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This study reviews U.S. Spanish-language broadcast networks’ prime time 

programming content targeted to the Latino youth audience. It explores the relationship 

between the Latino youth and prime time programming by Spanish-language broadcast 

networks and how they seek to attract this market as is reflected in the characteristics 

and quantity of their content and preferred formats by using the strategic management 

theory. This study identifies the amount and type of prime time programming that was 

catered to the Latino youth audience between 2003 and 2012 by the three major 

Spanish-language networks: Univision, Telemundo, and Telefutura. An observed 

pattern reveals that prime time programming targeting Latino teenagers is relatively 

smaller and older in comparison to programming delivered through the general 

programming.  
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CHAPTER I 

INTRODUCTION 

The continuous growth of the Hispanic population in the U.S. has induced 

scholars to study young Hispanics and their television consumptions habits and 

behaviors, specifying factors affecting adoption, acculturation, and language preference 

(Greenberg & Heeter, 1983; Penaloza, 1994; Rios & Stanley, 1998). A co-sponsored 

study by MTV (the Maximo Report) was created to uncover key insights into the young 

bicultural Latino viewership and television consumption patterns (New Generation 

Latino Consortium, 2011). And yet, literature analyzing the content of Spanish-language 

broadcast networks targeting the bicultural Latino youth is limited.  

The purpose of this study is to contribute to the existing knowledge about U.S. 

Spanish-language broadcast networks and young audiences, and to analyze the 

networks’ prime time programming content targeted to said audience segment. It 

explores the relationship between the Latino youth and prime time programming by 

Spanish-language broadcast networks and how they seek to attract this market as is 

reflected in the quantity of their preferred formats. This study deals with the amount and 

type of prime time programming that was catered to the Latino youth audience between 

2003 and 2012 by the three major Spanish-language networks: Univision, Telemundo, 

and Telefutura.   

The U.S. Hispanic community is far from homogenous. As the Hispanic 

population keeps growing, segments within this group are also shaping in number and 

form. According to Nielsen, the U.S. Hispanic market could be the most diverse ethnic 
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group in the United States (Nielsenwire, 2010). For such a study, it is important to 

explain the development and conceptualization of Latinos in the United States. 

Hispanic Population in the United States 

Historically, the terms “Latino” and “Hispanic” have been widely used to define 

communities in different locations across the nation (Habell-Pallan & Romero, 2002). In 

the late 1970s, the Office of Management and Budget (OMB) set federal government 

standards for data collection regarding race. The term Hispanic was included in 

government agencies data collection forms for the first time in 1978 (Ramirez, 2005). 

Initially, the term was used to refer to individuals tracing their origins to regions like 

Puerto Rico, Cuba, Central and South America, Mexico, and other Spanish-speaking 

countries (Ramirez, 2005).  

There has been an increase in the media’s use of the term Latino as opposed to 

Hispanic as the latter denotes a marked importance of the Spanish language (Davila, 

2002) and refers to a race that traces its roots back to Spain, excluding many Spanish-

speaking individuals (Marin & Marin, 1991). The term Latino refers to Hispanics in 

general, whether they speak Spanish, English, or both. 

In 2010, the U.S. Census Bureau (2010) reported that the estimated Latino 

population in the United States had reached 48.4 million or 17% of the nation's total 

population. Currently more than two thirds (66%) of the Hispanics in the United States 

are of Mexican descent, while Puerto Ricans and Cubans represent 9 and 3.4%, 

respectively (U.S. Census Bureau, 2010). The remaining percentage (21.60%) is 

comprised of individuals from Central and South America or other Latino origin.  
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Social, political, and economic forces have led to the immigration of Latin 

Americans to the United States. These factors have not only marked the differences 

between Hispanic groups in the U.S., but also have intercultural variations within each 

respective group (Merino, 2009). 

Throughout the nation, Hispanic population growth is changing the makeup of 

both urban cities and rural America. According to the U.S. Census Bureau (2010), the 

top 5 urban markets with the largest numbers of Hispanics are New York, Los Angeles, 

Houston, San Antonio and Chicago. 

According to the Pew Hispanic Center (2005) the key source of Latino population 

growth is not so much immigration itself but the high Hispanic immigrant birthrate. By 

2020, second-generation Latinos are projected to reach 21.7 million (Figure 1); 

representing 36% of the total Latino population in the U.S. Hispanic immigrants are 

projected to increase in number to 20.6 million from 14.2 million but decrease from 40% 

to 34%. Third or higher generations of Latinos are projected to reach 18.2 million by 

2020 (Pew Hispanic Center, 2009). 

This bilingual, bicultural, and more educated young group of 21.7 million will 

consume television content in a different way than the first generation of Hispanics. 

Bilingualism is also common between second and later generations (Alba, 2005). 

Latinos will not be concentrated in large single areas since the population keeps 

growing scattered out throughout the U.S., including places where the presence of 

Latinos was not prominent or was missing (U.S. Census Bureau, 2010). 
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Figure 1. Hispanic population, actual and projected: 1980-2020, in millions. 
(Adapted from: Pew Hispanic Center, 2005). 

 

The Latino Urban Youth 

Hispanics have an average age of 27, making this segment of the population the 

youngest ethnic group in the U.S. (Cummings, Hernandez, Rockeymoore, Shepard, & 

Sager, 2011). Besides being the most diverse and multicultural group in the U.S., the 

Hispanic youth population is a rapidly growing group, indicating an extremely lucrative 

target market (Selbert, 2005). Hispanics, for instance, represent 17% of the American 

population, but 20% of the American teenage population. While one in every five 

schoolchildren in America is Hispanic, 23% of all American children, more than one third 

of all U.S. Hispanics are 18 or younger (Foxen, 2011). These same demographic 

studies show that Latino teenagers are scattered out in metropolitan areas across the 

U.S. This group possesses characteristics and trends that differ from the rest of U.S. 

Hispanics: 
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• They are now a minority majority (Selbert, 2005). 

• They are reevaluating multiculturalism, far away from historically set areas 

of race and ethnicity to a more! “mixing, blending, and blurring of 

distinctions” (Selbert, 2005, p.133).  

• Society does not isolate them or marginalize them. They enjoy wealth, 

achievement, success, a desire for quality products, and the newest 

available technology (music, video, Internet, television, movies, radio) 

(Selbert, 2005). 

• More importantly, they are independent and aspire to self-sufficiency and 

independence. Most of them have their own money to spend (Selbert, 

2005). 

• They are very optimistic and know they will most likely do better than their 

parents (Wentz, 2005). 

• Spanglish is used by a significant number of teenagers. They have almost 

made it an art form, running in and out of each language with an 

astounding flexibility (Faura, 2006).  

Not too long ago, if a Latino teenager were to be interested in watching 

programming about young Latinos, the only choice available would have been local 

news or telenovelas. Today, some English-language programming on cable is oriented 

to bilingual Latino audiences (Hoffman, 2011), such as MTV3, which was launched in 

1998. Other networks have followed that trend including LATV, which was launched in 

2003, and SiTV  (Albarran, 2009), which recently changed its name to Nuvo TV (new 

voice), attempting to better approach bicultural audiences (Steinberg, 2012).  
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Bicultural programming on cable networks ranges from popular shows like Quiero 

Mis Quince to urban Latin music videos to teen dramas produced in Latin American 

countries (Gorman, 2011). A focus that MTV3, LATV, and Nuvo TV have in common 

besides the type of audience they are targeting is the large amount of online content 

available for the new digital-oriented, millennial audiences, as opposed to traditional 

Spanish media outlets, where the distribution of online content and interaction is very 

little (Nielsenwire, 2011).  

Television is the media outlet with the greatest impact on Latino society 

(Renteria, 2007). Before Spanish language television networks can begin conveying 

programming strategies to attract a larger young Latino audience, they must understand 

the subject being addressed. The Latino urban youth is playing a role in shaping this 

country’s Spanish language TV industry including advertising and its economic 

landscape. The emergence of channels like Mun2, MTV3, and SiTV that specialize in 

young bicultural Latinos, have demonstrated the need for programming targeting the 

Latino youth. High ratings on these channels have aroused the interest of numerous 

advertisers. It has been proved that television content targeting the Latino youth can be 

popular and also profitable (De La Fuente, 2010). 

Broadcast Networks 

“In the game of American television, the bottom line has always been high ratings 

and, to this day, it still is” (Castleman & Podrazik, 1982, p. vi). Thirty-one years after it 

was first published, this statement still remains true. The entire broadcast television 

industry is centered on ratings. That is precisely one of the main goals of a television 

programmer; to maximize the size of the network’s audience (Eastman & Ferguson, 



 

 7 

2009). Therefore, the success of a Spanish-language network depends on reaching as 

many segments of the population as possible. In order to accomplish this, the programs 

have to satisfy the needs and wants of the networks’ viewership. 

The broadcast television industry is part of the advertiser-supported media. The 

programs that are distributed deliver commercials to the audience, and it is these 

commercials that enable broadcasters to generate revenues (Roman, 1998). The 

primary goal of a broadcaster is to “maximize the size of an audience targeted by 

advertisers” (Eastman & Ferguson, 2009, p. 3). The hunt for popular programming is 

built on the premise that successful shows draw a larger number of advertisers. And as 

a result, advertising fees increase on the most popular programs (Roman, 1998). Higher 

ratings in the broadcast industry are contingent to the audience’s choice of certain 

programming at certain times.  

The broadcast networks should modify their programming according to the 

viewers’ interests, which have varied over time. Any decline in the audience numbers 

can have radical repercussions for a broadcast television network, including a possible 

drastic change in its programming. This example has been previously reflected in 

Telemundo’s programming, when, for the first time, the company invested more than 

$100 million in original programming for the 2003-2004 season, adding more than 600 

hours of content that would appeal to a more bicultural demographic (Sutter, 2003). 

Then, later in early 2012, Telemundo announced that in the 2012-2013 season, it would 

increase by 40% the amount of original programming; more than 800 hours of new 

content compared to the previous season (Levine, 2012). These programming 
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investments have been the direct results of efforts trying to position the network in the 

number one spot of Latino viewership.   

Spanish-Language Broadcast Networks 

 The steadily growth of Spanish speakers in the U.S. has revealed a great 

demand for Spanish-language television content (Coffey, 2009). While the growth of 

Spanish-language broadcast networks was considerably slow at first, the industry’s 

growth exploded in the 1990s and early 2000s, after the emergence of various networks 

such as Azteca America, Telefutura, and Estrella TV (Coffey, 2009).  

 Certainly, since the addition of Spanish-language programming in the Nielsen 

rankings, Univision has positioned itself as the fifth most watched network in the U.S. 

during prime time and number one among Hispanics (Univision, 2003) as it reaches 

96% of all U.S. Hispanic households (Univision, 2012). Telemundo is the second most 

watched network by Hispanics reaching 94% of Hispanic homes (Adweek, 2011). 

Telefutura is third in Spanish-language television viewership, reaching 88% of Hispanic 

homes (Reuters, 2012). The final two contenders in the Spanish-language networks 

competition are Azteca America and Estrella TV reaching 89% and 68% respectively 

(Una Vez Mas, 2012). Spanish-language broadcast networks have introduced new 

formats over the years, such as action series and documentaries, in the effort to 

achieve successful ratings, but have also maintained some of the reliable program 

types such as soap operas and variety. 

 It is notable to point out the importance of the telenovela format, which has 

helped Spanish language networks increase their audiences. The proven success of 

this genre has helped the networks sell their high numbers of Latino viewership to major 



 

 9 

advertisers that normally buy time on English-language networks (Mayer, 2006). 

Focusing attention on the history of Spanish-language broadcast networks is not only 

valuable from a historical perspective, but it also gives an insight of the development of 

these networks and today’s viewership numbers.  

Univision 

Univision is the oldest, largest and most watched U.S. Spanish-language TV 

network in the U.S. It was created in the early 1960s as the Spanish International 

Network and later became Univision (Wilkinson, 2009). Its origins trace back to KWEX-

TV in San Antonio, which was not only Univision's first television station, but also the 

first full-time Spanish-language television station in the United States.  

This same station was also the first UHF station in the United States (Univision, 

2012a). By the 1970s, the company grew to a national network targeting and creating 

stations in markets with highly concentrated Hispanic populations like San Antonio, 

Chicago, New York, Miami, and Los Angeles (Coffey, 2009).   

Following legal disputes between executives and investors, the Spanish 

International Network was sold to Hallmark Cards Corp. in 1986. At the time, the 

network adopted its current name of Univision (Coffey, 2009; Korzenny & Korzenny, 

2005). By that time Univision had 10 owned-and-operated television stations reaching 

multiple markets in the United States. It was also distributed to other network-affiliated 

stations, satellite translator stations, and cable systems (Coffey, 2009).   

After Univision's acquisition by Hallmark things did not go so well for the Spanish-

language network. The new owners and executives did not seem to know how to 

manage and organize the newly acquired network (Korzenny & Korzenny, 2005). 
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Ultimately, the investment by Hallmark was not recovered and Univision was put up for 

sale in 1992. It was purchased by a group of investors from the United States, 

Venezuela, and Mexico (Korzenny & Korzenny, 2005). The new investors and owners 

were not only visionaries, but were also large content providers for national and 

international Spanish-language markets at the time when Univision was purchased, 

making it easier to distribute content on their new recently purchased network 

(Korzenny & Korzenny, 2005).  

This marked the beginning of the largest Spanish-language media corporation in 

the United States, and it is for this reason that it is important to provide a moderately 

detailed historical background of this network.  

Telemundo 

 Angel Flores launched the first Telemundo station in San Juan, Puerto Rico in 

1954. The station was known as WKAQ-TV, and produced several soap operas during 

the 1970s. In 1987, Reliance Corporation merged the station with two more affiliates in 

Los Angeles and Ft. Lauderdale, creating the Telemundo network. Later, the network 

purchased additional stations in San Francisco, Houston and San Antonio (Telemundo, 

2012).  

 The growth of the network continued and, in 1998, Telemundo was sold to a 

partnership between cable’s Liberty Media and media conglomerate Sony Pictures 

Entertainment (Baxter, 1999). This time the network started to implement riskier 

programming strategies as an effort to attract bicultural and bilingual audiences. The 

slogan of the network then became lo Mejor de los Dos Mundos (The best of both 

worlds). This evidently marked a new period for the network.  
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In 2002, the network was sold to NBC Universal for $2.7 billion (Adweek, 2011). 

Although this granted Telemundo access to a new and vast media catalogue through 

NBC Universal, the network continued to produce most of its prime time programming. 

Despite the large sums of investment producing original programs that would 

appeal to a more dual audience that is more bicultural, Telemundo has historically 

ranged as the number two network preferred by Latinos in the U.S. In addition, 

Telemundo is the second largest Spanish-language content producer in the world 

according to Nielsen (Adweek, 2011).  

Telefutura 

On January 14, 2002 Telefutura began broadcasting as the third Spanish-

language broadcast network in the U.S. as an alternative for Latinos 18-34 (Univision, 

2013). Owned by Univision Networks, Telefutura has fluctuated between 2nd and 3rd 

place depending on the primetime night and the programming (Guthrie, 2012).  

In late 2012 Univision Communications announced that Telefutura would be re-

launched with a new name and image called Unimas. Unimas features soap operas, 

movies and sports content as part of its prime time programming block, but geared to 

reach a younger audience than its parent network Univision (Guthrie, 2012). Unimas’ 

strategy is bringing a new perspective of Spanish-language content to its viewers, as it 

has been redeveloped for Hispanic millenials (Univision, 2013).   

Prime Time Television 

The value of prime time makes one rationally assume that it is the peak time 

period, in terms of effectiveness, in which broadcasters offer a diversity of programs. 

Historically, prime time has been the time block in which most audiences are viewing.  
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 Currently, prime time continues to be the most profitable schedule for networks 

generating billions of dollars in revenues each year (Eastman & Ferguson, 2009). As a 

result of audience fragmentation, some networks have opted out to increase their 

advertising fees to make up for that loss or in other instances to add more commercials 

to their primetime programming and also reducing the length of the programs (Eastman 

& Ferguson, 2009). That’s not the case of Spanish-language broadcast networks that 

have seen their audiences largely increase in the last few years, as the Hispanic 

population keeps also growing.  

 Currently commercial spot costs on Spanish language networks are contingent 

primarily on the ratings of a specific timeslot in the prime time schedule regardless if the 

marketer or advertiser is seeking to reach a large audience or a specific segment of the 

population. Because prime time is the most profitable time segment, programmers must 

be extremely careful about the program scheduling in prime time (Eastman & Ferguson, 

2009).  

 According to Eastman and Ferguson (2009), the complete process of prime time 

programming breaks down into three major stages: “deciding to keep or cancel already 

scheduled series, developing and choosing new programs from the ideas proposed for 

the coming season, and scheduling the entire group” (p. 139). Extensive analyses of the 

coming seasons are needed in order to comprehend and understand program 

scheduling, evaluation, selection, and promotion of the programming (Eastman & 

Ferguson, 2009). 
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Advertising 

Advertising is the livelihood of broadcast networks (Ulin, 2010), and even as the 

audience currently has access to a large number of choices available in regards to 

media consumption, television continues to be the biggest content distributor and it is 

also the medium in which marketers spend the bulk of their advertising dollars. In 2011 

alone broadcast networks in the U.S. generated $21.1 billion, in that Spanish-language 

broadcast networks accounted for $3.7 billion, a 16% overall increase from the previous 

year (Lafayette, 2012).  

Spanish-language TV in the U.S. is currently a trending topic among marketers 

and advertisers that are seeing the Hispanic population’s growth enchanting American 

corporations’ attention and are now trying to reach these consumers (Boyle, 2009). 

Researchers have revealed that some of the largest advertiser categories that 

marketers use when targeting the Hispanic market are automotive, retail and wireless 

services (Boyle, 2009). 

The effects of growing audiences are economically significant. While English-

language networks have seen a decline of advertising spending in the last few years, 

Spanish-language networks have seen their advertising revenues increase year after 

year. Hispanic advertising spending is still on the rise. In 2011 Univision’s ad revenue 

grew 16.7% from the previous year to about $2.18 billion while Telemundo’s ad revenue 

increased 2.8% to nearly $915.4 million (Steinberg, 2012).  

Programming Strategies 

 In the field of broadcast networks, successful programs distribution depends 

upon the understanding of competition features, market, and the demographic 
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characteristics of the audience (Eastman & Ferguson, 2009). According to strategic 

programming practices, there are five sets of assumptions that programmers have 

historically followed in the evaluation, selection and distribution of television programs. 

These are described as: 

• Traditionally, programmers have scheduled shows according to what is 

happening in the audiences’ lives throughout the day (Eastman & 

Ferguson, 2009). Eastman and Ferguson (2009) describe this strategic 

approach as dayparting: “scheduling different types of programs to match 

parts of the day known by such terms as early fringe or primetime” (p. 13).   

• Habit formation- means that the audience members form habits of 

watching the same programs. Preferably, habit formation suits the 

scheduling of the same programs Monday through Friday, which is also 

known as stripping (Eastman & Ferguson, 2009). This is a concurrent 

practice in the case of Spanish-language networks, in that almost all of 

their prime time programming Monday through Friday during prime time 

consists of one-hour soap operas (Mayer, 2006).  

• Control of audience flow- this is mainly the idea of shows capturing the 

audiences of the preview program (Eastman & Ferguson, 2009). When a 

show is ending, programmers implement strategies to try to achieve one 

of these three possible outcomes: to maximize the audience flowing 

through the next show, to capture the audience coming from a different 

channel, and to minimize the number of the audience that will flow away to 

other channels.  
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• Conservation of program resources- means that a broadcast network 

repeats many programs as reruns, while also recycling their shows on 

cable networks and on the Internet. Eastman and Ferguson (2009) 

describe program conservation as “an essential strategy” (p. 18). 

• Breadth of appeal- is associated with the idea of networks recovering from 

their capital investment by appealing to the various interests of a widest 

range of audience possible (Eastman & Ferguson, 2009). In the case of 

broadcast networks that also include the main Spanish-language 

networks, stations continue to air their programs nationwide in the top 

television markets trying to appeal to the widest audience possible 

transcending differences of age, sex, education and lifestyle.  

Aside from these five assumptions, broadcast networks hope to capture the 

largest possible audience in every show, particularly during prime time. To maintain 

audience flow from program to program, networks utilize classic scheduling strategies 

such as anchoring, leading-in, hammocking, blocking, linchpinning, bridging, stunting, 

counterprogramming, and supersizing (Eastman & Ferguson, 2009).  

Today, in terms of competitiveness and global and technology driven challenges, 

the Spanish-language broadcasting industry is also subject to the same distinctive 

economic properties of the media industry in general. Some literature has suggested 

that because of the uncertainty in the industry, companies often times have to reinvent 

their resources in order to gain competitive advantage (Chan-Olmsted, 2006a). Chan-

Olmsted (2006a) suggests management decisions regarding the practice of developing 

and implementing procedures that alight a company’s organizational resources with its 
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changing external environment, in other words formulation and implementing strategies, 

turn out to be much more precarious (Chan-Olmsted, 2006a). 

In recent years the network structure of Spanish-language television networks 

has become more prevalent. The three major Spanish-language networks –Telefutura, 

Telemundo, and Univision- currently represent a fairly new and growing segment in the 

matured industry of the broadcasting business (Eastman & Ferguson, 2009). The 

networks that have presence in highly Hispanic populated markets are attracting 

advertisers because of the profit potential that these networks now represent. Thus, 

prevalent programming on Spanish-language networks during primetime can be directly 

connected to economics. For these reasons programmers must formulate and 

implement the right strategic management approach when millions of dollars are at 

stake.  

Literature Review 

Strategic Management Theory 

Resource management has been around for a long time. Over the course of 

years management has become an area of interest and study for researchers and 

scholars. As a result, various management categories have been developed which have 

also helped to establish research theories.  

The second half of the 20th century witnessed the development of strategic 

management as a result of the growth of companies and industries, which comprises 

the use of various tools and techniques to study industries and the rising of strategies to 

increase advantage over competition (Albarran, 2006). According to Chan-Olmsted 

(2006), strategic management deals mainly with the incorporation of “firm decisions with 
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goals, products/services offered, and competitive approaches in the market” (p.162). 

The industry environment in which an organization competes, controls competition and 

the setting of strategies, consequently, it influences the performance of strategies 

whether these succeed or fail (Chan-Olmsted, 2006).  

From the early stages of strategic management, pioneers recognized business 

development as a new dependent position where organizations were required to adapt 

to their external environment (Jasper, 2012). As a result, the study of strategic 

management has become important as it helps to understand policy and strategic 

development within organizations. And while certain researchers define strategic 

management as a firm’s action of looking out, looking in, and looking ahead (Brinkerhoff 

1992), other researchers propose that like other social science disciplines, the main 

function of strategic management research revolves around two questions: Why do 

some firms tenaciously outperform others? (Pisano, Shuen, & Teece, 1997) and how 

firms accomplish and maintain competitive advantage? (Barney, 2001).  

Strategic management focuses on managerial practices and their connection to 

the difficulties of the real world’s organizations and rivalry (Barney & Arikan, 2001). 

Instead of viewing firms as groups with opportunities for investment, Barney and Arikan 

(2001) see strategic management as evaluating companies as groups with resources 

and the abilities by the individuals that create the strategies and apply them. Having its 

roots in industrial organization economics, strategic management can be described as a 

set of organizational objectives and decisions, and the allocation of resources required 

to achieve these goals. 
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During the 1970s Bruce Scott built on Chandler’s work on strategy to start 

research on diversification and firm’s performance (Rumelt, Schendel, & Teece, 1991). 

Rumelt, Schendel, and Teece (1991) found that Harvard economics students began to 

adjust traditional Mason/Bain studies of structure and performance and built-in diverse 

positions of companies within industries, starting with this, research of strategic groups 

within industries. In addition, scholars at Purdue University began to explore studies that 

involved the empirical connections between organizational resource choices, 

understood as strategy and the company’s performance. After these fast-tracked 

changes in the field, economic thinking started morphing into strategic management, as 

the field needed theoretical context for the empirical work (Rumelt, Schendel, & Teece, 

1991).  

Michael Porter has been recognized as one of the founding fathers of the 

strategic management concept that resulted after a series of different streams of work 

that changed the face of the economics field. Certain scholars argue that Porter made 

the largest contribution to the strategic management discipline with the work 

Competitive Strategy (1980), as the author provided strategy with a rigorous theoretical 

base, practical analytical frameworks as well as making this available to scholars and 

managerial practitioners (Rumelt, Schendel, & Teece, 1991; Stonehouse & Snowdown 

2007). Porter’s applications have become widely accepted in many fields, spawning 

numerous research projects.  

The Industrial Organization (IO) Framework 

Inside the large scope of strategic management, a fairly wide range number of 

conceptual frameworks have been established in order to recognize crucial features that 
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ultimately lead a firm to have a successful impact by utilizing the most accurate 

strategies (Mierzjewska & Hollifield, 2006). Mierzjewska and Hollifield (2006) found that 

the industrial organization (IO) approach has been widely used within strategic 

management. In addition, Albarran (2010) describes the industrial organizational (IO) 

approach as a model used “to understand and analyze the relationships that exist 

between the structure, conduct, and performance of a market across numerous 

industries” (p. 21).  

The industrial organization (IO) model focuses on a firm and its external 

environment in order to detect opportunities that would benefit the company, and 

eventually help it to position its services or products. Bain offered the organizing model 

structure-conduct-performance (SCP) that centers on a company’s conduct making its 

performance affected by its environment (Chan-Olmsted, 2006). Porter (1985) 

increased the function of the industrial organization (IO) model by identifying the five 

basic competitive forces that ultimately determine the profit potential of an industry. The 

forces that Porter identified are: 1) industry competitors; 2) the threat of new entrants; 3) 

bargaining power of buyers; 4) bargaining power of suppliers; and 5) threat of substitute 

products (Porter, 1985, p. 5).   

Porter believed that the objective of a company in an industry is to position itself 

in a place where these five competitive forces would not setback the business unit and 

ultimately make these forces work on the company’s favor. Therefore, the knowledge of 

these five forces could help a company to clearly understand its weaknesses and 

strengths in the competition, as well as proposing an adequate business strategy 

tailored to solve the particular situation of the company (Porter, 1980).  
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In the handling of the five competitive forces, Porter (1980) suggests three 

generic strategic approaches that if implemented effectively will help the company to 

outperform competitors in the industry. The first approach is cost leadership, which calls 

for the business unit to be the low-cost producer in an industry setting itself apart from 

competitors pricing wise. The second approach is differentiation, which calls for the 

elaboration of a service or product that offers unique qualities and characteristics that 

are regarded by customers as being valued and better from the services or products of 

the competition. The third approach is focus, which focuses on a limited segment and 

tries to achieve either a cost advantage or differentiation (Porter, 1980, p. 35).  

Media Firms and Strategic Management 

The media industries can be seen as the principal deliverers of information and 

entertainment. Media industries function as a window to the world while still functioning 

as its mirror (Deuze, 2009). In other words, media is unique to people, as one of its 

main functions is to communicate the culture of society while generating profits at the 

same time (Albarran, 2006). Given that reason, the area of media management became 

of interest during the 20th century after the rise of media conglomerates (Albarran, 

2006).  

Kung (2008) believes that the media industry is composed of various industries, 

conglomerates of sectors in which the creation and distribution of content as a shared 

activity are part the conglomerates’ principal functions. In addition, Kung (2008) found 

that each sector composing each media industry shares practices and is also subject to 

the same environmental changes and forces. Regarded from a management 

standpoint, media organizations have been generally focused as businesses. 
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The primary idea of strategic management in a media firm is that the competitive 

forces in the environment define the success of the media company. In a sense, if a 

strategy is formulated and implemented effectively, it can reduce the uncertainty and 

risks by performing a comprehensive analysis and implementing the right strategy for a 

particular media sector (Kung, 2008).  

Strategic management decisions are almost always dependent on the particularity of a 

specific industry.  

Media companies deal with products of content and distribution. Services and 

products offered by media companies are comprised of unique characteristics and as a 

result strategic management guidelines may widely differ from other industries (Chan-

Olmsted, 2006). Because of the duality of these products, many media firms also 

depend on a dual-revenue source derived from consumers and advertisers (Chan-

Olmsted, 2006). The public good features and various revenue sources of media 

content products have driven media firms to try to appeal their products to the largest 

possible audience. The larger the audience is, the more value of advertising spots 

(Chan-Olmsted, 2006a).  

The practice of strategic management in a media industry involves the firm’s 

evaluation of internal resources and the external changing environment in order to 

develop a competitive advantage (Chan-Olmsted, 2006a). Media firms have 

encountered difficulties in the process of achieving this goal due to the continuous path 

of having to deal with “social responsibilities, regulatory concerns, technological 

advances, and changing consumer preferences” (Chan-Olmsted, 2006a, p. 13). This 

challenge is even greater today after the surface of trends in the marketplace, such as 
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multicasting, Internet, convergence, conglomerates, globalization and demographic 

changing audiences (Chan-Olmstead, 2006).  

Media Firms and the Industrial Organization (IO) Model 

Research about media firms and strategic management has been limited; 

however there have been scholarly studies in the media industry that have utilized the 

industrial organization (IO) model as a theoretical foundation. The focus of the studies 

has been mainly on the media firms, their behavior and linkage to their external 

environment such as life changing events crafting the interests of audiences.  

An early example of the application of industrial organization (IO) approach 

involving the television programing business concerns the structural analysis of market 

competition in the U.S. television syndication industry. Chan-Olmsted (1991) examined 

the trends of competition in the television syndication industry from 1981 to 1990. The 

study involved the examination of market stability, consolidation activities, and market 

concentration. The study also analyzed the rise of the industry, its structure, and 

developing competition. The author discovered that the television syndication industry 

grew from a moderately to highly concentrated market during that decade using 

concentration ratio indexes (Chan-Olmsted, 1991).   

Chyi and Sylvie (1998) analyzed the electronic newspaper industry utilizing the 

industrial organizational (IO) model. The conclusions of the study suggested that 

because of the technology, the barriers to entry were significantly low. The results also 

showed that electronic newspapers possessed differentiation from the traditional 

newspaper. For example, electronic newspaper developed Internet-related features and 

provided content that mattered (Chyi & Sylvie, 1998). 
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In 2002, Williams conducted research on the video game industry, built on the 

industrial organization (IO) model. In the context of media products that are produced 

and distributed, Williams based the research on previous television programming 

studies by Chan-Olmsted (1991) and Litman (1979). The study examined the industry’s 

maturation stages and also measured the genre-based content within the existing 

gaming platforms at the time. The research concluded that the direct outcome of the 

videogame industry structure was the development, solid growth, and competitive 

nature of this particular industry (Williams, 2002). 

 In the examination of a media firm’s strategic management, scholars have also 

employed the resource-based view approach that centers on the company’s internal 

resources and the abilities of the firm to manage their resources (Barney & Arikan, 

2001). Liu and Chan-Olmsted (2003) conducted a study on the main U.S. broadcast 

television networks’ alliances with Internet companies from 1998 to 2001, in the context 

of convergence. The analysis concluded that broadcast networks contributed property-

based resources, while Internet companies mainly provided knowledge-based 

resources (Liu & Chan-Olmsted, 2003).   

McFayden, Finn, and Hoskins (1994) explored the allocation of resources to 

meet market demands by competing cultural industries. The study considered factors 

such as distribution, new product development, general management, organizational 

analysis and competitive strategies in a global environment, to analyze the marketing, 

management, and business decisions confronted by companies performing in the 

cultural industries. The study found that cultural products could be segmented on 

demographic, socio-economic, geographic, social class, and lifestyles variances among 
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consumers. The study also concluded that demographic variables such as age, sex, 

and education are basically descriptive segmentation bases. “The may identify the 

groups which are different, but they do not account for the differences” (McFayden, 

Finn, & Hoskins, 1994, para. 4). The study supports the argument that new cultural 

products could involve high up-front costs and have relatively short life cycles.  

Latino Youth and TV Consumption 

A number of studies have examined young Latinos and television consumption 

(Greenberg & Heeter, 1983; Penaloza, 1994; Rios & Stanley, 1998). Factors such as 

language, acculturation level, and cultural identity were the most common variables 

taken into account when the studies were conducted.  

In a study by Greenberg and Heeter (1983), the television consumption patterns 

of young Mexican-Americans in the 10th and 11th grades in five different cities in 

California, based on uses and gratifications theory, were examined to explore language 

preference by bilingual and bicultural students in the context of media consumption. The 

results were limited to this specific sub-group of Hispanics, and the findings suggested 

that the majority of participants (75%) chose to watch television in order to gain social 

learning and advice. Not only was this study conducted almost three decades ago, the 

study did not concentrate on the importance of the language factor, although the 

participants had to be bilingual. The main focus was consumption of media use  

(Greenberg & Heeter, 1983). 

Rios and Stanley (1998) conducted a survey in New Mexico on three different 

groups of Hispanics: low acculturated, bicultural, and most acculturated. The study 

surveyed 225 adult volunteers living in greater Albuquerque and found that the most 
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acculturated group was less exposed than the other two groups to Spanish-language 

television. The bilingual group was moderately positive towards Spanish-language 

television and had been fairly exposed to it. The least acculturated group was highly 

exposed to Spanish-language television and consumed Spanish-language television at 

high levels (Rios & Stanely, 1998).  

Just like any firm in an industry, Spanish-language broadcast networks battle to 

formulate and implement the right programming strategies trying to seek success and 

avoiding the negative effects of the greater external and internal transformations of their 

shifting environments. Factors ranging from the increase of competition to changes in 

demographics are changing traditional market practices and perspectives of these 

media companies (Picard, 2004). The need for Spanish-language TV networks to 

understand and adapt to the new conditions of their market demographics rapidly 

increases as the lack of such modifications can make programming fail and 

consequently lead to a loss of market share.  

Purpose of the Study 

The purpose of the study is to report a quantitative content analysis of the 

Spanish-language television prime time programs that would appeal to the Latino youth 

by the three most important Spanish-language broadcast networks. It also considers the 

type of programming broadcasted by these networks between 2003-2012.  

Prime time programming is highly important because prime time is the optimal 

time period for broadcasters in terms of effectiveness and profits, as it is also when 

most viewers are watching television. Industry reports suggest that the constant growth 
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of the Spanish-speaking population in the U.S. has revealed a great demand for Latino 

oriented television content.   

This analysis contributes to the literature covering ethnic television in that it 

further explores prime time programming designed and distributed for the Latino youth. 

Further, the findings can be useful to other broadcasters or advertisers that are 

interested in reaching young Latinos. 

The literature on strategic management offers a theoretical context for the 

formulation and implementation of strategies, as well as the effects of the industry 

environment. The theoretical basis resulted from the literature are linked to Spanish-

language broadcast networks primetime programming and their approach towards the 

young Latino audience in the context of programs being delivered during prime time. 

Spanish-language broadcast networks are perceived as firms competing in an industry 

while the Latino youth audience represents a sizeable market in need to be reached.  

Television programming represents products offered by the networks. Therefore 

Porter’s findings on competitive strategy and competitive advantage are applicable 

(Stonehouse & Snowdown, 2007). In regards to strategic management in the television 

broadcasting industry, programmers must formulate and implement the strategy that 

best fits the particular situation of the network.  

Research Questions 

After having reviewed the strategic management theory, academic literature on 

industrial organization (IO) strategy, broadcast industry data, and U.S. Hispanic 

demographics, it is clear that there is currently no other research that emphasizes the 

relationship among prime time programming by Spanish-language broadcast networks 
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and the young Latino audience. The following research questions are offered as the 

basis for this study: 

RQ 1: How many prime-time television programs targeting Latino youth were 

aired on Spanish-language broadcast networks from 2003 - 2012? 

RQ 2: Has there been an increase/decrease in the number of programs targeting 

Latino youth from 2003 - 2012? 

RQ 3: In regards to programming targeting the Latino youth, are there differences 

between the three networks’ schedules? 

 In the next chapter, the methodology applied in this content analysis is described. 

The methodology was implemented in order to answer the research questions. 

Appropriate data about programming strategies, Spanish-language broadcast networks, 

Hispanics and the Latino youth has been provided.  
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CHAPTER II 

METHODOLOGY 

This study utilizes the quantitative research method of content analysis in order 

to answer the research questions. Content analysis “is a method of studying and 

analyzing communication in a systematic, objective, and quantitative manner” (Wimmer 

& Dominick, 2005, p. 156). Furthermore, Krippendorff defines content analysis as a 

technique used to “examine data, printed matter, images, or sounds –texts- in order to 

understand what they mean to people, what they enable or prevent, and what the 

information conveyed by them does” (Krippendorff, 2004).  

 In the utilization of quantitative content analysis, Alexander (2009) states that “it 

offers the possibility of obtaining more precise, objective, and reliable observations 

about the frequency with which given content characteristics occur either singly or in 

conjunction with another” (p. 144).  Krippendorff (2004) also notes that one of the 

factors that has contributed to the increase of assigning significance to a content being 

analyzed is the evolution of the role of culture.   

Wimmer and Dominick (2011, p. 156-157) list the three characteristics of a 

content analysis: it should be systematic (selection and evaluation of content should be 

analyzed under the same set of guidelines), objective (results should be unbiased, and 

should have the same results if another researcher repeats the analysis), and 

quantitative (provides further statistical tools that help in the interpretation and analysis 

of the content). Wimmer and Dominick (2011, p. 160) also note that a content analysis 

must follow these stages: formulate the research question, define the universe in 

question, select an appropriate sample from the population, select and define a unit of 
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analysis, construct the category of content to be analyzed, establish a quantification 

system, train coder, code the content according to established definitions, analyze the 

collected data, draw conclusions, and search for indications. The content analyzed in 

this study is focused exclusively on prime-time programming by the three main Spanish-

language broadcast networks: Univision, Telemundo, and Telefutura, and the type and 

amount of programs targeting the Latino youth ages 13-17.  

The choice of the networks is supported by two factual characteristics. First, each 

network has a strong presence in the most significant U.S. Latino TV markets. And 

second, not only does each network claim to specialize in catering programming 

products for Latinos, but also asserts to be the representative media of the U.S. Latino 

community.  

Sample 

Individual programs represent the unit of analysis in the study. In regards to 

prime time scheduling practices, networks’ seasons have usually been comprised of 40 

weeks per year, starting in late September and ending in May. This practice has been 

widely employed by the networks since the 1950s (Eastman & Ferguson, 2009). 

Although the networks have historically premiered their new TV series in late 

September, some programs occasionally premiere as early as August or as late as 

November (Eastman & Ferguson, 2009). 

Given that the exact beginning and end points for broadcast television seasons 

vary, the researcher decided to draw a full week sample from the second week of 

October, as this would ensure the inclusion of new programs across the three Spanish-
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language networks; Univision, Telemundo, and Telefutura. Further, the selection of the 

second week of October is representative of the total season’s programming.   

Sampling the prime time programming block of each day of the week (Monday- 

Sunday) would remove any potential bias in the sample from sameness resulting from 

using only the same days. It also allows the study to gather an acceptable range of data 

as it can record differences in regards to programming type, form, and quantity.  

The programming line-ups were recorded from the entertainment section of the 

Dallas Morning News for the data collection of this study. A week of fall prime time 

programming was recorded from the source, specifically the second week of each 

October, from 2003 to 2012.  

A ten-year span was sampled, as this technique would permit the study to 

recognize increases and decreases of the programs as well as differences in the 

networks’ schedules. A decade is a fairly representative time frame that accurately 

represents Spanish-language broadcast network programming as a larger whole.  

The study replicates in part the design employed by Austin (1979) who studied 

prime time programming in a medium-sized market. Prime time hours comprise 7:00 to 

10:00 pm. (CST) Monday through Saturday, and 6:00 to 10:00 pm. (CST) on Sunday for 

a cumulative weekly total of 66 hours (3 networks x 22 hours of prime time 

programming per network). A total of 10 weeks were analyzed from the fall of 2003 to 

the fall of 2012. For the three networks, a cumulative total of 660 broadcast prime time 

hours.  
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Content Categories 

Wimmer and Dominick (2011) state that in the process of constructing content 

categories for content analysis, “particular studies have been productive to the extent 

that the categories were clearly formulated and well-adapted to the problem and the 

content” (p. 165). Litman and Hasegawa (1996) claim “the subjective choice of the 

number of categories and their appropriateness can greatly influence the outcome of 

diversity measurements” (p. 206). A nine -point program type index was created 

reproducing some of the program categories used by Litman and Hasegawa (1996) in a 

study of diversity in U.S. television programming, in which the researchers developed 

the categories after attempts to “identify unique categories that most closely 

accommodated the historical roots and modern day representation of television 

programming” (p. 206). Nine categories were chosen for this study for program 

placement. The categories are listed in Table 1.   

 The categories were mutually exclusive. In other words, programs were not 

double counted and did not fit in more than one category. Each program was appointed 

exclusively to a single category based on how closely the program’s content would fit in 

that designated category. Thus, the decision to assign a program to a certain category 

was the result of the content of that show fitting closely to that particular category.  

To assess the question of types of programs that were targeted to young Latinos, 

the multistage process used in the selection of the programs for this study, replicates 

Callister, Stern, Robinson, Coyne, and Bennion’s design (2011), which evaluated sexual 

content in teen-centered films. From the list of 660 hours of programming, teen-

centered programs were selected based on the following: storyline (the program had to 
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be focused on teens), teenager presence (the program featured a teenager age as the 

main protagonist, character or participant), and teenagers’ presence (the program 

featured young Latinos ages 13-17 in major and minor characters). 

 
 
Table 1 
 
Program Categories 
 

TV Narrative 

Dramatic narrative created specifically 
for television (e.g., soap operas, action 
series, police series, mini-series, 
hospital drama). 

Cinematic Narrative 

Dramatic narrative with origins in 
cinema (e.g., action movies, comedy 
movies, drama movies, horror movies, 
documentaries). 

News/Current Affairs 
Daily newscasts, discussion and 
interview programs dealing with news 
and public affairs.  

Hobby/Personal Interest Fitness, cooking, instruction 
procedures.  

Variety 

Entertainment programs (e.g., morning 
shows, sketch comedy shows, situation 
comedy, adult animation, celebrity talk 
shows)  

Game Game shows in which participants 
compete for a prize.  

Sports All sporting events, including live, pre-
recorded, or upcoming events.  

Arts/Music 
Arts performances. Exclusively 
concerts, dance, and music 
performances. 

Other Programs that do not fit in any of the 
other categories. 

Source: Litman & Hasegawa (1996) 
 

Lastly, the TV parental guidelines implemented on broadcast networks by the 

Federal Communications Commission (FCC) were applied. R-rated films were not 
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included as they mainly target adult audiences. Only programs rated with the following 

labels were included: 

• TV-G (General Audience)-means that the program is appropriate for all 

ages (Federal Communications Commission, 2013).  

• TV-PG (Parental Guidance Suggested)-program may contain content 

unsuitable for young children only (Federal Communications Commission, 

2013). 

• TV-14 (Parents Strongly Cautioned)-program contains unsuitable content 

for children under 14 (Federal Communications Commission, 2013). 

The criteria to determine the rating of a program was constructed from multiple 

sources: 1) the rating was assigned to the program using the Dallas Morning News 

program sidebar (e.g., “12 Corazones” – TV14). 2) Storylines for movies without rating 

were retrieved from Internet Movie Database (http://www.IMDb.com). 3) Titles currently 

available on DVD or streaming were also retrieved in order to check the rating and 

format of the program including and not limited to soap operas, game shows, variety, 

etc. 4) Ratings and types of formats were also retrieved from internet sites offering TV 

programming data as well as press releases by the three networks.  

A breakdown summary of the percentage of all programming by the three 

networks and categories is presented. Upon the presentation of this data, an analysis of 

the percentage of programming targeting the Latino youth is presented seeking to 

answer the research questions of the study. Further, breakdowns by year are given to 

help identify the trends across the ten-year span.     
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Access to past prime time programming of Spanish-language networks can be 

challenging, as there is not an official source holding this information.  

The original idea for the data collection of this study was to gather the data from a 

programming lineup database or periodical. Because a source with past programming 

lineups of Spanish-language broadcast networks is non-existent, it was difficult to locate 

the information needed.  

The next chapter presents the results derived from the data from the different 

sources regarding prime time television content of Spanish-language networks targeted 

to the Latino youth. The study is a quantitative content analysis of the prime time 

television content during the fall seasons of 2003 through 2012 by the three main 

Spanish-language broadcast networks.  

 

 

 

 

 

 

 

 

 

 

 

 



 

 35 

CHAPTER III 

RESULTS 

The results of this study have been compiled in the following 9 tables which 

include the number of hours (individually and cumulative) of general and teen-oriented 

prime time television programming delivered by the following networks: Telefutura, 

Telemundo, and Univision. The percentages for the categories of the general and teen-

oriented programming have also been included as part of the results. A total of 660 

hours of programming were analyzed in this study, with a total of 220 hours of content 

belonging to each of the networks that were part of the study. The analysis of the 

programs showed differences in some of the content categories of the different program 

types. Thus, this study allowed the recognition of distinguishable tendencies and 

patterns with regards to programs for the Latino youth by the three networks. 

The analysis examined the types of programming by network, as well as 

providing aggregate results derived from all three networks. Secondly, it assessed the 

overall programming for the Latino youth across all networks and categories. To provide 

a detailed and more complete set of results, additional breakdowns sorted by network 

and by category are given to help identify the amount and type of programming that was 

offered to the Latino youth across the ten-year span in which the study based its 

findings. 

General Prime Time Programming 

Table 2 presents a breakdown and summary of the hours and the percentage of 

all programming by each network across all categories during the ten years. For 

Telemundo and Univision networks, a pattern that favors TV narrative can be 
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recognized by their high percentages in this category, namely, 21.7% and 18% 

respectively. Not less important is the low percentage of the same category in the 

content of Telefutura, which accounted for only 7% of the total prime time programming.  

It is important to note that Telefutura’s overall programming showed differences 

from the other two networks in terms of categories. It devoted more time to cinematic 

narrative (18.8%), compared to Telemundo and Univision -5.5% and 0.3% respectively.  

The variety category also shows differences between the networks.  Variety 

counted for 11.1% of Univision’s programming, while roughly 1% in the other two 

networks. A similar observation can be made regarding the news category in which both 

Telemundo and Univision accounted for roughly 1%, while it was completely absent in 

Telefutura.  

The sports category accounted for 5.2% in Telefutura while only 2% in 

Telemundo and slightly 0.1% in Univision. Game shows had slightly more prominence 

in Univision (2.3%) than in Telefutura and Telemundo with roughly 0.8% and1.5%, 

respectively. In contrast to Univision and Telefutura, Telemundo’s arts/music category 

accounted for 0.6%, while there was no programming of this category on the other 

networks.  

In addition, the results show a complete absence of certain general and youth 

oriented programming in some of the categories during certain years. For example, the 

results show that news programs under general programming had a consistent 

presence every year studied except in 2009, in which this type of programming was 

completely absent. Similarly, sports programming was present throughout nine years 
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except in 2004 and 2009. The categories where no programming is present is 

represented with the number zero in tables below.     

 

Table 2 

Cumulative Breakdowns by Networks 2003 – 2012 

Network Telefutura Telemundo Univision Total

TV narrative 46.5 143.5 119 309 Hours
7.0% 21.7% 18.0% 46.8%

Cinematic narrative 124 36 2 162 Hours
18.8% 5.5% 0.3% 24.6%

News/public affairs 0 7.5 9 16.5 Hours
0.0% 1.1% 1.4% 2.5%

Hobby/personal int. 0 0 0 0 Hours
0% 0% 0% 0%

Variety 8 6.5 73 87.5 Hours
1.2% 1.0% 11.1% 13.3%

Game shows 5.5 10 15 30.5 Hours
0.8% 1.5% 2.3% 4.6%

Sports 34 15 0.5 49.5 Hours
5.2% 2% 0.1% 7.5%

Arts/Music 0 4 0 4 Hours
0% 0.6% 0% 0.6%

Other 1 0 0 1 Hours
0.2% 0% 0% 0.2%

2003 - 2012

 
 

 

Table 3 presents a yearly breakdown summary of the combined amount of hours 

and percentages of all programming across all categories by the three networks for the 

entire decade. Analyzing the totals of the ten-year span, the largest representation of 

general programming time falls within two categories: TV narrative (46.8%), and 
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cinematic narrative (24.5%). Together, these two categories account for nearly three 

fourths of primetime during the period 2003-2012.  

The subsequent major categories include variety (13.2%) and sports (7.5%). 

Game shows (4.6%) is the fifth largest category, while news/public and current affairs 

(2.5%), is in sixth place. In addition, hobby/personal interest programs were practically 

absent during the ten years studied. Few programs  

were dedicated to the arts/music category (0.6%), and the remaining category classified 

as “other” accounted for 0.2%.  

In general, it seems clear that Telemundo and Univision live up to the image of 

traditional Spanish-language networks providing large amounts of TV narrative content 

such as dramatic TV series and soap operas or telenovelas. In addition, Telefutura 

alone provided roughly more than two thirds of the total cinematic narrative or movies 

across the three networks.  

The next part of the analysis involves the programs that carried a specialized 

content involving young Latinos or targeted to this specific demographic group. The 

same programming was under examination, and the results pertaining the study’s 

research questions were also gathered from the analysis of the programming previously 

exposed.  
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Table 3

 Networks General Prime Time Programming Yearly Breakdowns 2003 - 2012 

CUMULATIVE
YEAR 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 TOTAL 

TV narrative 28 26 28.5 29.5 31 28 32 32 46 28 309 Hours
42.4% 39.3% 43.1% 44.6% 46.9% 42.4% 48.4% 48.4% 69.6% 42.4% 46.8%

Cinematic narrative 18 21.5 19.5 17 20 10 22 9 4 21 162 Hours
27.2% 32.5% 29.5% 25.7% 30.3% 15.1% 33.3% 13.6% 6.0% 31.8% 24.5%

News/public affairs 3 3 2 1 1 3.5 0 1 1 1 16.5 Hours
4.5% 4.5% 3.0% 1.5% 1.5% 5.3% 0% 1.5% 1.5% 1.5% 2.5%

Hobby/personal int. 0 0 0 0 0 0 0 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Variety 10 13 11 7.5 7 8.5 10 8.5 8 4 87.5 Hours
15.1% 19.6% 16.6% 11.3% 10.6% 12.8% 15.1% 12.8% 12.1% 6.0% 13.2%

Game shows 4 2.5 0 7 3 4 2 2 2 4 30.5 Hours
6.0% 3.7% 0% 10.6% 4.5% 6.0% 3.0% 3.0% 3.0% 6.0% 4.6%

Sports 2 0 5 4 4 10 0 11.5 5 8 49.5 Hours
3.0% 0% 7.5% 6.0% 6.0% 15.1% 0% 17.4% 7.5% 12.1% 7.5%

Arts/Music 0 0 0 0 0 2 0 2 0 0 4 Hours
0% 0% 0% 0% 0% 3.0% 0% 3.0% 0% 0% 0.6%

Other 1 0 0 0 0 0 0 0 0 0 1 Hours
1.0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0.2%

CATEGORIES BY YEAR
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Prime Time Programming for the Latino Youth 

Table 4 gives a breakdown summary of the cumulative number of hours and 

percentages of all programming targeting the Latino youth by the three networks across 

all categories for the entire decade. The network that devoted the most hours to this 

demographic group was Telefutura, which devoted 1.66% of its general programming to 

the cinematic narrative content for the Latino youth; Telemundo appeared in second 

place delivering 1.51% of programming in this category. This included teen-centered 

films or movies with teenager characters (eg, los Campeones II, los Pequeños 

Traviesos). 

In contrast, Telemundo delivered the highest number of hours in the category of 

TV narrative, delivering 0.75% of Latino youth programs. Univision ranked in second 

place with 0.60% and Telefutura third with 0.07% of TV narrative programming. This 

included dramatic TV programs portraying teenagers or specifically created to target 

this demographic (eg., la Rosa de Guadalupe, Niños Ricos Pobres Padres). 

Of equal importance is the programming in the category of game shows in which 

Univision accounted for the highest number of programs (0.75%). It included programs 

in which the participants were competing to win a prize (eg., Viva el Sueño, Buscando a 

Timbiriche). In this category, Telemundo delivered 0.15% of programming. No more 

programming appealing to the Latino youth appeared to be present in any of the 

remaining categories. 

The cinematic narrative category with content for the Latino youth was favored 

above all the others, with 3.18% of the general programming. The next highest category 

was TV narrative, which accounted for 1.43%, game shows with 0.90%, and variety 
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shows 0.15%. Primetime television content aimed or appealing to young Latinos 

accounted for 5.66% of the networks’ general prime 

time programming during 2003 and 2012. Tables 5 through 9 present a breakdown 

summary of the number of hours and percentages of all Latino youth programming by 

the networks individually for each year across all categories.  

 

Table 4 

Cumulative Latino Youth Prime Time Programming by Networks 

Network Telefutura Telemundo Univision Total

TV narrative 0.5 5 4 9.5 Hours
0.07% 0.75% 0.60% 1.43%

Cinematic narrative 11 10 0 21 Hours
1.66% 1.51% 0% 3.18%

News/public affairs 0 0 0 0 Hours
0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours
0% 0% 0% 0%

Variety 1 0 0 1 Hours
0.15% 0% 0% 0.15%

Game shows 0 1 5 6 Hours
0% 0.15% 0.75% 0.90%

Sports 0 0 0 0 Hours
0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours
0% 0% 0% 0%

Other 0 0 0 0 Hours
0% 0% 0% 0%

2003 - 2012
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Table 5  
Latino Youth Programming Breakdowns 2003 – 2004 

Network TF TM U Total TF TM U Total

TV narrative 0.5 0 0 0.5 Hours 0 0 0 0 Hours
0.22% 0% 0% 0.22% 0% 0% 0% 0%

Cinematic narrative 0 2 0 2 Hours 0 2 0 2 Hours
0% 0.90% 0% 0.90% 0% 0.90% 0% 0.90%

News/public affairs 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Variety 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Game shows 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Sports 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Other 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

!""# !""$

 
Table 6  
Latino Youth Programming Breakdowns 2005 – 2006 

Network TF TM U Total TF TM U Total

TV narrative 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Cinematic narrative 2 2 0 4 Hours 5 2 0 7 Hours
0.90% 0.90% 0% 1.80% 2.27% 0.90% 0% 3.17%

News/public affairs 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Variety 1 0 0 1 Hours 0 0 0 0 Hours
0.45% 0% 0% 0.45% 0% 0% 0% 0%

Game shows 0 0 0 0 Hours 0 1 0 1 Hours
0% 0% 0% 0% 0% 0.45% 0% 0.45%

Sports 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Other 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

!""# !""$
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Table 7  
Latino Youth Programming Breakdowns 2007 – 2008 

Network TF TM U Total TF TM U Total

TV narrative 0 0 0 0 Hours 0 0 1 1 Hours
0% 0% 0% 0% 0% 0% 0.45% 0.45%

Cinematic narrative 2 2 0 4 Hours 0 0 0 0 Hours
0.90% 0.90% 0% 1.80% 0% 0% 0% 0%

News/public affairs 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Variety 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Game shows 0 0 3 3 Hours 0 0 0 0 Hours
0% 0% 1.36% 1.36% 0% 0% 0% 0%

Sports 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Other 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

!""# !""$

 
 
Table 8  
Latino Youth Programming Breakdowns 2009 - 2010 

Network TF TM U Total TF TM U Total

TV narrative 0 5 1 6 Hours 0 0 1 1 Hours
0% 2.27% 0.90% 3.17% 0% 0% 0.45% 0.45%

Cinematic narrative 2 0 0 2 Hours 0 0 0 0 Hours
0.90% 0% 0% 0.90% 0% 0% 0% 0%

News/public affairs 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Variety 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Game shows 0 0 2 2 Hours 0 0 0 0 Hours
0% 0% 0.90% 0.90% 0% 0% 0% 0%

Sports 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Other 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

!""# !"$"
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Table 9  
Latino Youth Programming Breakdowns 2011 - 2012 

Network TF TM U Total TF TM U Total

TV narrative 0 0 1 1 Hours 0 0 0 0 Hours
0% 0% 0.45% 0.45% 0% 0% 0% 0%

Cinematic narrative 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

News/public affairs 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Variety 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Game shows 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Sports 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Other 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

!"## !"#!

 
 

Research Questions 

Three research questions were proposed in Chapter 1. The answers are given 

next based on the results of the study.  

RQ 1: How many prime-time television programs targeting Latino youth were 

aired on Spanish-language broadcast networks from 2003 - 2012? 

Of the number of shows aired during primetime from the fall of 2003 through 

2012 that were targeted to young Latinos, the analysis found 5.66% of the general 

programming devoted to this specific demographic group. As to the number of programs 

based on the sample collected, the total number of programs targeting this demographic 

was 37.5 hours out of the 660 hours that were analyzed.  
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RQ 2: Has there been an increase/decrease in the number of programs targeting 

Latino youth from 2003 - 2012? 

There appears to be a decrease in the number of programs targeting the Latino 

youth overtime (Table 10). While this type of programming reached its highest peak in 

2009 (after a slight increase) accounting for 1.51% of the general programming in that 

year alone, the two following years the programming decreased to less than 1%, and 

down to zero during 2012 (Figure 2).   

 
Table 10  
Latino Youth Programming Hours Breakdowns by Year 

Year Hours
2003 2.5
2004 2
2005 5
2006 8
2007 7
2008 1
2009 10
2010 1
2011 1
2012 0  

 

RQ 3: In regards to programming targeting the Latino youth, are there differences 

between the three networks’ schedules? 

In the category with the highest percentage (cinematic narrative), Telefutura and 

Telemundo appeared to have a slight difference in the amount of programs as the 

former accounted for 1.66% of this programming and the latter showed 1.51%. The 

second highest category, TV narrative, placed Telemundo as the number one network 

airing content for the Latino youth in this category accounting for 0.75% of the 
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programming. Meanwhile, Univision ranked in second place with 0.60%. The networks 

appeared to have consistency among themselves in terms of categories. While some 

offered more content than the others, the networks shared the same categories except 

the category of variety, which only Telefutura offered during the ten years (0.15%). 

 

 
Figure 2. Latino youth programming: Percentages breakdowns by year. 

 

In summary, the results appear to suggest only minor differences between the 

networks’ schedules although the results did present differences between the networks, 

in terms of amount of programming in the shared categories. In addition, the results 

showed a decrease in the airing of programming for the Latino youth in the last three 

years. 
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CHAPTER IV 

CONCLUSION AND DISCUSSION  

The study analyzed primetime schedules of Spanish-language broadcast 

networks in the effort to identify programs targeting the Latino youth. It analyzed the 

amount of programs targeting Latino teens, and the trends of such programming. It also 

examined the various types of program categories presented by the three main 

Spanish-language broadcast networks from 2003 -2012. Finally, it determined 

differences between the three networks’ schedules in terms of Latino youth 

programming distribution, including the amount of programs and categories. The next 

part of the study discuses the findings and analyzes general descriptive information 

about the programs targeting the young Latino demographic, sorted by category. 

Programming for the Latino Youth 

TV Narrative 

 Consistent with previous studies on Spanish-language television programming 

(Glascock & Ruggiero, 2004; Lopez, 2010; Rios, 2003; Rivadeneyra, 2011), one of the 

findings of this study was that soap operas dominated prime time schedules on 

Spanish-language broadcast television. TV narrative accounted for nearly half of the 

total programming (46.8%). Only 1.5% of this programming was devoted to the Latino 

youth. Of equal importance is the finding of a soap opera targeted almost exclusively to 

U.S. Latino teens during prime time.  

The program Niños Ricos Pobres Padres, aired on Telemundo in the fall of 2009. 

It portrayed high-school Latino teens as main characters. The program, which was 

targeted to young U.S. Latinos, was also the first and only soap opera on prime time 
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that showcased teenagers as the main characters. It therefore comes as no surprise 

that Telemundo ranked as the number one provider of TV narrative for the Latino youth 

in the study. Media professionals and scholars agree that executives have to 

acknowledge the existing failure by networks to recognize the need to reach younger 

audiences (Adweek, 2011a; Doughtery, 2001; Kung, 2008).  

To the contrary, the study found that Univision did not air any type of TV narrative 

programming targeting teenagers, but instead the network developed a format that falls 

under the TV narrative category known as mini-telenovela (Univision, 2008). The 

program, La Rosa de Guadalupe, showcases single stories in 60-minutes episodes, in 

which most of the characters in the stories are teenagers. The specific programs 

sampled in the study portrayed teenagers struggling with their parents’ divorce, school 

bullying, and difficulties with a quinceañera (Coleman, 2012; Univision, 2008).  In 

addition, this particular category and program was the only type of programming 

delivered to Latino teens by Univision during primetime.  

Cinematic Narrative 

 Films accounted for the highest category in terms of programming targeting the 

Latino youth, even doubling TV narrative, which was the second highest category. The 

study shows differences between the three networks in regards to films. For example, 

Telefutura and Telemundo delivered nearly the same amount of airtime devoted to films 

while Univision’s did not deliver any. It has to be said that while Univision did not 

provide any Latino teen oriented movies, Telefutura, which is part of Univision networks 

did. Consequently, Univision networks delivered the most programming under this 

category with a 1% difference over Telemundo.  
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Every film included in this category either featured one or more teenagers as 

main characters or the movie was categorized as a teen-centered film. Only rated G, 

PG or PG-13 movies were included. For example, the movie El Diablo Metio la Mano, 

aired by Telemundo in 2004, portrayed a group of high-school students and their 

struggle with a new family in town. The film Costa Mosquito, broadcast by Telefutura in 

2006, tells the story of an American family that encountered difficulties after moving to 

Central America, in which one of the central characters is a teenager. 

 According to Kung (2008), one of the factors that may dictate the success of a 

movie is its star power. When producers strategize to make a profitable movie, the 

inclusion of a star actor is taken into account in order to augment the chances of the 

film’s success. Broadcast networks’ programming and films try to reach the largest 

possible audience (Eastman & Ferguson, 2009), therefore it is extremely important that 

broadcasters take into account the inclusion of stars relevant to teenagers when this 

group is being targeted.  

The study found that the theatrical release date of the delivered films was not 

taken into account, signaling that offering newer movies is not part of the three 

networks' strategy. The films drawn from the sample had been released at least five 

years before they were aired. One of the films (Costa Mosquito) had originally been 

theatrically released twenty years before Telefutura aired it in 2006. A list of the films 

delivered by the networks is provided in table 11. 
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Table 11  
Air/Theatrical Release Date of Films 

Movie Network Aired Year Release Year

Los Campeones II TM 2003 1994
El Diablo Metio la Mano TM 2004 1999
Los Pequeños Traviesos TF 2005 1994
Air Bud TF 2006 1997
Mrs. Doubtfire TF 2006 1993
Costa Mosquito TF 2006 1986
Los Picapiedra TM 2006 1994
Last Action Hero TF 2007 1993
Mini Campeones TM 2007 2002
101 Dalmatas TF 2009 1996  

 

To the contrary, the study found that the original theatrical release date of the 

films in the general programming showed significant differences from the films targeting 

the Latino youth. In 2004 Telefutura aired the movie Fuerzas Especiales, which had just 

been released in 2003. In addition, the same network delivered El Castigador: Zona de 

Guerra in 2011, which was released in 2008, three years before it was aired.  

Lastly, the delivery of films targeting the Latino youth decreased significantly. 

Between 2010 and 2012, none of the Spanish-language networks aired any films 

appealing to a young demographic.  

Variety 

Although the variety category counted for 13.2% of the general prime time 

programming, only 0.15% was devoted to Latino youth content. Specifically, only one 

program that fit the criteria for this category was aired during the ten years under study. 

La Guereja y Algo Mas, broadcast by Telefutura, featured kids and teen characters in 

comical situations.   
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Game Shows 

 The results of the study further indicate that the networks’ programmers from 

Univision became responsive to certain changing audience preferences for distinctive 

program formats during the last decade. Univision aired almost 80% of the game shows 

fitting the criteria for Latino youth target. This particular category only appeared in three 

years of previous analysis (2006, 2007 & 2009). Telemundo delivered the remaining 

20% of game shows in 2012. This category accounted for a total of 0.90% of the total 

primetime programming.  

Discussion of Research Questions 

The basic foundation that guided the research questions in this content analysis 

was the perception that Spanish-language broadcast networks devoted an extremely 

low percentage of their general programming to young Latinos. The results of the 

content analysis confirmed that assumption.  

The first research question that addressed the amount of shows targeting young 

Latinos during prime time on Spanish-Language networks led to conclude that the 

amount of programming for the Latino youth on primetime Spanish-language television 

was low. First, when compared to the networks’ general programming, Latino-youth-

oriented content accounted for 5.66% of the total general programming.  

 The study determined that television content by Spanish-language broadcast 

networks targeting Latino teens is underrepresented, compared to the rest of the 

general programming which varied significantly in categories, formats, and release 

dates (films). In addition, the study also found that the number of programs targeting 
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young Latinos decreased significantly in the last three years of the study, answering this 

study’s second research question about the trends in programming for the Latino youth.  

 In regards to the results pertaining to the third research question, the study found 

that there were certain differences and similarities between the networks with certain 

formats. For instance, with regards to the TV narrative category, Telefutura hardly 

delivered any programming in this category (0.07%), while Telemundo and Univision 

provided a small number of programs, 0.75% and 0.60%, respectively. However, in the 

cinematic narrative category, Telemundo and Univision provided all the programming 

with 1.66% and 1.51%, respectively, while Univision did not deliver any.  

The results of the study suggest that Spanish-language networks may favor 

largely adult audiences over teenagers as this audience represents greater advertising 

potential for the networks. Adults tend to have a large flexible income, which ultimately 

can be attractive to advertisers.  

Discussion of Strategies 

The sample for this analysis was drawn from ten one-week samples of prime 

time television programming from the three major Spanish-Language broadcast 

networks. The results of the study reflect the decrease of teen-oriented prime time 

programming. The lack of this type of programming in the last two years that the study 

covered should catch the attention of broadcasters as overtime more media options 

have become available for this segment of the population.  

Kung (2008, p. 110) describes a strategy as a “plan, formed through the 

methodical, sequential analysis of the environment and the evaluation of the extent to 

which organizational resources can be utilized to take advantage of environmental 
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opportunities or to address environmental threats.” The decrease and further lack of 

programming by Spanish-broadcast networks targeting the Latino youth in the last few 

years, reflects either the abandonment of a niche audience or the potential of targeting 

an audience that can still be reached. Ultimately, the Hispanic population is comprised 

of a considerable number of young individuals.  According to the Pew Hispanic Center 

(2012), 17.6 million are under the age of 18.  

Porter (1980) believes that some strategies, such as product differentiation, often 

take a prolonged period of time before it shows any success. In addition, this particular 

strategy involves start-up loss and also takes time and effort. According to Porter 

(1980), the formulation and implantation of the right strategies would help a firm to build 

a brand. The benefits will come after the firm has established brand identification and 

customer loyalty.  

Regarding Spanish-language networks utilizing Latino-teen-oriented content as 

product differentiation, this market segment represents an audience that is only 

expected to grow during the next few years (Pew Hispanic Center, 2012). Managers 

must recognize changes in demographic groups and start formulating strategies 

suitable to target the Latino youth group. The right strategic management approach, 

such as creating and consistently distributing new teen-oriented programming, can lead 

to network's establishing brand identification and customer loyalty, resulting in a loyal 

audience.  

This would nearly guarantee the networks to retain the same audience by 

offering products that would appeal to individuals in all their life stages if the networks 

provide the adequate content and implement the right strategies throughout the different 
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growth stages of said audience. Chan Olmsted (2006, p. 197) believes that “the 

decision (of a media firm) is not whether to diversify but to what degree and into which 

target market.”  

Previous studies in marketing have emphasized the importance of targeting 

young Latino consumers (Chattalas & Harper, 2007; Dalecki, 2012; Negron, 2004), as 

this group will constitute a large number of the population within the next few years. In 

terms of strategies, the Latino youth group is extremely important for marketers for two 

reasons: 1) it is the largest and fastest growing group within the Hispanic population 

(Pew Hispanic Center, 2012); 2) their brand loyalty is up for grabs as it is still an under-

targeted group (Negron, 2004).  

Cartagena (2005) believes that the lure of reaching Latino teens will imitate the 

surge of consumerism towards the baby boomers from the 1970s to the 1990s. In 

addition, writing about targeting young consumers, Cartagena (2005) stated that “smart 

companies will want to capture this market while they are still young and keep them 

loyal to their brands as they get old” (p. 169).  

Eastman and Ferguson (2009) describe blocking or stacking as a strategy used 

by networks in which all the programs during prime time on a specific night are of the 

same general type. In other words, the network airs all comedy programs, all dramas, 

etc. The study revealed that blocking was the most used scheduling strategy by 

Spanish-language networks. During weekdays, Univision and Telemundo aired only 

telenovelas during prime time, while Telefutura broadcasted films. Univision placed 

Sabado Gigante as its sole program to fill up Saturday prime time nights during the ten 

years analyzed by the study. The study suggests a strategy based on these findings. 
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The results of the study revealed that the number one format used by the networks 

reaching Latino teens was movies.  

The strategy to deliver made-for TV movies, also referred by media professionals 

as MFT, has been widely used by English-language broadcast networks since the 

1970s (Eastman & Ferguson, 2006). This type of format has been mainly used when 

networks have tried to target a specific demographic group. Some of the advantages for 

the networks in the distribution of MFTs include profitability, the targeting of a specific 

demographic group, and the potential for the movie to become a regular program upon 

its proven success (Estman & Ferguson, 2006). In the 2003-2004 season, the top ten 

movies on broadcast network television were made-for-TV films, even above the movies 

that had been previously theatrically released (Eastman & Ferguson, 2006). Spanish-

language networks have not utilized this strategy; least of all utilize it in the reaching the 

young Latino demographic group.  

 Research shows that 92% of American teens use the Internet (Pew Hispanic 

Center, 2012a). As viewership fragments Spanish-language broadcast networks must 

experiment with different online platforms in order to reach young consumers. The 

distribution of online-video and online-exclusive programming targeted to teens would 

enable broadcasters to reach a larger youth audience. And, consequently, the 

opportunity to generate additional revenue by attracting online advertisers.  

Results 

To briefly restate the results of the study, the main findings of this content 

analysis demonstrate that:  
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• Only 5.66 % of the prime time programming by Spanish-language 

networks was targeted to the Latino youth. 

• The delivery of films was the number one strategy employed by 

broadcasters targeting the Latino youth. 

• Films targeting teenagers were relatively older in comparison to films 

delivered through the general programming. 

• There is lack of programming for the Latino youth in the categories of 

news, hobby/personal interest, sports, and arts/music. 

• The development of a new format by Univision called mini-telenovela, 

which showcase 60-minutes episodes and is widely used to target young 

Latinos. 

• 2009 was the year when networks delivered the most programming for the 

Latino youth, which accounted for 1.51% of the general programming. 

• Niños Ricos Pobres Padres aired in 2009 by Telemundo was the first 

telenovela targeted exclusively to U.S Latino teens on prime time. 

• In the last three years covered by the study (2010-2012), less than 1% of 

the prime time programming was devoted to teenagers. 

• In comparison to general prime time programming where TV narrative 

programs accounted for almost half of the total programming (46.8%), the 

portion aiming the Latino youth in this category accounted for 1.43% of the 

total programming. 

• The most used scheduling strategy used by the three networks was 

blocking.   
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Contribution of the Study 

 This analysis also contributes to the literature covering ethnic television in that it 

further explores prime time programming designed and distributed for the Latino youth. 

Previous studies have not focused on prime time programming by Spanish-language 

broadcast networks for the Latino teenage group. This content analysis examined prime 

time programming content, scheduling strategies, and explored the relationship 

between programming, strategies, and the Latino youth.  

Furthermore, the findings can be useful to other broadcasters or advertisers that are 

interested in reaching young Latinos. 

Limitations 

 A number of limitations were noted in this study. First, the study is a content 

analysis, not a study with an audience-centered approach. As such, the study only 

provides an analysis of data for the years under investigation. On the contrary, an 

effects study would have focused on what teenagers do with Spanish-language 

television programming, rather than what the networks have to offer. An effects study 

analyzes the audience’s initiative for the selection of certain media content where 

needs-gratifications is emphasized (Dominick & Fletcher, 1985). 

The uses and gratifications approach that has been previously utilized in effects 

studies of adolescents (Bun & Browne, 1995; Del Toro & Greenberg, 1989; 

Rivadeneyra, 2011) could have provided a consumer-oriented perspective. Audience 

members can also be regarded as consumers. This perspective can be useful for 

broadcasters, as it would provide information on the expectation of young audiences 

when consuming television products. In summary, the actual motivations of Latino 
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teenagers watching Spanish-language television can only be identified with an effects 

study.  

A second limitation with the study was the sample size. Even though the Spanish 

language television industry has recently become more diverse (Piñon, 2011), time 

constraints and available resources shifted the purpose of the study to only three 

corporations that ultimately would provide snapshots of scheduling strategies when 

looking at programming for the Latino youth. Although an acceptable number of 

programs were drawn from the networks to draw conclusions, thus providing a sizable 

sample, future research using larger samples of programs including both broadcast and 

cable Spanish-language networks would provide additional strength to the findings.  

Another limitation of the study was the number of categories for program 

placement. While most of the chosen categories were self-explanatory like game shows 

and news/public affairs, there were others such as variety and TV narrative, in which 

sublevels of categorization fitting certain parameters of genre and form would have 

provided the study a broader perspective in regards to types of formats within those 

categories. Given this limitation, attempts were made to identify certain characteristics 

of the programming that would most closely accommodate the programs to the most 

appropriate unique category. For instance, the creation of three sub-categories such as 

situational comedy, narrative comedy, and talk/discussion would have placed the 

programs within a more specific type of format.  

Lastly, the collection of data represented the main limitation. The study found that 

there is lack of structure in the collection and conservation of programming data by 
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Spanish-language broadcast networks in terms of sources available to researchers, 

which ultimately constituted a challenge for this content analysis. 

Future Research 

In order to obtain a broader perspective on programming strategies for the Latino 

youth, future research should expand to new broadcast networks such as Mundo Fox, 

Azteca America, and Estrella TV, as well as cable programming. In addition, research 

should expand to other categories favored by cable networks such as reality-based 

programming. The research should also include trend analyses in relation to social 

media, as this is of great value to advertisers.  

It is also important that a study about product adaption be developed for 

Spanish-language programming, so that it can measure the amount or lack of 

adaptation of media products delivered to U.S. Hispanics by Spanish-language 

networks as a large portion of their programming is imported. With Latino markets’ 

characteristics rapidly changing it would be beneficial for new studies to report the 

success rate of the programming products adaptation on Latino markets. The networks 

should realize that they have to deliver content that is relevant to an audience’s 

everyday life. This may implicate that networks may also have to send their message in 

English.  

Spanish-language TV networks have not only engaged into the notion that all 

segments of Hispanics want to receive only-Spanish content, but have also put forth the 

idea that the Hispanic audience can only be reached through Spanish media outlets, an 

idea that has also been reinforced by advertisers and TV content creators (Nielsenwire, 

2010).  It has become a problem that Spanish-language TV networks have struggled to 
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resolve, as they continue to place Spanish at the center of their self-presentation, 

simultaneously distressing the distribution of their content (Davila, 2001).  

In order to adapt to bilingual/bicultural audiences, media professionals will have 

to examine in detail this segment of the Hispanic population. Research has to establish 

the way bilingual/bicultural audiences are viewing Spanish-language television, and how 

the more bicultural the audience gets, the more Spanish-language networks lose these 

audiences. It is time to change the way traditional TV aims at the Hispanic audience, 

which, according to research data, has become a huge area of growth and opportunity. 

Conclusion 

 This study analyzed Spanish-language programming aimed to the Latino youth 

during prime time from the years 2003 – 2012. The results indicated that 5.66% of the 

total programming was devoted to Latino youth content. The study also determined that 

there were differences between the three networks’ schedules but not at a significant 

level. The utilization of the data provided a discussion about the implementation of 

programming scheduling strategies by the broadcast networks from which the samples 

were drawn. 

Various outlets can utilize the findings of the study in order to get a broader 

insight into the young Latino group, and the ways television networks have approached 

this group in regards to television programming. The findings can also lead to a 

discussion among media professionals and researchers about the creation of strategies 

to create, adapt, and deliver content for the Latino youth. 

This study noted the importance of reaching the Latino youth audience as this 

group represents an extremely lucrative target market given its projected growth. Latino 
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youth is now a minority majority. Most of them enjoy wealth, achievement, and success. 

They also share a desire for quality products and the newest available technology. 

Latino teenagers will most likely do better than their parents. But most importantly they 

are independent and optimistic individuals, who have also their own money to spend 

(Selbert, 2005).  
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CHAPTER I 

INTRODUCTION 

The continuous growth of the Hispanic population in the U.S. has induced 

scholars to study young Hispanics and their television consumptions habits and 

behaviors, specifying factors affecting adoption, acculturation, and language preference 

(Greenberg & Heeter, 1983; Penaloza, 1994; Rios & Stanley, 1998). A co-sponsored 

study by MTV (the Maximo Report) was created to uncover key insights into the young 

bicultural Latino viewership and television consumption patterns (New Generation 

Latino Consortium, 2011). And yet, literature analyzing the content of Spanish-language 

broadcast networks targeting the bicultural Latino youth is limited.  

The purpose of this study is to contribute to the existing knowledge about U.S. 

Spanish-language broadcast networks and young audiences, and to analyze the 

networks’ prime time programming content targeted to said audience segment. It 

explores the relationship between the Latino youth and prime time programming by 

Spanish-language broadcast networks and how they seek to attract this market as is 

reflected in the quantity of their preferred formats. This study deals with the amount and 

type of prime time programming that was catered to the Latino youth audience between 

2003 and 2012 by the three major Spanish-language networks: Univision, Telemundo, 

and Telefutura.   

The U.S. Hispanic community is far from homogenous. As the Hispanic 

population keeps growing, segments within this group are also shaping in number and 

form. According to Nielsen, the U.S. Hispanic market could be the most diverse ethnic 
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group in the United States (Nielsenwire, 2010). For such a study, it is important to 

explain the development and conceptualization of Latinos in the United States. 

Hispanic Population in the United States 

Historically, the terms “Latino” and “Hispanic” have been widely used to define 

communities in different locations across the nation (Habell-Pallan & Romero, 2002). In 

the late 1970s, the Office of Management and Budget (OMB) set federal government 

standards for data collection regarding race. The term Hispanic was included in 

government agencies data collection forms for the first time in 1978 (Ramirez, 2005). 

Initially, the term was used to refer to individuals tracing their origins to regions like 

Puerto Rico, Cuba, Central and South America, Mexico, and other Spanish-speaking 

countries (Ramirez, 2005).  

There has been an increase in the media’s use of the term Latino as opposed to 

Hispanic as the latter denotes a marked importance of the Spanish language (Davila, 

2002) and refers to a race that traces its roots back to Spain, excluding many Spanish-

speaking individuals (Marin & Marin, 1991). The term Latino refers to Hispanics in 

general, whether they speak Spanish, English, or both. 

In 2010, the U.S. Census Bureau (2010) reported that the estimated Latino 

population in the United States had reached 48.4 million or 17% of the nation's total 

population. Currently more than two thirds (66%) of the Hispanics in the United States 

are of Mexican descent, while Puerto Ricans and Cubans represent 9 and 3.4%, 

respectively (U.S. Census Bureau, 2010). The remaining percentage (21.60%) is 

comprised of individuals from Central and South America or other Latino origin.  
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Social, political, and economic forces have led to the immigration of Latin 

Americans to the United States. These factors have not only marked the differences 

between Hispanic groups in the U.S., but also have intercultural variations within each 

respective group (Merino, 2009). 

Throughout the nation, Hispanic population growth is changing the makeup of 

both urban cities and rural America. According to the U.S. Census Bureau (2010), the 

top 5 urban markets with the largest numbers of Hispanics are New York, Los Angeles, 

Houston, San Antonio and Chicago. 

According to the Pew Hispanic Center (2005) the key source of Latino population 

growth is not so much immigration itself but the high Hispanic immigrant birthrate. By 

2020, second-generation Latinos are projected to reach 21.7 million (Figure 1); 

representing 36% of the total Latino population in the U.S. Hispanic immigrants are 

projected to increase in number to 20.6 million from 14.2 million but decrease from 40% 

to 34%. Third or higher generations of Latinos are projected to reach 18.2 million by 

2020 (Pew Hispanic Center, 2009). 

This bilingual, bicultural, and more educated young group of 21.7 million will 

consume television content in a different way than the first generation of Hispanics. 

Bilingualism is also common between second and later generations (Alba, 2005). 

Latinos will not be concentrated in large single areas since the population keeps 

growing scattered out throughout the U.S., including places where the presence of 

Latinos was not prominent or was missing (U.S. Census Bureau, 2010). 
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Figure 1. Hispanic population, actual and projected: 1980-2020, in millions. 
(Adapted from: Pew Hispanic Center, 2005). 

 

The Latino Urban Youth 

Hispanics have an average age of 27, making this segment of the population the 

youngest ethnic group in the U.S. (Cummings, Hernandez, Rockeymoore, Shepard, & 

Sager, 2011). Besides being the most diverse and multicultural group in the U.S., the 

Hispanic youth population is a rapidly growing group, indicating an extremely lucrative 

target market (Selbert, 2005). Hispanics, for instance, represent 17% of the American 

population, but 20% of the American teenage population. While one in every five 

schoolchildren in America is Hispanic, 23% of all American children, more than one third 

of all U.S. Hispanics are 18 or younger (Foxen, 2011). These same demographic 

studies show that Latino teenagers are scattered out in metropolitan areas across the 

U.S. This group possesses characteristics and trends that differ from the rest of U.S. 

Hispanics: 
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• They are now a minority majority (Selbert, 2005). 

• They are reevaluating multiculturalism, far away from historically set areas 

of race and ethnicity to a more! “mixing, blending, and blurring of 

distinctions” (Selbert, 2005, p.133).  

• Society does not isolate them or marginalize them. They enjoy wealth, 

achievement, success, a desire for quality products, and the newest 

available technology (music, video, Internet, television, movies, radio) 

(Selbert, 2005). 

• More importantly, they are independent and aspire to self-sufficiency and 

independence. Most of them have their own money to spend (Selbert, 

2005). 

• They are very optimistic and know they will most likely do better than their 

parents (Wentz, 2005). 

• Spanglish is used by a significant number of teenagers. They have almost 

made it an art form, running in and out of each language with an 

astounding flexibility (Faura, 2006).  

Not too long ago, if a Latino teenager were to be interested in watching 

programming about young Latinos, the only choice available would have been local 

news or telenovelas. Today, some English-language programming on cable is oriented 

to bilingual Latino audiences (Hoffman, 2011), such as MTV3, which was launched in 

1998. Other networks have followed that trend including LATV, which was launched in 

2003, and SiTV  (Albarran, 2009), which recently changed its name to Nuvo TV (new 

voice), attempting to better approach bicultural audiences (Steinberg, 2012).  
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Bicultural programming on cable networks ranges from popular shows like Quiero 

Mis Quince to urban Latin music videos to teen dramas produced in Latin American 

countries (Gorman, 2011). A focus that MTV3, LATV, and Nuvo TV have in common 

besides the type of audience they are targeting is the large amount of online content 

available for the new digital-oriented, millennial audiences, as opposed to traditional 

Spanish media outlets, where the distribution of online content and interaction is very 

little (Nielsenwire, 2011).  

Television is the media outlet with the greatest impact on Latino society 

(Renteria, 2007). Before Spanish language television networks can begin conveying 

programming strategies to attract a larger young Latino audience, they must understand 

the subject being addressed. The Latino urban youth is playing a role in shaping this 

country’s Spanish language TV industry including advertising and its economic 

landscape. The emergence of channels like Mun2, MTV3, and SiTV that specialize in 

young bicultural Latinos, have demonstrated the need for programming targeting the 

Latino youth. High ratings on these channels have aroused the interest of numerous 

advertisers. It has been proved that television content targeting the Latino youth can be 

popular and also profitable (De La Fuente, 2010). 

Broadcast Networks 

“In the game of American television, the bottom line has always been high ratings 

and, to this day, it still is” (Castleman & Podrazik, 1982, p. vi). Thirty-one years after it 

was first published, this statement still remains true. The entire broadcast television 

industry is centered on ratings. That is precisely one of the main goals of a television 

programmer; to maximize the size of the network’s audience (Eastman & Ferguson, 
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2009). Therefore, the success of a Spanish-language network depends on reaching as 

many segments of the population as possible. In order to accomplish this, the programs 

have to satisfy the needs and wants of the networks’ viewership. 

The broadcast television industry is part of the advertiser-supported media. The 

programs that are distributed deliver commercials to the audience, and it is these 

commercials that enable broadcasters to generate revenues (Roman, 1998). The 

primary goal of a broadcaster is to “maximize the size of an audience targeted by 

advertisers” (Eastman & Ferguson, 2009, p. 3). The hunt for popular programming is 

built on the premise that successful shows draw a larger number of advertisers. And as 

a result, advertising fees increase on the most popular programs (Roman, 1998). Higher 

ratings in the broadcast industry are contingent to the audience’s choice of certain 

programming at certain times.  

The broadcast networks should modify their programming according to the 

viewers’ interests, which have varied over time. Any decline in the audience numbers 

can have radical repercussions for a broadcast television network, including a possible 

drastic change in its programming. This example has been previously reflected in 

Telemundo’s programming, when, for the first time, the company invested more than 

$100 million in original programming for the 2003-2004 season, adding more than 600 

hours of content that would appeal to a more bicultural demographic (Sutter, 2003). 

Then, later in early 2012, Telemundo announced that in the 2012-2013 season, it would 

increase by 40% the amount of original programming; more than 800 hours of new 

content compared to the previous season (Levine, 2012). These programming 
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investments have been the direct results of efforts trying to position the network in the 

number one spot of Latino viewership.   

Spanish-Language Broadcast Networks 

 The steadily growth of Spanish speakers in the U.S. has revealed a great 

demand for Spanish-language television content (Coffey, 2009). While the growth of 

Spanish-language broadcast networks was considerably slow at first, the industry’s 

growth exploded in the 1990s and early 2000s, after the emergence of various networks 

such as Azteca America, Telefutura, and Estrella TV (Coffey, 2009).  

 Certainly, since the addition of Spanish-language programming in the Nielsen 

rankings, Univision has positioned itself as the fifth most watched network in the U.S. 

during prime time and number one among Hispanics (Univision, 2003) as it reaches 

96% of all U.S. Hispanic households (Univision, 2012). Telemundo is the second most 

watched network by Hispanics reaching 94% of Hispanic homes (Adweek, 2011). 

Telefutura is third in Spanish-language television viewership, reaching 88% of Hispanic 

homes (Reuters, 2012). The final two contenders in the Spanish-language networks 

competition are Azteca America and Estrella TV reaching 89% and 68% respectively 

(Una Vez Mas, 2012). Spanish-language broadcast networks have introduced new 

formats over the years, such as action series and documentaries, in the effort to 

achieve successful ratings, but have also maintained some of the reliable program 

types such as soap operas and variety. 

 It is notable to point out the importance of the telenovela format, which has 

helped Spanish language networks increase their audiences. The proven success of 

this genre has helped the networks sell their high numbers of Latino viewership to major 
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advertisers that normally buy time on English-language networks (Mayer, 2006). 

Focusing attention on the history of Spanish-language broadcast networks is not only 

valuable from a historical perspective, but it also gives an insight of the development of 

these networks and today’s viewership numbers.  

Univision 

Univision is the oldest, largest and most watched U.S. Spanish-language TV 

network in the U.S. It was created in the early 1960s as the Spanish International 

Network and later became Univision (Wilkinson, 2009). Its origins trace back to KWEX-

TV in San Antonio, which was not only Univision's first television station, but also the 

first full-time Spanish-language television station in the United States.  

This same station was also the first UHF station in the United States (Univision, 

2012a). By the 1970s, the company grew to a national network targeting and creating 

stations in markets with highly concentrated Hispanic populations like San Antonio, 

Chicago, New York, Miami, and Los Angeles (Coffey, 2009).   

Following legal disputes between executives and investors, the Spanish 

International Network was sold to Hallmark Cards Corp. in 1986. At the time, the 

network adopted its current name of Univision (Coffey, 2009; Korzenny & Korzenny, 

2005). By that time Univision had 10 owned-and-operated television stations reaching 

multiple markets in the United States. It was also distributed to other network-affiliated 

stations, satellite translator stations, and cable systems (Coffey, 2009).   

After Univision's acquisition by Hallmark things did not go so well for the Spanish-

language network. The new owners and executives did not seem to know how to 

manage and organize the newly acquired network (Korzenny & Korzenny, 2005). 
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Ultimately, the investment by Hallmark was not recovered and Univision was put up for 

sale in 1992. It was purchased by a group of investors from the United States, 

Venezuela, and Mexico (Korzenny & Korzenny, 2005). The new investors and owners 

were not only visionaries, but were also large content providers for national and 

international Spanish-language markets at the time when Univision was purchased, 

making it easier to distribute content on their new recently purchased network 

(Korzenny & Korzenny, 2005).  

This marked the beginning of the largest Spanish-language media corporation in 

the United States, and it is for this reason that it is important to provide a moderately 

detailed historical background of this network.  

Telemundo 

 Angel Flores launched the first Telemundo station in San Juan, Puerto Rico in 

1954. The station was known as WKAQ-TV, and produced several soap operas during 

the 1970s. In 1987, Reliance Corporation merged the station with two more affiliates in 

Los Angeles and Ft. Lauderdale, creating the Telemundo network. Later, the network 

purchased additional stations in San Francisco, Houston and San Antonio (Telemundo, 

2012).  

 The growth of the network continued and, in 1998, Telemundo was sold to a 

partnership between cable’s Liberty Media and media conglomerate Sony Pictures 

Entertainment (Baxter, 1999). This time the network started to implement riskier 

programming strategies as an effort to attract bicultural and bilingual audiences. The 

slogan of the network then became lo Mejor de los Dos Mundos (The best of both 

worlds). This evidently marked a new period for the network.  
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In 2002, the network was sold to NBC Universal for $2.7 billion (Adweek, 2011). 

Although this granted Telemundo access to a new and vast media catalogue through 

NBC Universal, the network continued to produce most of its prime time programming. 

Despite the large sums of investment producing original programs that would 

appeal to a more dual audience that is more bicultural, Telemundo has historically 

ranged as the number two network preferred by Latinos in the U.S. In addition, 

Telemundo is the second largest Spanish-language content producer in the world 

according to Nielsen (Adweek, 2011).  

Telefutura 

On January 14, 2002 Telefutura began broadcasting as the third Spanish-

language broadcast network in the U.S. as an alternative for Latinos 18-34 (Univision, 

2013). Owned by Univision Networks, Telefutura has fluctuated between 2nd and 3rd 

place depending on the primetime night and the programming (Guthrie, 2012).  

In late 2012 Univision Communications announced that Telefutura would be re-

launched with a new name and image called Unimas. Unimas features soap operas, 

movies and sports content as part of its prime time programming block, but geared to 

reach a younger audience than its parent network Univision (Guthrie, 2012). Unimas’ 

strategy is bringing a new perspective of Spanish-language content to its viewers, as it 

has been redeveloped for Hispanic millenials (Univision, 2013).   

Prime Time Television 

The value of prime time makes one rationally assume that it is the peak time 

period, in terms of effectiveness, in which broadcasters offer a diversity of programs. 

Historically, prime time has been the time block in which most audiences are viewing.  
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 Currently, prime time continues to be the most profitable schedule for networks 

generating billions of dollars in revenues each year (Eastman & Ferguson, 2009). As a 

result of audience fragmentation, some networks have opted out to increase their 

advertising fees to make up for that loss or in other instances to add more commercials 

to their primetime programming and also reducing the length of the programs (Eastman 

& Ferguson, 2009). That’s not the case of Spanish-language broadcast networks that 

have seen their audiences largely increase in the last few years, as the Hispanic 

population keeps also growing.  

 Currently commercial spot costs on Spanish language networks are contingent 

primarily on the ratings of a specific timeslot in the prime time schedule regardless if the 

marketer or advertiser is seeking to reach a large audience or a specific segment of the 

population. Because prime time is the most profitable time segment, programmers must 

be extremely careful about the program scheduling in prime time (Eastman & Ferguson, 

2009).  

 According to Eastman and Ferguson (2009), the complete process of prime time 

programming breaks down into three major stages: “deciding to keep or cancel already 

scheduled series, developing and choosing new programs from the ideas proposed for 

the coming season, and scheduling the entire group” (p. 139). Extensive analyses of the 

coming seasons are needed in order to comprehend and understand program 

scheduling, evaluation, selection, and promotion of the programming (Eastman & 

Ferguson, 2009). 
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Advertising 

Advertising is the livelihood of broadcast networks (Ulin, 2010), and even as the 

audience currently has access to a large number of choices available in regards to 

media consumption, television continues to be the biggest content distributor and it is 

also the medium in which marketers spend the bulk of their advertising dollars. In 2011 

alone broadcast networks in the U.S. generated $21.1 billion, in that Spanish-language 

broadcast networks accounted for $3.7 billion, a 16% overall increase from the previous 

year (Lafayette, 2012).  

Spanish-language TV in the U.S. is currently a trending topic among marketers 

and advertisers that are seeing the Hispanic population’s growth enchanting American 

corporations’ attention and are now trying to reach these consumers (Boyle, 2009). 

Researchers have revealed that some of the largest advertiser categories that 

marketers use when targeting the Hispanic market are automotive, retail and wireless 

services (Boyle, 2009). 

The effects of growing audiences are economically significant. While English-

language networks have seen a decline of advertising spending in the last few years, 

Spanish-language networks have seen their advertising revenues increase year after 

year. Hispanic advertising spending is still on the rise. In 2011 Univision’s ad revenue 

grew 16.7% from the previous year to about $2.18 billion while Telemundo’s ad revenue 

increased 2.8% to nearly $915.4 million (Steinberg, 2012).  

Programming Strategies 

 In the field of broadcast networks, successful programs distribution depends 

upon the understanding of competition features, market, and the demographic 
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characteristics of the audience (Eastman & Ferguson, 2009). According to strategic 

programming practices, there are five sets of assumptions that programmers have 

historically followed in the evaluation, selection and distribution of television programs. 

These are described as: 

• Traditionally, programmers have scheduled shows according to what is 

happening in the audiences’ lives throughout the day (Eastman & 

Ferguson, 2009). Eastman and Ferguson (2009) describe this strategic 

approach as dayparting: “scheduling different types of programs to match 

parts of the day known by such terms as early fringe or primetime” (p. 13).   

• Habit formation- means that the audience members form habits of 

watching the same programs. Preferably, habit formation suits the 

scheduling of the same programs Monday through Friday, which is also 

known as stripping (Eastman & Ferguson, 2009). This is a concurrent 

practice in the case of Spanish-language networks, in that almost all of 

their prime time programming Monday through Friday during prime time 

consists of one-hour soap operas (Mayer, 2006).  

• Control of audience flow- this is mainly the idea of shows capturing the 

audiences of the preview program (Eastman & Ferguson, 2009). When a 

show is ending, programmers implement strategies to try to achieve one 

of these three possible outcomes: to maximize the audience flowing 

through the next show, to capture the audience coming from a different 

channel, and to minimize the number of the audience that will flow away to 

other channels.  
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• Conservation of program resources- means that a broadcast network 

repeats many programs as reruns, while also recycling their shows on 

cable networks and on the Internet. Eastman and Ferguson (2009) 

describe program conservation as “an essential strategy” (p. 18). 

• Breadth of appeal- is associated with the idea of networks recovering from 

their capital investment by appealing to the various interests of a widest 

range of audience possible (Eastman & Ferguson, 2009). In the case of 

broadcast networks that also include the main Spanish-language 

networks, stations continue to air their programs nationwide in the top 

television markets trying to appeal to the widest audience possible 

transcending differences of age, sex, education and lifestyle.  

Aside from these five assumptions, broadcast networks hope to capture the 

largest possible audience in every show, particularly during prime time. To maintain 

audience flow from program to program, networks utilize classic scheduling strategies 

such as anchoring, leading-in, hammocking, blocking, linchpinning, bridging, stunting, 

counterprogramming, and supersizing (Eastman & Ferguson, 2009).  

Today, in terms of competitiveness and global and technology driven challenges, 

the Spanish-language broadcasting industry is also subject to the same distinctive 

economic properties of the media industry in general. Some literature has suggested 

that because of the uncertainty in the industry, companies often times have to reinvent 

their resources in order to gain competitive advantage (Chan-Olmsted, 2006a). Chan-

Olmsted (2006a) suggests management decisions regarding the practice of developing 

and implementing procedures that alight a company’s organizational resources with its 
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changing external environment, in other words formulation and implementing strategies, 

turn out to be much more precarious (Chan-Olmsted, 2006a). 

In recent years the network structure of Spanish-language television networks 

has become more prevalent. The three major Spanish-language networks –Telefutura, 

Telemundo, and Univision- currently represent a fairly new and growing segment in the 

matured industry of the broadcasting business (Eastman & Ferguson, 2009). The 

networks that have presence in highly Hispanic populated markets are attracting 

advertisers because of the profit potential that these networks now represent. Thus, 

prevalent programming on Spanish-language networks during primetime can be directly 

connected to economics. For these reasons programmers must formulate and 

implement the right strategic management approach when millions of dollars are at 

stake.  

Literature Review 

Strategic Management Theory 

Resource management has been around for a long time. Over the course of 

years management has become an area of interest and study for researchers and 

scholars. As a result, various management categories have been developed which have 

also helped to establish research theories.  

The second half of the 20th century witnessed the development of strategic 

management as a result of the growth of companies and industries, which comprises 

the use of various tools and techniques to study industries and the rising of strategies to 

increase advantage over competition (Albarran, 2006). According to Chan-Olmsted 

(2006), strategic management deals mainly with the incorporation of “firm decisions with 
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goals, products/services offered, and competitive approaches in the market” (p.162). 

The industry environment in which an organization competes, controls competition and 

the setting of strategies, consequently, it influences the performance of strategies 

whether these succeed or fail (Chan-Olmsted, 2006).  

From the early stages of strategic management, pioneers recognized business 

development as a new dependent position where organizations were required to adapt 

to their external environment (Jasper, 2012). As a result, the study of strategic 

management has become important as it helps to understand policy and strategic 

development within organizations. And while certain researchers define strategic 

management as a firm’s action of looking out, looking in, and looking ahead (Brinkerhoff 

1992), other researchers propose that like other social science disciplines, the main 

function of strategic management research revolves around two questions: Why do 

some firms tenaciously outperform others? (Pisano, Shuen, & Teece, 1997) and how 

firms accomplish and maintain competitive advantage? (Barney, 2001).  

Strategic management focuses on managerial practices and their connection to 

the difficulties of the real world’s organizations and rivalry (Barney & Arikan, 2001). 

Instead of viewing firms as groups with opportunities for investment, Barney and Arikan 

(2001) see strategic management as evaluating companies as groups with resources 

and the abilities by the individuals that create the strategies and apply them. Having its 

roots in industrial organization economics, strategic management can be described as a 

set of organizational objectives and decisions, and the allocation of resources required 

to achieve these goals. 
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During the 1970s Bruce Scott built on Chandler’s work on strategy to start 

research on diversification and firm’s performance (Rumelt, Schendel, & Teece, 1991). 

Rumelt, Schendel, and Teece (1991) found that Harvard economics students began to 

adjust traditional Mason/Bain studies of structure and performance and built-in diverse 

positions of companies within industries, starting with this, research of strategic groups 

within industries. In addition, scholars at Purdue University began to explore studies that 

involved the empirical connections between organizational resource choices, 

understood as strategy and the company’s performance. After these fast-tracked 

changes in the field, economic thinking started morphing into strategic management, as 

the field needed theoretical context for the empirical work (Rumelt, Schendel, & Teece, 

1991).  

Michael Porter has been recognized as one of the founding fathers of the 

strategic management concept that resulted after a series of different streams of work 

that changed the face of the economics field. Certain scholars argue that Porter made 

the largest contribution to the strategic management discipline with the work 

Competitive Strategy (1980), as the author provided strategy with a rigorous theoretical 

base, practical analytical frameworks as well as making this available to scholars and 

managerial practitioners (Rumelt, Schendel, & Teece, 1991; Stonehouse & Snowdown 

2007). Porter’s applications have become widely accepted in many fields, spawning 

numerous research projects.  

The Industrial Organization (IO) Framework 

Inside the large scope of strategic management, a fairly wide range number of 

conceptual frameworks have been established in order to recognize crucial features that 
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ultimately lead a firm to have a successful impact by utilizing the most accurate 

strategies (Mierzjewska & Hollifield, 2006). Mierzjewska and Hollifield (2006) found that 

the industrial organization (IO) approach has been widely used within strategic 

management. In addition, Albarran (2010) describes the industrial organizational (IO) 

approach as a model used “to understand and analyze the relationships that exist 

between the structure, conduct, and performance of a market across numerous 

industries” (p. 21).  

The industrial organization (IO) model focuses on a firm and its external 

environment in order to detect opportunities that would benefit the company, and 

eventually help it to position its services or products. Bain offered the organizing model 

structure-conduct-performance (SCP) that centers on a company’s conduct making its 

performance affected by its environment (Chan-Olmsted, 2006). Porter (1985) 

increased the function of the industrial organization (IO) model by identifying the five 

basic competitive forces that ultimately determine the profit potential of an industry. The 

forces that Porter identified are: 1) industry competitors; 2) the threat of new entrants; 3) 

bargaining power of buyers; 4) bargaining power of suppliers; and 5) threat of substitute 

products (Porter, 1985, p. 5).   

Porter believed that the objective of a company in an industry is to position itself 

in a place where these five competitive forces would not setback the business unit and 

ultimately make these forces work on the company’s favor. Therefore, the knowledge of 

these five forces could help a company to clearly understand its weaknesses and 

strengths in the competition, as well as proposing an adequate business strategy 

tailored to solve the particular situation of the company (Porter, 1980).  
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In the handling of the five competitive forces, Porter (1980) suggests three 

generic strategic approaches that if implemented effectively will help the company to 

outperform competitors in the industry. The first approach is cost leadership, which calls 

for the business unit to be the low-cost producer in an industry setting itself apart from 

competitors pricing wise. The second approach is differentiation, which calls for the 

elaboration of a service or product that offers unique qualities and characteristics that 

are regarded by customers as being valued and better from the services or products of 

the competition. The third approach is focus, which focuses on a limited segment and 

tries to achieve either a cost advantage or differentiation (Porter, 1980, p. 35).  

Media Firms and Strategic Management 

The media industries can be seen as the principal deliverers of information and 

entertainment. Media industries function as a window to the world while still functioning 

as its mirror (Deuze, 2009). In other words, media is unique to people, as one of its 

main functions is to communicate the culture of society while generating profits at the 

same time (Albarran, 2006). Given that reason, the area of media management became 

of interest during the 20th century after the rise of media conglomerates (Albarran, 

2006).  

Kung (2008) believes that the media industry is composed of various industries, 

conglomerates of sectors in which the creation and distribution of content as a shared 

activity are part the conglomerates’ principal functions. In addition, Kung (2008) found 

that each sector composing each media industry shares practices and is also subject to 

the same environmental changes and forces. Regarded from a management 

standpoint, media organizations have been generally focused as businesses. 
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The primary idea of strategic management in a media firm is that the competitive 

forces in the environment define the success of the media company. In a sense, if a 

strategy is formulated and implemented effectively, it can reduce the uncertainty and 

risks by performing a comprehensive analysis and implementing the right strategy for a 

particular media sector (Kung, 2008).  

Strategic management decisions are almost always dependent on the particularity of a 

specific industry.  

Media companies deal with products of content and distribution. Services and 

products offered by media companies are comprised of unique characteristics and as a 

result strategic management guidelines may widely differ from other industries (Chan-

Olmsted, 2006). Because of the duality of these products, many media firms also 

depend on a dual-revenue source derived from consumers and advertisers (Chan-

Olmsted, 2006). The public good features and various revenue sources of media 

content products have driven media firms to try to appeal their products to the largest 

possible audience. The larger the audience is, the more value of advertising spots 

(Chan-Olmsted, 2006a).  

The practice of strategic management in a media industry involves the firm’s 

evaluation of internal resources and the external changing environment in order to 

develop a competitive advantage (Chan-Olmsted, 2006a). Media firms have 

encountered difficulties in the process of achieving this goal due to the continuous path 

of having to deal with “social responsibilities, regulatory concerns, technological 

advances, and changing consumer preferences” (Chan-Olmsted, 2006a, p. 13). This 

challenge is even greater today after the surface of trends in the marketplace, such as 
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multicasting, Internet, convergence, conglomerates, globalization and demographic 

changing audiences (Chan-Olmstead, 2006).  

Media Firms and the Industrial Organization (IO) Model 

Research about media firms and strategic management has been limited; 

however there have been scholarly studies in the media industry that have utilized the 

industrial organization (IO) model as a theoretical foundation. The focus of the studies 

has been mainly on the media firms, their behavior and linkage to their external 

environment such as life changing events crafting the interests of audiences.  

An early example of the application of industrial organization (IO) approach 

involving the television programing business concerns the structural analysis of market 

competition in the U.S. television syndication industry. Chan-Olmsted (1991) examined 

the trends of competition in the television syndication industry from 1981 to 1990. The 

study involved the examination of market stability, consolidation activities, and market 

concentration. The study also analyzed the rise of the industry, its structure, and 

developing competition. The author discovered that the television syndication industry 

grew from a moderately to highly concentrated market during that decade using 

concentration ratio indexes (Chan-Olmsted, 1991).   

Chyi and Sylvie (1998) analyzed the electronic newspaper industry utilizing the 

industrial organizational (IO) model. The conclusions of the study suggested that 

because of the technology, the barriers to entry were significantly low. The results also 

showed that electronic newspapers possessed differentiation from the traditional 

newspaper. For example, electronic newspaper developed Internet-related features and 

provided content that mattered (Chyi & Sylvie, 1998). 
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In 2002, Williams conducted research on the video game industry, built on the 

industrial organization (IO) model. In the context of media products that are produced 

and distributed, Williams based the research on previous television programming 

studies by Chan-Olmsted (1991) and Litman (1979). The study examined the industry’s 

maturation stages and also measured the genre-based content within the existing 

gaming platforms at the time. The research concluded that the direct outcome of the 

videogame industry structure was the development, solid growth, and competitive 

nature of this particular industry (Williams, 2002). 

 In the examination of a media firm’s strategic management, scholars have also 

employed the resource-based view approach that centers on the company’s internal 

resources and the abilities of the firm to manage their resources (Barney & Arikan, 

2001). Liu and Chan-Olmsted (2003) conducted a study on the main U.S. broadcast 

television networks’ alliances with Internet companies from 1998 to 2001, in the context 

of convergence. The analysis concluded that broadcast networks contributed property-

based resources, while Internet companies mainly provided knowledge-based 

resources (Liu & Chan-Olmsted, 2003).   

McFayden, Finn, and Hoskins (1994) explored the allocation of resources to 

meet market demands by competing cultural industries. The study considered factors 

such as distribution, new product development, general management, organizational 

analysis and competitive strategies in a global environment, to analyze the marketing, 

management, and business decisions confronted by companies performing in the 

cultural industries. The study found that cultural products could be segmented on 

demographic, socio-economic, geographic, social class, and lifestyles variances among 
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consumers. The study also concluded that demographic variables such as age, sex, 

and education are basically descriptive segmentation bases. “The may identify the 

groups which are different, but they do not account for the differences” (McFayden, 

Finn, & Hoskins, 1994, para. 4). The study supports the argument that new cultural 

products could involve high up-front costs and have relatively short life cycles.  

Latino Youth and TV Consumption 

A number of studies have examined young Latinos and television consumption 

(Greenberg & Heeter, 1983; Penaloza, 1994; Rios & Stanley, 1998). Factors such as 

language, acculturation level, and cultural identity were the most common variables 

taken into account when the studies were conducted.  

In a study by Greenberg and Heeter (1983), the television consumption patterns 

of young Mexican-Americans in the 10th and 11th grades in five different cities in 

California, based on uses and gratifications theory, were examined to explore language 

preference by bilingual and bicultural students in the context of media consumption. The 

results were limited to this specific sub-group of Hispanics, and the findings suggested 

that the majority of participants (75%) chose to watch television in order to gain social 

learning and advice. Not only was this study conducted almost three decades ago, the 

study did not concentrate on the importance of the language factor, although the 

participants had to be bilingual. The main focus was consumption of media use  

(Greenberg & Heeter, 1983). 

Rios and Stanley (1998) conducted a survey in New Mexico on three different 

groups of Hispanics: low acculturated, bicultural, and most acculturated. The study 

surveyed 225 adult volunteers living in greater Albuquerque and found that the most 
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acculturated group was less exposed than the other two groups to Spanish-language 

television. The bilingual group was moderately positive towards Spanish-language 

television and had been fairly exposed to it. The least acculturated group was highly 

exposed to Spanish-language television and consumed Spanish-language television at 

high levels (Rios & Stanely, 1998).  

Just like any firm in an industry, Spanish-language broadcast networks battle to 

formulate and implement the right programming strategies trying to seek success and 

avoiding the negative effects of the greater external and internal transformations of their 

shifting environments. Factors ranging from the increase of competition to changes in 

demographics are changing traditional market practices and perspectives of these 

media companies (Picard, 2004). The need for Spanish-language TV networks to 

understand and adapt to the new conditions of their market demographics rapidly 

increases as the lack of such modifications can make programming fail and 

consequently lead to a loss of market share.  

Purpose of the Study 

The purpose of the study is to report a quantitative content analysis of the 

Spanish-language television prime time programs that would appeal to the Latino youth 

by the three most important Spanish-language broadcast networks. It also considers the 

type of programming broadcasted by these networks between 2003-2012.  

Prime time programming is highly important because prime time is the optimal 

time period for broadcasters in terms of effectiveness and profits, as it is also when 

most viewers are watching television. Industry reports suggest that the constant growth 
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of the Spanish-speaking population in the U.S. has revealed a great demand for Latino 

oriented television content.   

This analysis contributes to the literature covering ethnic television in that it 

further explores prime time programming designed and distributed for the Latino youth. 

Further, the findings can be useful to other broadcasters or advertisers that are 

interested in reaching young Latinos. 

The literature on strategic management offers a theoretical context for the 

formulation and implementation of strategies, as well as the effects of the industry 

environment. The theoretical basis resulted from the literature are linked to Spanish-

language broadcast networks primetime programming and their approach towards the 

young Latino audience in the context of programs being delivered during prime time. 

Spanish-language broadcast networks are perceived as firms competing in an industry 

while the Latino youth audience represents a sizeable market in need to be reached.  

Television programming represents products offered by the networks. Therefore 

Porter’s findings on competitive strategy and competitive advantage are applicable 

(Stonehouse & Snowdown, 2007). In regards to strategic management in the television 

broadcasting industry, programmers must formulate and implement the strategy that 

best fits the particular situation of the network.  

Research Questions 

After having reviewed the strategic management theory, academic literature on 

industrial organization (IO) strategy, broadcast industry data, and U.S. Hispanic 

demographics, it is clear that there is currently no other research that emphasizes the 

relationship among prime time programming by Spanish-language broadcast networks 
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and the young Latino audience. The following research questions are offered as the 

basis for this study: 

RQ 1: How many prime-time television programs targeting Latino youth were 

aired on Spanish-language broadcast networks from 2003 - 2012? 

RQ 2: Has there been an increase/decrease in the number of programs targeting 

Latino youth from 2003 - 2012? 

RQ 3: In regards to programming targeting the Latino youth, are there differences 

between the three networks’ schedules? 

 In the next chapter, the methodology applied in this content analysis is described. 

The methodology was implemented in order to answer the research questions. 

Appropriate data about programming strategies, Spanish-language broadcast networks, 

Hispanics and the Latino youth has been provided.  
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CHAPTER II 

METHODOLOGY 

This study utilizes the quantitative research method of content analysis in order 

to answer the research questions. Content analysis “is a method of studying and 

analyzing communication in a systematic, objective, and quantitative manner” (Wimmer 

& Dominick, 2005, p. 156). Furthermore, Krippendorff defines content analysis as a 

technique used to “examine data, printed matter, images, or sounds –texts- in order to 

understand what they mean to people, what they enable or prevent, and what the 

information conveyed by them does” (Krippendorff, 2004).  

 In the utilization of quantitative content analysis, Alexander (2009) states that “it 

offers the possibility of obtaining more precise, objective, and reliable observations 

about the frequency with which given content characteristics occur either singly or in 

conjunction with another” (p. 144).  Krippendorff (2004) also notes that one of the 

factors that has contributed to the increase of assigning significance to a content being 

analyzed is the evolution of the role of culture.   

Wimmer and Dominick (2011, p. 156-157) list the three characteristics of a 

content analysis: it should be systematic (selection and evaluation of content should be 

analyzed under the same set of guidelines), objective (results should be unbiased, and 

should have the same results if another researcher repeats the analysis), and 

quantitative (provides further statistical tools that help in the interpretation and analysis 

of the content). Wimmer and Dominick (2011, p. 160) also note that a content analysis 

must follow these stages: formulate the research question, define the universe in 

question, select an appropriate sample from the population, select and define a unit of 
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analysis, construct the category of content to be analyzed, establish a quantification 

system, train coder, code the content according to established definitions, analyze the 

collected data, draw conclusions, and search for indications. The content analyzed in 

this study is focused exclusively on prime-time programming by the three main Spanish-

language broadcast networks: Univision, Telemundo, and Telefutura, and the type and 

amount of programs targeting the Latino youth ages 13-17.  

The choice of the networks is supported by two factual characteristics. First, each 

network has a strong presence in the most significant U.S. Latino TV markets. And 

second, not only does each network claim to specialize in catering programming 

products for Latinos, but also asserts to be the representative media of the U.S. Latino 

community.  

Sample 

Individual programs represent the unit of analysis in the study. In regards to 

prime time scheduling practices, networks’ seasons have usually been comprised of 40 

weeks per year, starting in late September and ending in May. This practice has been 

widely employed by the networks since the 1950s (Eastman & Ferguson, 2009). 

Although the networks have historically premiered their new TV series in late 

September, some programs occasionally premiere as early as August or as late as 

November (Eastman & Ferguson, 2009). 

Given that the exact beginning and end points for broadcast television seasons 

vary, the researcher decided to draw a full week sample from the second week of 

October, as this would ensure the inclusion of new programs across the three Spanish-
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language networks; Univision, Telemundo, and Telefutura. Further, the selection of the 

second week of October is representative of the total season’s programming.   

Sampling the prime time programming block of each day of the week (Monday- 

Sunday) would remove any potential bias in the sample from sameness resulting from 

using only the same days. It also allows the study to gather an acceptable range of data 

as it can record differences in regards to programming type, form, and quantity.  

The programming line-ups were recorded from the entertainment section of the 

Dallas Morning News for the data collection of this study. A week of fall prime time 

programming was recorded from the source, specifically the second week of each 

October, from 2003 to 2012.  

A ten-year span was sampled, as this technique would permit the study to 

recognize increases and decreases of the programs as well as differences in the 

networks’ schedules. A decade is a fairly representative time frame that accurately 

represents Spanish-language broadcast network programming as a larger whole.  

The study replicates in part the design employed by Austin (1979) who studied 

prime time programming in a medium-sized market. Prime time hours comprise 7:00 to 

10:00 pm. (CST) Monday through Saturday, and 6:00 to 10:00 pm. (CST) on Sunday for 

a cumulative weekly total of 66 hours (3 networks x 22 hours of prime time 

programming per network). A total of 10 weeks were analyzed from the fall of 2003 to 

the fall of 2012. For the three networks, a cumulative total of 660 broadcast prime time 

hours.  
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Content Categories 

Wimmer and Dominick (2011) state that in the process of constructing content 

categories for content analysis, “particular studies have been productive to the extent 

that the categories were clearly formulated and well-adapted to the problem and the 

content” (p. 165). Litman and Hasegawa (1996) claim “the subjective choice of the 

number of categories and their appropriateness can greatly influence the outcome of 

diversity measurements” (p. 206). A nine -point program type index was created 

reproducing some of the program categories used by Litman and Hasegawa (1996) in a 

study of diversity in U.S. television programming, in which the researchers developed 

the categories after attempts to “identify unique categories that most closely 

accommodated the historical roots and modern day representation of television 

programming” (p. 206). Nine categories were chosen for this study for program 

placement. The categories are listed in Table 1.   

 The categories were mutually exclusive. In other words, programs were not 

double counted and did not fit in more than one category. Each program was appointed 

exclusively to a single category based on how closely the program’s content would fit in 

that designated category. Thus, the decision to assign a program to a certain category 

was the result of the content of that show fitting closely to that particular category.  

To assess the question of types of programs that were targeted to young Latinos, 

the multistage process used in the selection of the programs for this study, replicates 

Callister, Stern, Robinson, Coyne, and Bennion’s design (2011), which evaluated sexual 

content in teen-centered films. From the list of 660 hours of programming, teen-

centered programs were selected based on the following: storyline (the program had to 
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be focused on teens), teenager presence (the program featured a teenager age as the 

main protagonist, character or participant), and teenagers’ presence (the program 

featured young Latinos ages 13-17 in major and minor characters). 

 
 
Table 1 
 
Program Categories 
 

TV Narrative 

Dramatic narrative created specifically 
for television (e.g., soap operas, action 
series, police series, mini-series, 
hospital drama). 

Cinematic Narrative 

Dramatic narrative with origins in 
cinema (e.g., action movies, comedy 
movies, drama movies, horror movies, 
documentaries). 

News/Current Affairs 
Daily newscasts, discussion and 
interview programs dealing with news 
and public affairs.  

Hobby/Personal Interest Fitness, cooking, instruction 
procedures.  

Variety 

Entertainment programs (e.g., morning 
shows, sketch comedy shows, situation 
comedy, adult animation, celebrity talk 
shows)  

Game Game shows in which participants 
compete for a prize.  

Sports All sporting events, including live, pre-
recorded, or upcoming events.  

Arts/Music 
Arts performances. Exclusively 
concerts, dance, and music 
performances. 

Other Programs that do not fit in any of the 
other categories. 

Source: Litman & Hasegawa (1996) 
 

Lastly, the TV parental guidelines implemented on broadcast networks by the 

Federal Communications Commission (FCC) were applied. R-rated films were not 
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included as they mainly target adult audiences. Only programs rated with the following 

labels were included: 

• TV-G (General Audience)-means that the program is appropriate for all 

ages (Federal Communications Commission, 2013).  

• TV-PG (Parental Guidance Suggested)-program may contain content 

unsuitable for young children only (Federal Communications Commission, 

2013). 

• TV-14 (Parents Strongly Cautioned)-program contains unsuitable content 

for children under 14 (Federal Communications Commission, 2013). 

The criteria to determine the rating of a program was constructed from multiple 

sources: 1) the rating was assigned to the program using the Dallas Morning News 

program sidebar (e.g., “12 Corazones” – TV14). 2) Storylines for movies without rating 

were retrieved from Internet Movie Database (http://www.IMDb.com). 3) Titles currently 

available on DVD or streaming were also retrieved in order to check the rating and 

format of the program including and not limited to soap operas, game shows, variety, 

etc. 4) Ratings and types of formats were also retrieved from internet sites offering TV 

programming data as well as press releases by the three networks.  

A breakdown summary of the percentage of all programming by the three 

networks and categories is presented. Upon the presentation of this data, an analysis of 

the percentage of programming targeting the Latino youth is presented seeking to 

answer the research questions of the study. Further, breakdowns by year are given to 

help identify the trends across the ten-year span.     
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Access to past prime time programming of Spanish-language networks can be 

challenging, as there is not an official source holding this information.  

The original idea for the data collection of this study was to gather the data from a 

programming lineup database or periodical. Because a source with past programming 

lineups of Spanish-language broadcast networks is non-existent, it was difficult to locate 

the information needed.  

The next chapter presents the results derived from the data from the different 

sources regarding prime time television content of Spanish-language networks targeted 

to the Latino youth. The study is a quantitative content analysis of the prime time 

television content during the fall seasons of 2003 through 2012 by the three main 

Spanish-language broadcast networks.  
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CHAPTER III 

RESULTS 

The results of this study have been compiled in the following 9 tables which 

include the number of hours (individually and cumulative) of general and teen-oriented 

prime time television programming delivered by the following networks: Telefutura, 

Telemundo, and Univision. The percentages for the categories of the general and teen-

oriented programming have also been included as part of the results. A total of 660 

hours of programming were analyzed in this study, with a total of 220 hours of content 

belonging to each of the networks that were part of the study. The analysis of the 

programs showed differences in some of the content categories of the different program 

types. Thus, this study allowed the recognition of distinguishable tendencies and 

patterns with regards to programs for the Latino youth by the three networks. 

The analysis examined the types of programming by network, as well as 

providing aggregate results derived from all three networks. Secondly, it assessed the 

overall programming for the Latino youth across all networks and categories. To provide 

a detailed and more complete set of results, additional breakdowns sorted by network 

and by category are given to help identify the amount and type of programming that was 

offered to the Latino youth across the ten-year span in which the study based its 

findings. 

General Prime Time Programming 

Table 2 presents a breakdown and summary of the hours and the percentage of 

all programming by each network across all categories during the ten years. For 

Telemundo and Univision networks, a pattern that favors TV narrative can be 
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recognized by their high percentages in this category, namely, 21.7% and 18% 

respectively. Not less important is the low percentage of the same category in the 

content of Telefutura, which accounted for only 7% of the total prime time programming.  

It is important to note that Telefutura’s overall programming showed differences 

from the other two networks in terms of categories. It devoted more time to cinematic 

narrative (18.8%), compared to Telemundo and Univision -5.5% and 0.3% respectively.  

The variety category also shows differences between the networks.  Variety 

counted for 11.1% of Univision’s programming, while roughly 1% in the other two 

networks. A similar observation can be made regarding the news category in which both 

Telemundo and Univision accounted for roughly 1%, while it was completely absent in 

Telefutura.  

The sports category accounted for 5.2% in Telefutura while only 2% in 

Telemundo and slightly 0.1% in Univision. Game shows had slightly more prominence 

in Univision (2.3%) than in Telefutura and Telemundo with roughly 0.8% and1.5%, 

respectively. In contrast to Univision and Telefutura, Telemundo’s arts/music category 

accounted for 0.6%, while there was no programming of this category on the other 

networks.  

In addition, the results show a complete absence of certain general and youth 

oriented programming in some of the categories during certain years. For example, the 

results show that news programs under general programming had a consistent 

presence every year studied except in 2009, in which this type of programming was 

completely absent. Similarly, sports programming was present throughout nine years 



 

 37 

except in 2004 and 2009. The categories where no programming is present is 

represented with the number zero in tables below.     

 

Table 2 

Cumulative Breakdowns by Networks 2003 – 2012 

Network Telefutura Telemundo Univision Total

TV narrative 46.5 143.5 119 309 Hours
7.0% 21.7% 18.0% 46.8%

Cinematic narrative 124 36 2 162 Hours
18.8% 5.5% 0.3% 24.6%

News/public affairs 0 7.5 9 16.5 Hours
0.0% 1.1% 1.4% 2.5%

Hobby/personal int. 0 0 0 0 Hours
0% 0% 0% 0%

Variety 8 6.5 73 87.5 Hours
1.2% 1.0% 11.1% 13.3%

Game shows 5.5 10 15 30.5 Hours
0.8% 1.5% 2.3% 4.6%

Sports 34 15 0.5 49.5 Hours
5.2% 2% 0.1% 7.5%

Arts/Music 0 4 0 4 Hours
0% 0.6% 0% 0.6%

Other 1 0 0 1 Hours
0.2% 0% 0% 0.2%

2003 - 2012

 
 

 

Table 3 presents a yearly breakdown summary of the combined amount of hours 

and percentages of all programming across all categories by the three networks for the 

entire decade. Analyzing the totals of the ten-year span, the largest representation of 

general programming time falls within two categories: TV narrative (46.8%), and 
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cinematic narrative (24.5%). Together, these two categories account for nearly three 

fourths of primetime during the period 2003-2012.  

The subsequent major categories include variety (13.2%) and sports (7.5%). 

Game shows (4.6%) is the fifth largest category, while news/public and current affairs 

(2.5%), is in sixth place. In addition, hobby/personal interest programs were practically 

absent during the ten years studied. Few programs  

were dedicated to the arts/music category (0.6%), and the remaining category classified 

as “other” accounted for 0.2%.  

In general, it seems clear that Telemundo and Univision live up to the image of 

traditional Spanish-language networks providing large amounts of TV narrative content 

such as dramatic TV series and soap operas or telenovelas. In addition, Telefutura 

alone provided roughly more than two thirds of the total cinematic narrative or movies 

across the three networks.  

The next part of the analysis involves the programs that carried a specialized 

content involving young Latinos or targeted to this specific demographic group. The 

same programming was under examination, and the results pertaining the study’s 

research questions were also gathered from the analysis of the programming previously 

exposed.  
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Table 3

 Networks General Prime Time Programming Yearly Breakdowns 2003 - 2012 

CUMULATIVE
YEAR 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 TOTAL 

TV narrative 28 26 28.5 29.5 31 28 32 32 46 28 309 Hours
42.4% 39.3% 43.1% 44.6% 46.9% 42.4% 48.4% 48.4% 69.6% 42.4% 46.8%

Cinematic narrative 18 21.5 19.5 17 20 10 22 9 4 21 162 Hours
27.2% 32.5% 29.5% 25.7% 30.3% 15.1% 33.3% 13.6% 6.0% 31.8% 24.5%

News/public affairs 3 3 2 1 1 3.5 0 1 1 1 16.5 Hours
4.5% 4.5% 3.0% 1.5% 1.5% 5.3% 0% 1.5% 1.5% 1.5% 2.5%

Hobby/personal int. 0 0 0 0 0 0 0 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Variety 10 13 11 7.5 7 8.5 10 8.5 8 4 87.5 Hours
15.1% 19.6% 16.6% 11.3% 10.6% 12.8% 15.1% 12.8% 12.1% 6.0% 13.2%

Game shows 4 2.5 0 7 3 4 2 2 2 4 30.5 Hours
6.0% 3.7% 0% 10.6% 4.5% 6.0% 3.0% 3.0% 3.0% 6.0% 4.6%

Sports 2 0 5 4 4 10 0 11.5 5 8 49.5 Hours
3.0% 0% 7.5% 6.0% 6.0% 15.1% 0% 17.4% 7.5% 12.1% 7.5%

Arts/Music 0 0 0 0 0 2 0 2 0 0 4 Hours
0% 0% 0% 0% 0% 3.0% 0% 3.0% 0% 0% 0.6%

Other 1 0 0 0 0 0 0 0 0 0 1 Hours
1.0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0.2%

CATEGORIES BY YEAR
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Prime Time Programming for the Latino Youth 

Table 4 gives a breakdown summary of the cumulative number of hours and 

percentages of all programming targeting the Latino youth by the three networks across 

all categories for the entire decade. The network that devoted the most hours to this 

demographic group was Telefutura, which devoted 1.66% of its general programming to 

the cinematic narrative content for the Latino youth; Telemundo appeared in second 

place delivering 1.51% of programming in this category. This included teen-centered 

films or movies with teenager characters (eg, los Campeones II, los Pequeños 

Traviesos). 

In contrast, Telemundo delivered the highest number of hours in the category of 

TV narrative, delivering 0.75% of Latino youth programs. Univision ranked in second 

place with 0.60% and Telefutura third with 0.07% of TV narrative programming. This 

included dramatic TV programs portraying teenagers or specifically created to target 

this demographic (eg., la Rosa de Guadalupe, Niños Ricos Pobres Padres). 

Of equal importance is the programming in the category of game shows in which 

Univision accounted for the highest number of programs (0.75%). It included programs 

in which the participants were competing to win a prize (eg., Viva el Sueño, Buscando a 

Timbiriche). In this category, Telemundo delivered 0.15% of programming. No more 

programming appealing to the Latino youth appeared to be present in any of the 

remaining categories. 

The cinematic narrative category with content for the Latino youth was favored 

above all the others, with 3.18% of the general programming. The next highest category 

was TV narrative, which accounted for 1.43%, game shows with 0.90%, and variety 
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shows 0.15%. Primetime television content aimed or appealing to young Latinos 

accounted for 5.66% of the networks’ general prime 

time programming during 2003 and 2012. Tables 5 through 9 present a breakdown 

summary of the number of hours and percentages of all Latino youth programming by 

the networks individually for each year across all categories.  

 

Table 4 

Cumulative Latino Youth Prime Time Programming by Networks 

Network Telefutura Telemundo Univision Total

TV narrative 0.5 5 4 9.5 Hours
0.07% 0.75% 0.60% 1.43%

Cinematic narrative 11 10 0 21 Hours
1.66% 1.51% 0% 3.18%

News/public affairs 0 0 0 0 Hours
0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours
0% 0% 0% 0%

Variety 1 0 0 1 Hours
0.15% 0% 0% 0.15%

Game shows 0 1 5 6 Hours
0% 0.15% 0.75% 0.90%

Sports 0 0 0 0 Hours
0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours
0% 0% 0% 0%

Other 0 0 0 0 Hours
0% 0% 0% 0%

2003 - 2012
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Table 5  
Latino Youth Programming Breakdowns 2003 – 2004 

Network TF TM U Total TF TM U Total

TV narrative 0.5 0 0 0.5 Hours 0 0 0 0 Hours
0.22% 0% 0% 0.22% 0% 0% 0% 0%

Cinematic narrative 0 2 0 2 Hours 0 2 0 2 Hours
0% 0.90% 0% 0.90% 0% 0.90% 0% 0.90%

News/public affairs 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Variety 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Game shows 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Sports 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Other 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

!""# !""$

 
Table 6  
Latino Youth Programming Breakdowns 2005 – 2006 

Network TF TM U Total TF TM U Total

TV narrative 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Cinematic narrative 2 2 0 4 Hours 5 2 0 7 Hours
0.90% 0.90% 0% 1.80% 2.27% 0.90% 0% 3.17%

News/public affairs 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Variety 1 0 0 1 Hours 0 0 0 0 Hours
0.45% 0% 0% 0.45% 0% 0% 0% 0%

Game shows 0 0 0 0 Hours 0 1 0 1 Hours
0% 0% 0% 0% 0% 0.45% 0% 0.45%

Sports 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Other 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

!""# !""$
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Table 7  
Latino Youth Programming Breakdowns 2007 – 2008 

Network TF TM U Total TF TM U Total

TV narrative 0 0 0 0 Hours 0 0 1 1 Hours
0% 0% 0% 0% 0% 0% 0.45% 0.45%

Cinematic narrative 2 2 0 4 Hours 0 0 0 0 Hours
0.90% 0.90% 0% 1.80% 0% 0% 0% 0%

News/public affairs 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Variety 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Game shows 0 0 3 3 Hours 0 0 0 0 Hours
0% 0% 1.36% 1.36% 0% 0% 0% 0%

Sports 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Other 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

!""# !""$

 
 
Table 8  
Latino Youth Programming Breakdowns 2009 - 2010 

Network TF TM U Total TF TM U Total

TV narrative 0 5 1 6 Hours 0 0 1 1 Hours
0% 2.27% 0.90% 3.17% 0% 0% 0.45% 0.45%

Cinematic narrative 2 0 0 2 Hours 0 0 0 0 Hours
0.90% 0% 0% 0.90% 0% 0% 0% 0%

News/public affairs 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Variety 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Game shows 0 0 2 2 Hours 0 0 0 0 Hours
0% 0% 0.90% 0.90% 0% 0% 0% 0%

Sports 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Other 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

!""# !"$"
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Table 9  
Latino Youth Programming Breakdowns 2011 - 2012 

Network TF TM U Total TF TM U Total

TV narrative 0 0 1 1 Hours 0 0 0 0 Hours
0% 0% 0.45% 0.45% 0% 0% 0% 0%

Cinematic narrative 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

News/public affairs 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Hobby/personal int. 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Variety 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Game shows 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Sports 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Arts/Music 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

Other 0 0 0 0 Hours 0 0 0 0 Hours
0% 0% 0% 0% 0% 0% 0% 0%

!"## !"#!

 
 

Research Questions 

Three research questions were proposed in Chapter 1. The answers are given 

next based on the results of the study.  

RQ 1: How many prime-time television programs targeting Latino youth were 

aired on Spanish-language broadcast networks from 2003 - 2012? 

Of the number of shows aired during primetime from the fall of 2003 through 

2012 that were targeted to young Latinos, the analysis found 5.66% of the general 

programming devoted to this specific demographic group. As to the number of programs 

based on the sample collected, the total number of programs targeting this demographic 

was 37.5 hours out of the 660 hours that were analyzed.  
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RQ 2: Has there been an increase/decrease in the number of programs targeting 

Latino youth from 2003 - 2012? 

There appears to be a decrease in the number of programs targeting the Latino 

youth overtime (Table 10). While this type of programming reached its highest peak in 

2009 (after a slight increase) accounting for 1.51% of the general programming in that 

year alone, the two following years the programming decreased to less than 1%, and 

down to zero during 2012 (Figure 2).   

 
Table 10  
Latino Youth Programming Hours Breakdowns by Year 

Year Hours
2003 2.5
2004 2
2005 5
2006 8
2007 7
2008 1
2009 10
2010 1
2011 1
2012 0  

 

RQ 3: In regards to programming targeting the Latino youth, are there differences 

between the three networks’ schedules? 

In the category with the highest percentage (cinematic narrative), Telefutura and 

Telemundo appeared to have a slight difference in the amount of programs as the 

former accounted for 1.66% of this programming and the latter showed 1.51%. The 

second highest category, TV narrative, placed Telemundo as the number one network 

airing content for the Latino youth in this category accounting for 0.75% of the 
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programming. Meanwhile, Univision ranked in second place with 0.60%. The networks 

appeared to have consistency among themselves in terms of categories. While some 

offered more content than the others, the networks shared the same categories except 

the category of variety, which only Telefutura offered during the ten years (0.15%). 

 

 
Figure 2. Latino youth programming: Percentages breakdowns by year. 

 

In summary, the results appear to suggest only minor differences between the 

networks’ schedules although the results did present differences between the networks, 

in terms of amount of programming in the shared categories. In addition, the results 

showed a decrease in the airing of programming for the Latino youth in the last three 

years. 
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CHAPTER IV 

CONCLUSION AND DISCUSSION  

The study analyzed primetime schedules of Spanish-language broadcast 

networks in the effort to identify programs targeting the Latino youth. It analyzed the 

amount of programs targeting Latino teens, and the trends of such programming. It also 

examined the various types of program categories presented by the three main 

Spanish-language broadcast networks from 2003 -2012. Finally, it determined 

differences between the three networks’ schedules in terms of Latino youth 

programming distribution, including the amount of programs and categories. The next 

part of the study discuses the findings and analyzes general descriptive information 

about the programs targeting the young Latino demographic, sorted by category. 

Programming for the Latino Youth 

TV Narrative 

 Consistent with previous studies on Spanish-language television programming 

(Glascock & Ruggiero, 2004; Lopez, 2010; Rios, 2003; Rivadeneyra, 2011), one of the 

findings of this study was that soap operas dominated prime time schedules on 

Spanish-language broadcast television. TV narrative accounted for nearly half of the 

total programming (46.8%). Only 1.5% of this programming was devoted to the Latino 

youth. Of equal importance is the finding of a soap opera targeted almost exclusively to 

U.S. Latino teens during prime time.  

The program Niños Ricos Pobres Padres, aired on Telemundo in the fall of 2009. 

It portrayed high-school Latino teens as main characters. The program, which was 

targeted to young U.S. Latinos, was also the first and only soap opera on prime time 
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that showcased teenagers as the main characters. It therefore comes as no surprise 

that Telemundo ranked as the number one provider of TV narrative for the Latino youth 

in the study. Media professionals and scholars agree that executives have to 

acknowledge the existing failure by networks to recognize the need to reach younger 

audiences (Adweek, 2011a; Doughtery, 2001; Kung, 2008).  

To the contrary, the study found that Univision did not air any type of TV narrative 

programming targeting teenagers, but instead the network developed a format that falls 

under the TV narrative category known as mini-telenovela (Univision, 2008). The 

program, La Rosa de Guadalupe, showcases single stories in 60-minutes episodes, in 

which most of the characters in the stories are teenagers. The specific programs 

sampled in the study portrayed teenagers struggling with their parents’ divorce, school 

bullying, and difficulties with a quinceañera (Coleman, 2012; Univision, 2008).  In 

addition, this particular category and program was the only type of programming 

delivered to Latino teens by Univision during primetime.  

Cinematic Narrative 

 Films accounted for the highest category in terms of programming targeting the 

Latino youth, even doubling TV narrative, which was the second highest category. The 

study shows differences between the three networks in regards to films. For example, 

Telefutura and Telemundo delivered nearly the same amount of airtime devoted to films 

while Univision’s did not deliver any. It has to be said that while Univision did not 

provide any Latino teen oriented movies, Telefutura, which is part of Univision networks 

did. Consequently, Univision networks delivered the most programming under this 

category with a 1% difference over Telemundo.  
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Every film included in this category either featured one or more teenagers as 

main characters or the movie was categorized as a teen-centered film. Only rated G, 

PG or PG-13 movies were included. For example, the movie El Diablo Metio la Mano, 

aired by Telemundo in 2004, portrayed a group of high-school students and their 

struggle with a new family in town. The film Costa Mosquito, broadcast by Telefutura in 

2006, tells the story of an American family that encountered difficulties after moving to 

Central America, in which one of the central characters is a teenager. 

 According to Kung (2008), one of the factors that may dictate the success of a 

movie is its star power. When producers strategize to make a profitable movie, the 

inclusion of a star actor is taken into account in order to augment the chances of the 

film’s success. Broadcast networks’ programming and films try to reach the largest 

possible audience (Eastman & Ferguson, 2009), therefore it is extremely important that 

broadcasters take into account the inclusion of stars relevant to teenagers when this 

group is being targeted.  

The study found that the theatrical release date of the delivered films was not 

taken into account, signaling that offering newer movies is not part of the three 

networks' strategy. The films drawn from the sample had been released at least five 

years before they were aired. One of the films (Costa Mosquito) had originally been 

theatrically released twenty years before Telefutura aired it in 2006. A list of the films 

delivered by the networks is provided in table 11. 
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Table 11  
Air/Theatrical Release Date of Films 

Movie Network Aired Year Release Year

Los Campeones II TM 2003 1994
El Diablo Metio la Mano TM 2004 1999
Los Pequeños Traviesos TF 2005 1994
Air Bud TF 2006 1997
Mrs. Doubtfire TF 2006 1993
Costa Mosquito TF 2006 1986
Los Picapiedra TM 2006 1994
Last Action Hero TF 2007 1993
Mini Campeones TM 2007 2002
101 Dalmatas TF 2009 1996  

 

To the contrary, the study found that the original theatrical release date of the 

films in the general programming showed significant differences from the films targeting 

the Latino youth. In 2004 Telefutura aired the movie Fuerzas Especiales, which had just 

been released in 2003. In addition, the same network delivered El Castigador: Zona de 

Guerra in 2011, which was released in 2008, three years before it was aired.  

Lastly, the delivery of films targeting the Latino youth decreased significantly. 

Between 2010 and 2012, none of the Spanish-language networks aired any films 

appealing to a young demographic.  

Variety 

Although the variety category counted for 13.2% of the general prime time 

programming, only 0.15% was devoted to Latino youth content. Specifically, only one 

program that fit the criteria for this category was aired during the ten years under study. 

La Guereja y Algo Mas, broadcast by Telefutura, featured kids and teen characters in 

comical situations.   
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Game Shows 

 The results of the study further indicate that the networks’ programmers from 

Univision became responsive to certain changing audience preferences for distinctive 

program formats during the last decade. Univision aired almost 80% of the game shows 

fitting the criteria for Latino youth target. This particular category only appeared in three 

years of previous analysis (2006, 2007 & 2009). Telemundo delivered the remaining 

20% of game shows in 2012. This category accounted for a total of 0.90% of the total 

primetime programming.  

Discussion of Research Questions 

The basic foundation that guided the research questions in this content analysis 

was the perception that Spanish-language broadcast networks devoted an extremely 

low percentage of their general programming to young Latinos. The results of the 

content analysis confirmed that assumption.  

The first research question that addressed the amount of shows targeting young 

Latinos during prime time on Spanish-Language networks led to conclude that the 

amount of programming for the Latino youth on primetime Spanish-language television 

was low. First, when compared to the networks’ general programming, Latino-youth-

oriented content accounted for 5.66% of the total general programming.  

 The study determined that television content by Spanish-language broadcast 

networks targeting Latino teens is underrepresented, compared to the rest of the 

general programming which varied significantly in categories, formats, and release 

dates (films). In addition, the study also found that the number of programs targeting 
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young Latinos decreased significantly in the last three years of the study, answering this 

study’s second research question about the trends in programming for the Latino youth.  

 In regards to the results pertaining to the third research question, the study found 

that there were certain differences and similarities between the networks with certain 

formats. For instance, with regards to the TV narrative category, Telefutura hardly 

delivered any programming in this category (0.07%), while Telemundo and Univision 

provided a small number of programs, 0.75% and 0.60%, respectively. However, in the 

cinematic narrative category, Telemundo and Univision provided all the programming 

with 1.66% and 1.51%, respectively, while Univision did not deliver any.  

The results of the study suggest that Spanish-language networks may favor 

largely adult audiences over teenagers as this audience represents greater advertising 

potential for the networks. Adults tend to have a large flexible income, which ultimately 

can be attractive to advertisers.  

Discussion of Strategies 

The sample for this analysis was drawn from ten one-week samples of prime 

time television programming from the three major Spanish-Language broadcast 

networks. The results of the study reflect the decrease of teen-oriented prime time 

programming. The lack of this type of programming in the last two years that the study 

covered should catch the attention of broadcasters as overtime more media options 

have become available for this segment of the population.  

Kung (2008, p. 110) describes a strategy as a “plan, formed through the 

methodical, sequential analysis of the environment and the evaluation of the extent to 

which organizational resources can be utilized to take advantage of environmental 
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opportunities or to address environmental threats.” The decrease and further lack of 

programming by Spanish-broadcast networks targeting the Latino youth in the last few 

years, reflects either the abandonment of a niche audience or the potential of targeting 

an audience that can still be reached. Ultimately, the Hispanic population is comprised 

of a considerable number of young individuals.  According to the Pew Hispanic Center 

(2012), 17.6 million are under the age of 18.  

Porter (1980) believes that some strategies, such as product differentiation, often 

take a prolonged period of time before it shows any success. In addition, this particular 

strategy involves start-up loss and also takes time and effort. According to Porter 

(1980), the formulation and implantation of the right strategies would help a firm to build 

a brand. The benefits will come after the firm has established brand identification and 

customer loyalty.  

Regarding Spanish-language networks utilizing Latino-teen-oriented content as 

product differentiation, this market segment represents an audience that is only 

expected to grow during the next few years (Pew Hispanic Center, 2012). Managers 

must recognize changes in demographic groups and start formulating strategies 

suitable to target the Latino youth group. The right strategic management approach, 

such as creating and consistently distributing new teen-oriented programming, can lead 

to network's establishing brand identification and customer loyalty, resulting in a loyal 

audience.  

This would nearly guarantee the networks to retain the same audience by 

offering products that would appeal to individuals in all their life stages if the networks 

provide the adequate content and implement the right strategies throughout the different 
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growth stages of said audience. Chan Olmsted (2006, p. 197) believes that “the 

decision (of a media firm) is not whether to diversify but to what degree and into which 

target market.”  

Previous studies in marketing have emphasized the importance of targeting 

young Latino consumers (Chattalas & Harper, 2007; Dalecki, 2012; Negron, 2004), as 

this group will constitute a large number of the population within the next few years. In 

terms of strategies, the Latino youth group is extremely important for marketers for two 

reasons: 1) it is the largest and fastest growing group within the Hispanic population 

(Pew Hispanic Center, 2012); 2) their brand loyalty is up for grabs as it is still an under-

targeted group (Negron, 2004).  

Cartagena (2005) believes that the lure of reaching Latino teens will imitate the 

surge of consumerism towards the baby boomers from the 1970s to the 1990s. In 

addition, writing about targeting young consumers, Cartagena (2005) stated that “smart 

companies will want to capture this market while they are still young and keep them 

loyal to their brands as they get old” (p. 169).  

Eastman and Ferguson (2009) describe blocking or stacking as a strategy used 

by networks in which all the programs during prime time on a specific night are of the 

same general type. In other words, the network airs all comedy programs, all dramas, 

etc. The study revealed that blocking was the most used scheduling strategy by 

Spanish-language networks. During weekdays, Univision and Telemundo aired only 

telenovelas during prime time, while Telefutura broadcasted films. Univision placed 

Sabado Gigante as its sole program to fill up Saturday prime time nights during the ten 

years analyzed by the study. The study suggests a strategy based on these findings. 
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The results of the study revealed that the number one format used by the networks 

reaching Latino teens was movies.  

The strategy to deliver made-for TV movies, also referred by media professionals 

as MFT, has been widely used by English-language broadcast networks since the 

1970s (Eastman & Ferguson, 2006). This type of format has been mainly used when 

networks have tried to target a specific demographic group. Some of the advantages for 

the networks in the distribution of MFTs include profitability, the targeting of a specific 

demographic group, and the potential for the movie to become a regular program upon 

its proven success (Estman & Ferguson, 2006). In the 2003-2004 season, the top ten 

movies on broadcast network television were made-for-TV films, even above the movies 

that had been previously theatrically released (Eastman & Ferguson, 2006). Spanish-

language networks have not utilized this strategy; least of all utilize it in the reaching the 

young Latino demographic group.  

 Research shows that 92% of American teens use the Internet (Pew Hispanic 

Center, 2012a). As viewership fragments Spanish-language broadcast networks must 

experiment with different online platforms in order to reach young consumers. The 

distribution of online-video and online-exclusive programming targeted to teens would 

enable broadcasters to reach a larger youth audience. And, consequently, the 

opportunity to generate additional revenue by attracting online advertisers.  

Results 

To briefly restate the results of the study, the main findings of this content 

analysis demonstrate that:  
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• Only 5.66 % of the prime time programming by Spanish-language 

networks was targeted to the Latino youth. 

• The delivery of films was the number one strategy employed by 

broadcasters targeting the Latino youth. 

• Films targeting teenagers were relatively older in comparison to films 

delivered through the general programming. 

• There is lack of programming for the Latino youth in the categories of 

news, hobby/personal interest, sports, and arts/music. 

• The development of a new format by Univision called mini-telenovela, 

which showcase 60-minutes episodes and is widely used to target young 

Latinos. 

• 2009 was the year when networks delivered the most programming for the 

Latino youth, which accounted for 1.51% of the general programming. 

• Niños Ricos Pobres Padres aired in 2009 by Telemundo was the first 

telenovela targeted exclusively to U.S Latino teens on prime time. 

• In the last three years covered by the study (2010-2012), less than 1% of 

the prime time programming was devoted to teenagers. 

• In comparison to general prime time programming where TV narrative 

programs accounted for almost half of the total programming (46.8%), the 

portion aiming the Latino youth in this category accounted for 1.43% of the 

total programming. 

• The most used scheduling strategy used by the three networks was 

blocking.   
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Contribution of the Study 

 This analysis also contributes to the literature covering ethnic television in that it 

further explores prime time programming designed and distributed for the Latino youth. 

Previous studies have not focused on prime time programming by Spanish-language 

broadcast networks for the Latino teenage group. This content analysis examined prime 

time programming content, scheduling strategies, and explored the relationship 

between programming, strategies, and the Latino youth.  

Furthermore, the findings can be useful to other broadcasters or advertisers that are 

interested in reaching young Latinos. 

Limitations 

 A number of limitations were noted in this study. First, the study is a content 

analysis, not a study with an audience-centered approach. As such, the study only 

provides an analysis of data for the years under investigation. On the contrary, an 

effects study would have focused on what teenagers do with Spanish-language 

television programming, rather than what the networks have to offer. An effects study 

analyzes the audience’s initiative for the selection of certain media content where 

needs-gratifications is emphasized (Dominick & Fletcher, 1985). 

The uses and gratifications approach that has been previously utilized in effects 

studies of adolescents (Bun & Browne, 1995; Del Toro & Greenberg, 1989; 

Rivadeneyra, 2011) could have provided a consumer-oriented perspective. Audience 

members can also be regarded as consumers. This perspective can be useful for 

broadcasters, as it would provide information on the expectation of young audiences 

when consuming television products. In summary, the actual motivations of Latino 
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teenagers watching Spanish-language television can only be identified with an effects 

study.  

A second limitation with the study was the sample size. Even though the Spanish 

language television industry has recently become more diverse (Piñon, 2011), time 

constraints and available resources shifted the purpose of the study to only three 

corporations that ultimately would provide snapshots of scheduling strategies when 

looking at programming for the Latino youth. Although an acceptable number of 

programs were drawn from the networks to draw conclusions, thus providing a sizable 

sample, future research using larger samples of programs including both broadcast and 

cable Spanish-language networks would provide additional strength to the findings.  

Another limitation of the study was the number of categories for program 

placement. While most of the chosen categories were self-explanatory like game shows 

and news/public affairs, there were others such as variety and TV narrative, in which 

sublevels of categorization fitting certain parameters of genre and form would have 

provided the study a broader perspective in regards to types of formats within those 

categories. Given this limitation, attempts were made to identify certain characteristics 

of the programming that would most closely accommodate the programs to the most 

appropriate unique category. For instance, the creation of three sub-categories such as 

situational comedy, narrative comedy, and talk/discussion would have placed the 

programs within a more specific type of format.  

Lastly, the collection of data represented the main limitation. The study found that 

there is lack of structure in the collection and conservation of programming data by 
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Spanish-language broadcast networks in terms of sources available to researchers, 

which ultimately constituted a challenge for this content analysis. 

Future Research 

In order to obtain a broader perspective on programming strategies for the Latino 

youth, future research should expand to new broadcast networks such as Mundo Fox, 

Azteca America, and Estrella TV, as well as cable programming. In addition, research 

should expand to other categories favored by cable networks such as reality-based 

programming. The research should also include trend analyses in relation to social 

media, as this is of great value to advertisers.  

It is also important that a study about product adaption be developed for 

Spanish-language programming, so that it can measure the amount or lack of 

adaptation of media products delivered to U.S. Hispanics by Spanish-language 

networks as a large portion of their programming is imported. With Latino markets’ 

characteristics rapidly changing it would be beneficial for new studies to report the 

success rate of the programming products adaptation on Latino markets. The networks 

should realize that they have to deliver content that is relevant to an audience’s 

everyday life. This may implicate that networks may also have to send their message in 

English.  

Spanish-language TV networks have not only engaged into the notion that all 

segments of Hispanics want to receive only-Spanish content, but have also put forth the 

idea that the Hispanic audience can only be reached through Spanish media outlets, an 

idea that has also been reinforced by advertisers and TV content creators (Nielsenwire, 

2010).  It has become a problem that Spanish-language TV networks have struggled to 
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resolve, as they continue to place Spanish at the center of their self-presentation, 

simultaneously distressing the distribution of their content (Davila, 2001).  

In order to adapt to bilingual/bicultural audiences, media professionals will have 

to examine in detail this segment of the Hispanic population. Research has to establish 

the way bilingual/bicultural audiences are viewing Spanish-language television, and how 

the more bicultural the audience gets, the more Spanish-language networks lose these 

audiences. It is time to change the way traditional TV aims at the Hispanic audience, 

which, according to research data, has become a huge area of growth and opportunity. 

Conclusion 

 This study analyzed Spanish-language programming aimed to the Latino youth 

during prime time from the years 2003 – 2012. The results indicated that 5.66% of the 

total programming was devoted to Latino youth content. The study also determined that 

there were differences between the three networks’ schedules but not at a significant 

level. The utilization of the data provided a discussion about the implementation of 

programming scheduling strategies by the broadcast networks from which the samples 

were drawn. 

Various outlets can utilize the findings of the study in order to get a broader 

insight into the young Latino group, and the ways television networks have approached 

this group in regards to television programming. The findings can also lead to a 

discussion among media professionals and researchers about the creation of strategies 

to create, adapt, and deliver content for the Latino youth. 

This study noted the importance of reaching the Latino youth audience as this 

group represents an extremely lucrative target market given its projected growth. Latino 
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youth is now a minority majority. Most of them enjoy wealth, achievement, and success. 

They also share a desire for quality products and the newest available technology. 

Latino teenagers will most likely do better than their parents. But most importantly they 

are independent and optimistic individuals, who have also their own money to spend 

(Selbert, 2005).  
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