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newspapers. 

For now, however, Hispanic Media analysts say radio domi­ its fight to talce the license, cur­
broadcasters and publishers are en­ nates because Chicago lacks a daily rently owned by Video 44 Corp., a 
joying the benefits of their niche. Spanish-language newspaper, mak­ local partnership. 
. While most general interest news­ ing the stations something of a town 

'Underserved by the media' 
papers, radio and television stations crier with their mix of entertain­
have seen stagnant or declining rev­ ment, news and talk shows. And Howard Gilbert, a partner at the 
enues because of the poor economy they have more of a local touch than Chicago law firm Holleb . ~ Coff 
over the past two years, the majority the television stations, which de­ who represents Monroe, says ~~; 
of Hispanic broadcasters and pub­ pend on satellite-delivered programs company is committed to servmg 
lishers have watched their revenues comparable to the programming the Hispanic community, noting, 
increase by double digits. aired on mainstream network affili­ "The Hispanic market is under­

ates. served by the media . . . and it hap­Billings have soared Broadcasters say radio is espe­ pens to be the only growing adver­
WfAQ-AM's Mr. Limon, for ex­ cially vital to new arrivals. "Many tising market there is." 

ample, claims billings have soared of our people don·~ lcnow how to Channel44 is affiliated with Tele· 
60% over the past two years and read and write," says Mr. Limon of mundo Group Inc., a Hispanic telc· 
will reach about $3 million in 1992. WfAQ-AM. vision network based in New York. 
Jose F. Lamas, general manager of The vast majority of Chicago ad­ • WCIU-TV/Cbannel 26. Span­

vertising dollars spent in the His­WSNS-TV/Channel 44, says 1992 ish-language programming malces 
panic market are split among a rela­sales are runtifng 16% ahead of last up the biggest block of pro~­
tively small group of major players: year and will likely reach $12 mil­ ming on this independent station, 

• WOJO-FM and WIND-AM. lion this year-roughly comparable which also airs English-language 
The top-rated stations are owned by to the revenues at WGBO-TV I business news and other foreign-
Tichenor Media Systems of Dallas, Channel 66, a Chicago independent 
the largest operator of Spanish-lan­ language. shows. 

station. 
guage stations in the country, which Owned by Chicago-based Weigel 

Advertising firms serving Span­
· bought the AM station in 1985 and Broadcasting Co., Channel 26 is af­

ish-language media estimate total 
the FM outlet in 1986. The stations filiated with Univision, a Hispanic 

advertising billings in the Chicago had combined 1991 billings of network based in New York. Sta­
market will climb to about $35 mil­ nearly $9 million. tion President Howard Shapiro 
lion in 1992, up from about $30 • WT AQ-AM. Owned by Holly­ owns about 72% of the company. 
million last year. wood-based Lotus Communications • Extra Bilingual Community 

.. The clients involved in the His­ Corp., which operates four other Newspapers Inc. Purchased earlier panic market continue to increase Spanish-language outlets, the sta­ this year for between S 1 million and their budgets," says Jorge San Jose, tion recently strengthened its night­ $2 million by New York-based His­president of Chicago-based San Jose time signal and moved to new facili­ panimedia L.P., the weelcly has; an & Associates Inc., an agency that ties on South Pulaslci. Acquired in audited circulation of about 68,000 buys advertising on Spanish-lan­ 1985, WfAQ is ranlced third among and hopes to bill about $2.5 million guage outlets for a dozen compa­ the stations serving the Hispanic in 1992 (CJWN"S, Feb. 10). 
nies, including Ace Hardware market. • La RIU.II. With a circulation of Corp., Anheuser-Busch Cos., • WOPA-AM. The newest sta­ 40,000, which executives say is 
Coca-Cola Co. and Sara Lee Corp. tion in the Spanish-language mar­ split between paid and unpaid, the 
"Why? They continue to get re­ ketplace signed on in January 1990. weekly will bill an estimated S2 sults." Owned by CID Broadcasting Co., a million this year. The Hispanic media picture in group of local investors headed by 
Chicago is the reverse of that for Azteca Foods Inc. President Arthur La RIIZII's focus 
mainstream media, where newspa­ R. Velasquez, the station is ex­ Publisher Mr. Rossi is looking to pers get the largest share of adver­ pected to bill about $2 million this increase the newspaper's reach by 
tising dollars, followed by televi­ year. Mr. Velasquez predicts it will another 20,000, primarily by focus­
sion and radio. be profitable within the next six ing on suburbs with large Hispani_c 
Radio drives market months. populations such as Aurora and CI­

• WSNS-TV /Channel 44. The cero. He's also mulling a move to Radio drives the Hispanic market only full-time Spanish-language TV twice-per-week. publishing next here, grabbing 40% to 50% of total outlet here, it's the focus of a year. advertising expenditures, while tele­ lengthy court battle over ownership There are other players in the vision comes in second with 30% to of the license. Hispanic marketplace, including 40%. Newspapers are a distant Monroe Communications Inc., a more than two dozen tiny weekly third. Miami is the only other Chicago-based group of investors, newspapers and brokered radio American market where radio is the 
has won scveml court decisions in programs, but none is considered a leader in Hispanic-market billings. 

key player. 
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Despite the fact that a handful of 'Result-oriented' "In my opinion, without the His­
media players ,dominate the His­ panic media, people like (congres­
panic market, they complain they "You have to be result-oriented, sional candidate) Luis Gutierrez 
aren't getting their fair share Of Chi­ concept-oriented and marlceting-ori­ would not have emerged," he 
Cago's advertising dollar. ented," he says ... You have to keep declares. "It's an important role." 

Spanish-language radio gets about pounding away.'' But Mr. Adler believes that Chi­
4% of the $240-million Chicago ra­ Improvements in research would cago needs a Spanish-language 
dio market; television gets less than help, but won't guarantee a bigger daily newspaper similar to those 
2% of the $600-million Chicago tele­ buy by advertising agencies, espe­ serving New York, Los Angeles 
vision marlcet, and newspapers get cially in recessionary times. Many and Miami. Eva Tapia, acting chair­
less than I% of the money spent on advertisers don't want to spend the woman of the Latino Committee on 
general interest publications, esti­ money to produce commereials in the Media, also sees a need for a 
maled broadly at about $850 million. Spanish. daily paper, noting, "We like to 

.. It's not as difficult to sell as it ..It's not that people don't have dream big." 
was 20 years ago, but there are still confidence or trust in (Hispanic me­
problems," says Mr. Shapiro of dia)," says Wendy Marquardt, se­ Dally paper unlikely soon 
WCIU-TV, which airs Spanish-lan­ nior vice-president and director of Mary Montgomery, executive 
guage programming 1011.1 hours per broadcast negotiations at the Chi­ editor of Extra Bilingual Commu­
day ... Nobody has ever been able to cago advertising f1m1 Bayer Bess nity Newspapers, thinks dreams of 
get it to where it belongs." Vanderwarlcer, which buys time on a Hispanic daily will likely remain 

Spanish-language stations for the Il­ just that for a long time. Lack of research linois State Lottery ... It's the cre­ "It .could be done, but it would be 
A lack. of . strong, well-regarded ative executions where things get awfully hard," she says. "And the 

research materials makes it tougher gnarled up. You have to do addi­ record for start-up dailies isn't very 
for the Hispanic media to make their tional commercials in Spanish and, good. It would take an awful lot of 
case to advertisers. in cost-cutting times, that's a whole money.'' 

Research companies catering to other thing." 
Hispanic media, such as Miami­ Activists and media specialists 
based Strategy Research Corp., say Hispanic media outlets must 
don't carry as much weight with continue to play a major role in the 
media buyers as the more estab­ community even as they chase 
lished research firms. larger profits. They applaud efforts 

"The bulk. of television time is to explain school reform, for ex­
bought by people who limit them­ ample, and other hotly debated is­
selves to the Nielsen and Arbitron sues. 
books," says Mr. Shapiro. "You Ilya Adler, an associate professor 
have to bring your story to them." who teaches courses in ethnic media 
_ !-~ds Chuck. Brooks, vice-presi­ and cross-cultural issues at the Uni­

dent and general manager of versity of lllinois . at Chicago, says 
WOJO-FM and WIND-AM, Hispanic media help _legitimize 
.. 'There's a complete void (in re­ leaders within the Spanish-language 
search). We're continuing to worlc community before they're noticed 
with several research companies, by the mainstream press. 
but for now, it doesn't exist." 

As a result, most Hispanic broad­
casters circumvent the research 
question by selling results. 

Mr. Velasquez of WOPA-AM 
points to the crowds his station can 
generate by co-sponsoring a promo­
tional event. 
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