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WILD, PASSIONATE DREAMS are in the DNA of just about any telenovela. But on 
Rebelde, some of these dreams have come true — along with a few nightmares. The 
Mexico-produced telenovela, which has been airing simultaneously in Mexico and on 
Univision in the 3 p.m. slot since March 21, 2005, was hatched about two years ago by 
the record label EMI and the show's producer, Grupo Televisa. The executives picked out 
a group of young, sexy musicians who play catchy songs. They spiced up a story line that 
revolves around a group of teens (in real life, they range in age from 19 to 24) who 
fantasize about making it big as pop stars in a band called RBD while at the same time 
they rebel against the elitism and material-gain mantra of their prep school. 
 
The performers have so captured the imagination of their audience in Latin America and 
the United States that they have sparked veritable stampedes at some of their public 
appearances. During an event in Brazil in February, the crush of fans left three people 
dead. In the U.S., there were subsequent cancellations of RBD autograph sessions in 
Dallas and El Paso, Texas, when crowd control became an issue. 
 
RBD is finding its way across countries and events, dividing any given week among a 
U.S. concert tour; promoting the just-released DVD and third CD, Live in Hollywood; 
starting work on a feature film; and feeding the telenovela production machine back in 
Mexico. 
 
 
That overdrive scenario is keeping many companies busy, spinning deals for an ever-
expanding array of brand extensions based on television properties. "The treatment of 
RBD is on par with general-market [music acts]. You've got big, big customers like 
Target and Wal-Mart that have embraced RBD as if it were a general-market product," 
says Rodolfo López Negrete, president and general manager of Miami-based EMI 
Televisa Music, about the group's recordings. 
 
Rebelde and its stars have become part of the fire that is sweeping the Hispanic television 
business, and the show is increasing the number of product deals to drive up revenue 
potential. Think runaway hit American Idol for the Spanish-speaking world. 
 
Hispanic networks are readying themselves this month for the upfronts with expanding 
opportunities for advertisers that range from mobile phone content to magazines to 
original novelas exclusive to online. 
 
The trend follows the general market with an extraordinary expansion of products 
associated with networks, shows and celebrities, as media brands respond to advertisers' 



cries to provide more of a return on investment and a deeper level of engagement with 
consumers. Networks like ESPN Deportes, owned by the Walt Disney Co., and NBC 
Universal's Telemundo are part of the most aggressive media conglomerates pursuing 
multiplatform business. 
 
Grupo Televisa is sensitized to that corporate philosophy. In fact, Televisa has a new 
expansion initiative in the U.S. for every novela it broadcasts here, says Manuel Gilardi, 
vice president of corporate image and advertising at Grupo Televisa. "Because the 
Hispanic market is growing so fast in the U.S., we're interested in exploiting [revenue 
streams] as well." 
 
Given the new-media thrust, "it's only a matter of time before people start downloading 
[Latino] soaps on iPods," says Luis Balaguer, president and founder of Miami-based 
Latin World Entertainment. The group represents artists and is involved with marketing 
and promoting Hispanic entertainment. 
 
Balaguer's work with an enduring Televisa property, El Chavo del 8, a decades-long 
staple on Galavisión, shows how individual TV programs are finding success with 
ancillary products and sales. Latin World represented Televisa Cine in the U.S. as it 
propositioned retailers to stock DVDs of El Chavo. "It took a long time to convince Wal-
Mart to carry it and give it space," Balaguer says. It's easy to imagine why. The series has 
been around for 36 years and focuses on an orphan street urchin played by middle-aged 
comedian and creator Roberto Gómez Bolaños. 
 
But once Wal-Mart agreed to carry the DVDs, the results were "a surprise to everyone," 
Balaguer says. "The product just flew off the shelf." Before the compilation DVD arrived 
in Wal-Mart stores, DVDs for the Hispanic market were largely tucked away, Balaguer 
adds. Televisa says nearly 1 million El Chavo DVDs have been sold in Wal-Mart and 
other stores in about two years. 
 
El Chavo also has been a boon for other companies. Gómez Bolaños is working with the 
Mexican animation house Anima Studios to create a cartoon version of the show. 
Televisa's sales force will begin distribution in October, though details are still being 
worked out. The initial order is for 13 episodes, according to Televisa's Gilardi. 
 
And United Media Licensing, a New York-based company that represents brands as they 
seek licensing deals with retailers and manufacturers, was hired by Televisa to reach out 
to retailers with the idea of stocking El Chavo merchandise. It inked a six-month 
exclusive deal with clothing chain Hot Topic, and while that deal expires in June, "it's 
safe to say you'll see El Chavo [products] in several other retailers this year," says Pamela 
Dixon, United Media's licensing director. 
 
 
 
'REBELDE' PLOWS AHEAD 
 



The new abundance of El Chavo could be soon dwarfed in size by the snowballing 
success of Rebelde. The band's first two albums, Nuestro Amor and Rebelde, have been 
among the Top 10 recordings on Billboard's Latin Chart, and they have also made 
Billboard's Top 200 chart over the last few months. Those CDs and a DVD have sold 2 
million units in the U.S., and that's not counting this month's Live in Hollywood. 
 
Sales for the concert tour have been so successful that it has been extended to 36 cities. 
RBD ringtones have for the past few months been among EMI's top 10 sellers. According 
to Balaguer, EMI Televisa is about to sign a deal for an exclusive package of Rebelde 
offerings available on Cingular Wireless. "If you're promoting a band like RBD, it's a big, 
big business," he says. "You can sell five-minute videos or song downloads for $2 
apiece." 
 
Univision clearly played a role in Rebelde's success. Not only did the telenovela debut on 
the Univision Network last March in the key after-school time period, but its recordings 
involved "massive" promotional campaigns on Univision and Telefutura, says López 
Negrete, though he did not reveal specifics. "Everything fell into place: the characters of 
the actors, supported by an attractive script that addressed the youth market," he says. 
"The music was also very strong. Televisa does a good job of exporting programming to 
the U.S."  
 
According to Maca Rotter, the global licensing director for Grupo Televisa, Rebelde is 
the first Televisa soap that has launched a merchandising business stateside. Televisa has 
hired Miami-based BrandsPlanet, a licensing and promotional company, to broker deals 
for everything from perfumes to mobile phone accessories to calendars. "The U.S. effort 
has so far reaped 12 agreements," says COO Andrew Thomas. "We'll hopefully double or 
triple those numbers."  
 
 
 
TELEMUNDO GETS SAVVY 
 
The power of telenovelas as potential brand extensions is not lost on Telemundo. Key to 
the network's strategy is original online content tied to novelas. Mystery Web series 
Bárbara Luna, which debuts in the summer, is the first of what could be several novelas 
that are available only on Tele-mundo.com. The content is part video, part slide show and 
part online chat with the stars. 
 
Telemundo's revamped site — as well as a much-improved, relaunched site for 
companion Latino youth channel mun2 — is one of the "dramatic" differences the 
network will offer during its upfronts, says Telemundo President Don Browne. Web 
content previously had promoted TV shows only rather than material specifically 
designed for the sites. 
 
Spearheading the challenge is Peter Blacker, who left his position as vice president of 
multicultural and international for AOL Media Networks a little less than a year ago to 



become Telemundo's senior vice president of digital media. His team created original 
broadband content for the novela El Cuerpo del Deseo, which began in July 2005 and 
ended in February. Some of the actors created diaries, which were posted on the site, and 
there was back-story information on the series' subplot. Tierra de Pasiones, which 
premiered Feb. 20, features diaries and an online confessional. 
 
The response to the online Cuerpo material was striking. While it was posted to the site in 
the last few months of the novela's TV run, it became the third most-visited area of 
Telemundo's site, Blacker says. It even spawned a link dedicated to Azur the dog, called 
El Perro del Deseo. 
 
In placing its bets on original Web content, Blacker is not only helping Telemundo 
position itself against its powerful network rival, Univision, but also against online 
services such as AOL Latino, which is expanding original video-streamed programming. 
 
"Moving forward, we're going to expand even more [with] original content," says Angel 
Sepúlveda, AOL Latino's senior programming manager, music and entertainment. Next 
up will be a short film festival, debuting in June. "Our goal is to have two or three brand-
new films every week — more or less 12 movies every month," Sepúlveda says, adding 
that the company is talking with still-unnamed Hispanic TV networks about supplying 
other content for the site. 
 
 
 
FROM TV SETS TO MOBILE VIEWING 
 
Just as AOL is giving Hispanic TV brands a leg up with online distribution, so too is 
MobiTV helping the networks migrate their TV content to mobile devices — everything 
from phones to personal digital assistants to laptops. Headquartered in Emeryville, Calif., 
MobiTV has about 1 million paying subscribers and has partnered with a long list of 
mainstream American TV channels to essentially turn mobile devices into miniature TVs. 
The company expects to launch MobiTV en Español this month. No deals with networks 
have been announced, but "anyone you might assume we're talking to, we're talking to," 
says MobiTV spokesman Jason Taylor. 
 
Those kinds of alliances may prove of particular value to smaller, niche networks such as 
LATV, a wanna-be full-fledged channel that has a three-hour program block in Los 
Angeles. "We believe there may be more immediate opportunities in new media" with 
mobile, video on demand and broadband, says Starrett Berry, a distribution consultant for 
LATV. 
 
VOD is certainly the expansion mode of choice for TuTv, a joint venture of Televisa and 
Univision that offers five networks that are essentially retransmissions of Televisa niche 
channels in Mexico. But the new VOD product is a "bonus" feature, allowing viewers to 
view movies at the touch of a button. And it's free of charge. "We're putting the finishing 
touches on a package of 100 movies and TV programs from Televisa's library," says 



Chris Fager, the recently promoted president and CEO of TuTv. While it will debut as a 
commercial-free offering, "I don't see why we couldn't create opportunities for 
advertisers," Fager says. "We'll test it for a while." 
 
While advertisers consider VOD to be an intriguing new development, they also have 
their reservations as the business model has yet to be fully worked out between networks 
and operators. One of the sticking points of adding advertising, on an industrywide level, 
has to do with who has control of the commercial inventory — networks or cable 
operators — according to TV industry research analyst Jack Myers, editor and publisher 
of New York-based MediaVillage.com. 
 
 
 
THE 'MULTI' CHALLENGE 
 
Some ad executives express reservations about networks expanding beyond their 
mainstay platform, the TV set. Regardless, several are bent on luring them with 
multiplatform deals this upfront. (See sidebar, page 26) 
 
Some of the more aggressive efforts are coming from sports services. ESPN Deportes 
trumpeted its five-star advertiser opportunity during the last upfront — TV, radio, 
magazine, mobile phone and online. "There aren't any more stars [this upfront], but there 
are more fully developed stars," says Lino Garcia, general manager of the channel. He 
says ESPN Deportes is in the "beginning stages" of creating a mobile-device version of 
Deportes' Web portal, essentially creating versions of online applications customized for 
portable devices. 
 
Similarly, Fox Sports en Español is tackling several multiplatform plays. "We're looking 
to engage the viewer in every possible media that we can," says Raúl de Quesada, senior 
vice president and assistant general manager of the service. Among its new offerings is 
an eponymous magazine, which debuted March 23. It's also changing its presence on the 
Web. 
 
"For the last several years, we've partnered with several Spanish-language portals," says 
Ed Derse, director of emerging networks at Fox Sports Interactive Media. "We're moving 
away from that to a model where we control the content of our site. It's a better way to 
service our [advertiser] clients." 
 
Even the most niche of sports networks is branching out. Soccer-minded GolTV soft-
launched broadband video casts of regional games from Central and South America, and 
by mid-May, it expects to go live. The channel also has debuted podcasts, and a 15-
minute program on VOD, recapping goals of the week. Last year it attracted almost 1 
million downloads on Comcast Corp. cable systems, according to Constantino Voulgaris, 
vice president of programming. 
 
But not every cable channel is bent on multiplatform strategies. Among the hesitant is 



youth-oriented, English-language Sí TV. "I won't cut us any slack. I'd like the company 
to be further ahead," says the network's CEO, Michael Schwimmer. "But the economic 
model hasn't been developed enough." 
 
While stars and individual programs are starting to see big business in their extensions 
into CDs, musical recordings, spinoff shows and assorted ancillary products, it's clear that 
for the networks, brand extension is a longer-term play with limited bottom-line results to 
date. It will take a few more years to determine if the dreams Rebelde has already 
realized will find a parallel sense of satisfaction in the TV channel universe. 


