
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