
 
Growing Slowly 
 
Faced with slow growth rates and an increasingly competitive environment, 
Hispanic radio stations seek creative ways to boost advertising 
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In late July, WADO-AM DJ and promotions director Luis Antonio underwent eye 
laser surgery. The operation, while common, was unusual in that it was 
broadcast live on Univision's radio stations in the New York City area. 
 
The father and son optometrist team of Joseph Dello Russo and Jeffrey Dello 
Russo performed the surgery on a sedated Luis Antonio, and as they reshaped 
the front of his cornea with a laser beam, they clued in listeners with a play-by-
play description of what they were doing, courtesy of translations by fellow DJs 
Rafael Pujols and Eno Gomez. Within about five minutes, Antonio's near-sighted 
vision was restored to 20/20. 
 
The surgery, which took place in the Bergenfield, N.J., offices of the Dello 
Russos, was part of a larger advertising deal involving a total of three eye 
operations and a series of spots on the news/talk outlet and its reggaeton-centric 
twin cousins at Univision Radio, WCAA-FM New York and WZAA-FM New York, 
better known by their fans as La Kalle. 
 
The stunt, which was essentially an integrated product placement, turned into 
genuine news, with coverage from the local Univision TV station as well as a TV 
channel from the Dominican Republic — for which the doctors didn't pay a dime. 
The phone didn't exactly ring off the hook when the operation was over, but the 
Dello Russos were more than satisfied. "The staff was really nice," said Jeffrey 
Dello Russo. "I don't speak any Spanish, so God knows what was being said." 
 
For Bill Brooks, the senior account executive at WADO, WCAA and WZAA who 
sealed the deal, the live surgery was a result of a simple strategy. "Advertisers 
buy a schedule," he says, "and I have to come up with ideas to enhance their 
schedules. I have a budget to hit." 
 
Coming up with creative ways to hit revenue numbers is an imperative these 
days, as Hispanic radio stations focus on some major challenges. Namely, they 
are facing a vastly more competitive environment, not only from within the 
traditional broadcast radio industry, but also from new rivals in the digital space, 
via multicast HD Radio signals, audiocast services on the Internet and two 
satellite radio platforms. (See sidebar, page 33) 
 



Advertising revenue is still growing, but it is not keeping pace with the rapid 
growth in the sheer number of radio broadcast outlets. And there's an 
exasperating statistic that doesn't look like it will disappear anytime soon: the 40 
percent gap between the CPM (cost per thousand) rates that advertisers are 
willing to pay for general-market radio and what they will pay for Hispanic radio. 
There's also the issue of clutter — fine-tuning the mix of programming with the 
right commercial load. 
 
As if those challenges weren't enough, Spanish-language radio stations are 
dealing with very hungry competitors in the general radio market. Sources say 
that during the first seven months of 2006, Univision's three New York City 
stations were outpacing their ad revenue performance during the same period in 
2005 by $1 million, a 12 percent rise. But the city's general radio station market 
was down $70 million from the same period in 2005, according to sources. 
 
The situation is not isolated. Both BIA Financial Network and The Goldman 
Sachs Group estimate that general-market radio will experience little more than a 
2 percent uptick in sales this year. Goldman Sachs estimates the general market 
will reach $19.2 billion in 2006, but it expects Hispanic will climb 8 percent, to 
$777 million this year. That's a slightly rosier view than the projection from 
HispanTelligence, the research division of Hispanic Business Inc., which 
estimates national Latino radio revenue at $206 million and local Latino radio at 
$499.8 million in 2006. 
 
 
 
OPTIMISM NOT ALTOGETHER LOST 
 
With a projected 8 percent rise in Hispanic ad sales this year, insiders are 
examining all sides of the industry — its growth as well as potential speed bumps. 
 
Stacie de Armas, the Los Angeles-based director of Hispanic marketing at 
Arbitron Inc., notes, "As media companies have raised the bar, offering premium 
programming targeted to Spanish-speaking, bilingual and English-speaking 
Hispanics, ratings and shares in Hispanic radio are up." 
 
How high is up? In fall 1998, Latino-targeted radio stations had an average 
quarter-hour (AQR) share of 6.7. In other words, 6.7 percent of all people 
listening to the radio in an average quarter hour are tuned to stations that aim to 
attract Hispanics. As of winter 2006 (Jan. 5 to March 29, 2006), the share had 
increased to 11.5, a spike of more than 70 percent. 
 
"Listenership to almost every Spanish-language format has either grown or held 
steady over the past few years," de Armas says. That's all the more remarkable 
because some English-language formats — including adult contemporary, 
classical, country, adult standards and oldies — all showed declines between fall 



1998 and winter 2006, according to Arbitron. 
 
"That speaks to the power of radio and how impactful it is in our marketplace," 
says Tomás Ruiz, a media planning director at San Antonio-based agency 
Bromley Interlink. He notes that the medium showed its muscle in the spring, as 
Hispanic radio DJs mobilized Latinos across the country to attend rallies and 
voice their opinions about proposed changes in U.S. immigration policies. 
 
Newer entertainment options are gaining attention in the hearts and minds of 
consumers, while radio is still highly valued by advertising shops and a growing 
number of advertisers. "I do believe that the role radio plays is No. 1 when it 
comes to the connection it provides to the home country [of immigrants]," says 
Monica Gadsby, CEO and managing director of Tapestry, the Chicago-based 
multicultural division of Starcom MediaVest Group. She estimates that there's an 
"uptrending in radio spending" among Tapestry's clients. As advertisers increase 
their Hispanic media expenditures and respond better to a surround-sound 
approach, or more engagements beyond TV, radio generally becomes an easy 
No. 2 [on the budget]," she explains. 
 
 
 
CLOSING THE BIG GAP 
 
The increase in audience attention and greater ad revenue are pleasant 
consequences of two well-documented trends in Hispanic radio: the explosion of 
Latino-themed stations through station acquisitions and the flipping to newer 
formats, like Latino urban or reggaeton, Spanish oldies and a Hispanic version of 
the classic-hits genre. 
 
As of July this year, there were 839 Latino-formatted radio stations, up from 600 
in 2001, according to Arbitron. In addition, Latino radio has gone beyond the top 
Hispanic markets and is penetrating secondary markets where the Hispanic 
population is on the rise. 
 
But, notes Jeff Liberman, president of Entravision Communications Inc.'s radio 
division in Los Angeles, "Hispanic advertising budgets aren't growing as quickly 
as the number of stations being converted." 
 
And that's where the wide chasm between general-market CPM rates and those 
of Hispanic radio really stand out. "Spanish radio has done a terrible job of 
getting rates comparable to English radio," says Bill Tanner, president of the Los 
Angeles-based radio consulting firm Tanner & Associates and a former executive 
vice president of programming at Spanish Broadcasting System (SBS). When he 
was at SBS, he says the L.A.-produced powerhouse morning show El Vacilón de 
la Mañana on WSKQ-FM New York ranked No. 1 in the market in the 12+, 18-34 
and 25-54 demos. Yet "they were getting half the rates of what Howard Stern 



was getting before he left [Infinity Broadcasting in December 2005]." While El 
Vacilón had an average unit rate of $800, Stern on Infinity's WXRK-FM was 
attracting $2,000 a unit, Tanner adds. 
 
Currently the CPM gap is about 40 percent, according to Tanner and other radio 
executives. The only markets bucking that trend are Miami and San Antonio, 
largely because the Hispanic population has been a significant part of the 
communities for so long and the Latino penetrations are so high. Hispanics make 
up almost 50 percent of the population in Miami and nearly 54 percent of San 
Antonio, according to the U.S. Census Bureau. 
 
Goldman Sachs estimated in a Hispanic broadcasting report in November that 
given the size of the audience, Hispanic radio should have earned $265 million 
more last year than the $720 million it raked in — and it expects the gap to widen 
to $274 million in 2006. 
 
Tanner believes that Spanish-language stations need to give salespeople 
incentives so that those who sell ad avails at higher rates will reap greater 
rewards. And he contends that a key reason for the disparity in pricing is clutter. 
Hispanic radio "runs too many units," he says. That dilutes their value. "They 
think they can run jillions of commercials an hour. They're trying to get revenue 
up at the listener's expense." 
 
But executives at some of the largest groups of Hispanic stations say they've got 
clutter under control. And several ad agency executives contacted for this story 
didn't take issue. "Our strategy hasn't changed in the last few years. Our 
maximum available inventory in morning drive is 14 minutes, and after that, we're 
at 11 minutes," says Entravision's Liberman. "It's about on par with general-
market counterparts." (See chart, page 28) 
 
Tanner says that when FM radio was in its early growth years, stations ran about 
eight to 10 minutes of commercials an hour. Today, he says, the situation varies 
widely for general-market stations. "Cox Radio has the lowest that I know of — 
stations range from eight to 10 commercial units per hour, and they enforce their 
limits rigorously," he says. "But many other companies run 14 to 16, and some as 
many as 18 or more minutes." 
 
 
 
Local Radio and the power of DJs 
 
Liberman spots solutions to the revenue gap other than the clutter issue. "We 
have to work with clients and educate them more on the value of the audience," 
he says. "Obviously clients with Hispanic agencies see the value, but there are 
many ad agencies that place buys with us that are general-market agencies. 
That's where we need to do a better job." 



 
Joe MacKay, the Chicago-based director of national ad sales at SBS and 
national sales manager of its Chicago station WLEY-FM, says a key point of 
leverage is with DJs. Hispanic listeners, he says, are extremely loyal to radio 
stations and DJs. "We've taken the position, 'Let our jocks do the spot,' " he says. 
"We're not reinventing the wheel here, but giving the wheel a little more shine on 
the hubcap." 
 
The jock strategy is just one way that Hispanic radio stations can leverage their 
local strengths, notes William Ortiz, president of New York-based HispanicWorks. 
One of his shop's clients, financial firm Charter One, recently ran a series of 
events and festivals as part of its media buy. As a result, says Ortiz, the agency 
wound up staging events with WOJO and WLEY stations in Chicago, close to the 
bank's area branches. "We were able to sign up new accounts on the site," he 
says. 
 
Alfredo Alonso, the New York-based senior vice president of Hispanic radio at 
Clear Channel Communications, has spent the past two years converting 34 
stations to Hispanic formats. He says another way to increase revenue is to grow 
even further. "There are still markets that Latinos are moving into that are under-
radio'ed. In the major markets, there's opportunity to create Spanish-language 
products." 
 
But growth in the smaller markets certainly poses a particular challenge, say 
insiders such as Peter Davidson, the New York-based president of Davidson 
Media Group (DMG). Davidson's company has 21 Hispanic stations in 18 
markets where Latinos are just emerging as a significant sector of the population. 
He says, "The hardest thing we do is missionary work in educating advertisers," 
so DMG also is building an infrastructure of people trained to manage, program 
and sell Latino radio. 
 
Work on that front can pay off. "We are seeing more dollars flow into what we call 
second-tier Hispanic markets," says Arbitron's de Armas. Spanish-language ad 
spending in the top 10 Hispanic markets slowed a little in 2005, while second-tier 
U.S. Hispanic markets saw an increase in spending, she says, although does not 
supply exact dollar figures. 
 
The question is whether there are enough stations out there, given the growth in 
stations on HD Radio, the Internet and the two satellite platforms. (See sidebar, 
right) "We may be near the saturation point for Hispanic radio," says Philip 
Remek, a senior equity analyst for Guzman & Co., based in Coral Gables, Fla. 
He contends that supply has overshot demand, but with companies like DMG 
and Clear Channel still seeing room for revenue growth with new station 
opportunities, it's unlikely the number of stations will level off anytime soon. 
 
That will clearly put pressure on advertising sales teams to come up with new 



ways to lure advertisers — like WADO's morning-drive eye surgeries — as they 
try to narrow the revenue gap. As SBS' MacKay says, "The ad sales part of this 
business is not for the meek and timid. I consider radio sales to be like athletics. 
You've got to be ready to hit a home run every day." 


