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Abstract

Diversity in media organizations is regarded as a crucial principle for a well-functioning democracy because it helps promote informed decision-making. However, in the last decade deregulatory trends have led to mega-mergers, acquisitions, and the consolidation of the media in the hands of fewer and fewer owners. This tendency has also pervaded “specialized” markets, such as the vast Spanish-language broadcast media across the U.S.  While research is starting to show some of the negative consequences stemming from the consolidation general market media, little attention has been paid to the outcomes that consolidations have brought on Latino media.  The purpose of this study is to assess the level of diversity in the Latino-oriented broadcast media in Central Texas, a region highly populated by Latinos. Using the Diversity Metric (DM), an index developed by Lloyd and Napoli (2007) that accounts for common ownership and presence of local news content, the examination revealed that the concept of media diversity is highly problematic even in this specialized market. Regarding television, there are nine Spanish-language channels in Central Texas: four in Austin and five in San Antonio. Those nine stations are controlled by four networks: Azteca America, LAT TV, Univision and Telemundo. Of those nine stations, only two (Univision and Telemundo) provide local news programming in San Antonio, and only one (Univision) provides local news in Austin. As for the radio industry, there are 20 Latino-oriented radio stations in both metropolitan areas. However, 15 radio stations are controlled by only two corporations: Univision Radio and Border Media Partners. The index revealed that the radio industry does not add diversity in Central Texas because none of the radio stations produces or broadcasts local news or public affairs programming. This lack of media diversity is especially detrimental in the Latino-oriented market because a great part of the Hispanic audience does not have access to the general market media voices due to language barriers. 
Assessing the Diversity of News Voices in the 

Latino-Oriented Broadcast Media in Central Texas

Introduction

Diversity in media industries has long been a source of concern among scholars and policy-makers because it has important social consequences. First, it is crucial for the health of democracy. People’s ability to learn about national and international events, and scrutinize their authorities and representatives depends upon their exposure to various viewpoints (Lloyd & Napoli, 2007). Therefore, if one corporation or one person controls the media, people will hardly obtain a comprehensive, complex and accurate representation of reality, as would be the case when many alternative viewpoints are easily made available. Lack of diversity would thus undermine their ability to increase their knowledge and make well-informed decisions (Lloyd & Napoli, 2007). In the same vein, many community voices would be excluded from contributing to the public debate or to the “marketplace of ideas”—as Napoli (1999) states using the free speech metaphor. Additionally, the lack of ownership diversity would entail a scarcity of representation of different social groups, especially minorities (Entman & Rojecki, 2001). This deficient representation may then reinforce the ignorance about and stereotypes toward some sections of society, which eventually leads to conflicts and insecurities among social groups (Howard & Smith, 2007). 


 Striving for diversity of voices has historically been interpreted as a key condition of freedom of speech. In 1945, the court interpreted that the First Amendment “rests on the assumption that the widest possible dissemination of information from diverse and antagonistic sources is essential to the welfare of the public, that a free press is condition of a free society” (“Associated press v. United States,” 1945). In line with this interpretation, policy-makers and federal institutions, such as the Federal Communication Commission (FCC), have traditionally applied ownership rules (Horwitz, 2005), limiting the number of broadcast outlets that a person or corporation can own. They have also prohibited cross-ownerships attempts. That is, a person or corporation could not own a newspaper and a television station in the same market. However, as Horwitz (2005) asserts, in the last two decades “legal trends, in conjunction with political developments, have undermined the diversity rationales behind ownership rules and associated structural regulations of mass media” (p.181). As a result, ownership rules are being relaxed. 

The approval of the Telecommunication Act of 1996 was a milestone in this deregulatory trend, which led to mega-mergers, acquisitions and the consolidation of the media (e.g. Bates & Chambers, 1999; Horwitz, 2005; Napoli & Yan, 2007). In consequence, the media are increasingly being concentrated in the hands of few owners. This trend is also highly pronounced across specialized markets, such as the Latino-oriented broadcast media (Casillas, 2006; Castañeda Paredes, 2003; Chambers, 2006; Davila, 2000). The Latino-oriented broadcast media are defined as organizations that systematically disseminate information and entertainment in Spanish or English targeted primarily to U.S. Latina and Latino radio and television audiences (Subervi-Vélez, Báez, & Saenz, 2005, p. 265). 


The main purpose of this study is to assess the level of diversity in the Latino-oriented broadcast media. Specifically, this study was developed to evaluate to what extent the Latino broadcast media are contributing to provide diverse and comprehensive viewpoints, and build a healthier democracy. To study the diversity of voices in this specialized market is critical because a great part of the Hispanic
 audience does not have access to the general market media due to language barriers.  

More to the point, this work analyzes the level of diversity in Central Texas, a region that encompasses San Antonio to Austin metropolitan areas, which are highly populated by Hispanics: respectively 61 and 36 percent of each city’s total (U.S. Census Bureau, 2006). It establishes a full inventory of Latino-oriented broadcast media in this region, assesses the distinctive ownership of all these outlets in the area, and measures the level of diversity in these specialized media markets. 

In order to measure diversity, we used the Diversity Metric (DM). This index was created by Mark Lloyd and Phil Napoli (2007) to address the criticisms levied by the Third Circuit Court of Appeals in 2003 to the Diversity Index (DI) developed by the FCC. 


Following the wave of deregulation, in 2002 the FCC developed a Diversity Index to serve as a guide to assess the status of local media markets and allow further consolidations (Lloyd & Napoli, 2007). However, in 2003 the Third Circuit Court of Appeals struck down the FCC’s index in the case of Prometheus Project v. Federal Communications Commission. The court criticized the Diversity Index in various ways that will be explained in the next chapter (Baynes, 2006; Yan & Napoli, 2006). In response to these criticisms, Napoli and Lloyd (2007) created a new Diversity Metric, which accounts for common ownership and presence of local news content. This metric perfectly suits the objective of this study because it allows to be applied in a specialized market, such as the Latino-oriented broadcast media.   
Literature Review
Economic, diversity and localism theoretical principles

Media organizations are both economic and political/cultural actors; they are business that should make profits for their owners and stockholders while simultaneously producing content that will be of political and cultural value to their respective and particular audiences. Given this complexity, they cannot be explained or assessed in a one-dimensional way. Napoli and his colleagues (Napoli, 1999; Napoli & Gillis, 2006; Yan & Napoli, 2006) have stated that three main theoretical principles shape the communication policymaking and the discussion about media ownership structure: Economic, diversity and localism principles. 

It must be acknowledged that economic principles are pivotal in the media ownership and policymaking debate. From this viewpoint, media concentration produces economies of scale that facilitate the programming and content production for two reasons: economies of scale create synergies between the outlets, and media organizations are better prepared to face first high-copy costs and initial financial losses (Yan & Napoli, 2006). 

However, media organizations are not purely economic institutions.  Since they also have to fulfill political and cultural roles in the society, the diversity and localism theoretical principles become key components in enlightening the media ownership debate. 


Diversity in the media organizations is regarded as a crucial principle of the First Amendment freedoms and a necessary factor for a well-functioning democracy. The rationale behind this argument is that,

citizens are free to choose from a wide range of ideas, delivered from a wide range of sources. The citizens then partake of this diversity to increase their knowledge, encounter opposing viewpoints, and become well-informed decision-makers who are better capable of fulfilling their democratic responsibilities in a self-governing society (Napoli, 1999, p. 9). 


Following this rationale, Napoli (Napoli, 2001) developed a model in which diversity is defined at various levels: as source diversity, content diversity and exposure diversity. Source diversity refers to the outlet ownership and workforce diversities. Content diversity encompasses diversity of program types and demographic composition of the people represented in the media. Finally, exposure diversity refers to the different sources to which the audience is exposed to in their media consumption. This diverse exposure eventually allows for comparing and contrasting different sources and ideas. 


These three dimensions of diversity are intimately interconnected. For example, concentrated ownership (lack of source diversity) narrows the number and types of speakers. Thus, owners of media corporations can function as “bottlenecks” that favor certain content and thwart other (lack of content diversity) (Horwitz, 2005, p. 182). In addition, lack of source diversity also decreases exposure diversity because the audience has fewer possibilities of being exposed to a wide range of sources.  This interconnection sheds light on the profound—and detrimental—effects that a high media concentration can have in a democratic society.  

The principle of localism refers to the local orientation of the media. The argument behind this principle is that stronger local orientation better fulfills the democratic responsibilities of the media because they would attend the particular interests and needs of information of the community (Yan & Napoli, 2006). These ties with the community would have two effects: they would promote the political and civic participation (Lloyd & Napoli, 2007) as well as preserve the particular cultural values of the community (Napoli, 2001).  This is the reason why the provision of local media content becomes a key component in assessing the media system performance.   

Diversity and deregulation in the general market media


Freedom of speech is a key principle of liberal democracies and, hence, of American politics. This principle prevents the government from controlling the media system. However, it does not preclude it from applying antitrust policies and regulatory norms to secure the presence of diverse voices and prevent the conglomeration of power (Horwitz, 2005). 

Since media diversity would “promote informed decision-making, cultural pluralism, and well-functioning of democracy” (Napoli, 1999, p. 9), the government, specifically the FCC, historically applied antitrust policies and regulatory practices to foster media competition. In general terms, these rules limited the audience reach locally and nationally. That is, they restricted the number of broadcast licenses that an individual or company could own in a given geographic market as well as the size of the national audience that any owner could reach. They also limited cross-ownerships. This means that an individual or company could not own different types of media in the same market (e.g. a broadcast outlet and a newspaper) (Baynes, 2006).


However, since the 1970s a combination of legal and political decisions put into question the protective policies of the U.S. broadcasting system. As Bates and Chambers (1999) explain, court decisions challenged the presumptions of the regulations, Carter’s administration questioned the efficiency of some regulations and protective policies, and in the 1980s the growth of radio and television outlets triggered the argument that regulations were no longer necessary because market forces and competition would force the owners to fulfill the public interest. 

This deregulatory trend culminated in the 1996 Telecommunication Act. This major reform fostered competition through the relaxation of ownership rules both in local and national markets by removing national ownership limits and allowing owners to consolidate groups of stations in local markets. 

The Telecommunication Act of 1996 has had a two-fold effect. On the one hand, the norm has opened competition because the sector has grown (Horwitz, 2005). For example, between March 1996 and March 2003, the number of commercial radio stations increased 5.9 percent (Federal Communication Commission, 2003). On the other hand, the deregulation has led to a wave of mega-mergers, acquisitions, cross-ownerships and the eventual concentration of the broadcast media (e.g. Bates & Chambers, 1999; Horwitz, 2005). The number of owners declined 35 percent from 1996 to 2003 (Federal Communication Commission, 2003). In addition, the largest corporations have increased their size tremendously. For instance, in 1996 the largest radio conglomerate owned fewer than 65 radios, while in 2003 the leading radio group, Clear Channel Communication, owned more than 1,200 radio stations, followed by Cumulus Broadcasting, Inc., with 250 stations (Federal Communication Commission, 2003). Additionally, the number of minority-owned media fell (Casillas, 2006; Howard & Smith, 2007) because those kind of stations are especially vulnerable to the concentration of the media (Turner & Cooper, 2007). Howard and Smith (2006) found that between 1995 and 2006, the chances that a minority-owned business qualified to bid in the FCC auction process were lower than the chances the minorities had in other types of businesses.  

In 2003, the deregulation process pursued by the FCC suffered a setback. The Third Circuit Court of Appeals in the case Prometheus Project v. Federal Communications Commission rejected the policy changes that the FCC had developed a year before. Through the creation of a Diversity Index, the Commission would have allowed greater media consolidation (Lloyd & Napoli, 2007; Turner & Cooper, 2007). This index, based on the Herfindhal-Hirschman Index—a tool widely used to measure market concentration—works as follows: It is calculated by the owner’s “share” of a particular medium (television, newspaper, radio and Internet) in terms of the proportion of the available outlets that the owner controls. For example, if the corporation owns three of the six radio stations of the market, it would have a 50 percent share of the radio market. It also incorporates the weight of each medium as source of local and national news derived from a survey. In this survey, the respondents were asked about the primary source of local and national news. The responses included television, radio, newspapers and Internet. As a result, the index was calculated with the 50 percent share of the radio market multiplied by the percent of respondents who asserted that they use radio as source of news. This process must be applied to each medium and company in the market. Then, the total for each firm is squared and summed following the method of the HHI (Lloyd & Napoli, 2007). 

Based on this index, the FCC agreed to loosen a great part of the ownership rules: It raised the audience reach limit that an owner can potentially reach, and relaxed the cross-ownership restrictions (Baynes, 2006). The Third Circuit argued that the Commission failed to justify the new cross-ownership limits and criticized the Diversity Index in a number of ways. First, it would not appropriately measure the media usage information because it calculates the information according to media technologies (e.g. television, radio, Internet) but not according to different outlets (e.g. stations A or B). Furthermore, it would not attempt to measure the content of the outlets, despite the fact that the FCC have historically argued that the provision of local news is crucial to the media diversity concept (Lloyd & Napoli, 2007). And, finally, it would give too much weight to the Internet as a source of local and national news and as a substitute for newspapers and broadcast stations (Baynes, 2006). 

It is clear that the development of new technologies, such as the Internet and cable channels, set hurdles in the geographic distinctions necessary in the antitrust analysis (Horwitz, 2005). However, as Baynes (2006)  puts it, the FCC reliance on the new technologies was misplaced because the Internet, for example, does not widely serve the Latino and the African American communities as a source of information due to the digital divide.

A new Diversity Metric 

In response to the criticisms put forward by the court, Mark Lloyd and Philip Napoli (2007) developed a new Diversity Metric that took elements of the FCC’s index but accounts for the provision of local and original news content. 

The Diversity Metric calculation includes: (1) the identification of the geographic market; (2) the identification of the media outlets in that market (i.e. full power radio and television stations, metropolitan daily and weekly newspapers, community newspapers, low power TV, PEG channels); (3) the weight of the audience reach; (4) the local and original news content and public affairs programming provided by each outlet; (5) and the common ownership in the geographic market under study (for a more detailed description of the formula, see the methods section).  

This formula is appropriate for the purpose of this study because it can be employed to analyze specialized markets and geographic submarkets, such as the Latino-oriented broadcast media in Central Texas. 

Diversity and deregulation in the Latino-oriented broadcast media


The Latino-oriented media have undergone a dramatic transformation in the last two decades. This transformation has followed two main patterns. First, it has experienced a drastic growth in the print and broadcast industries. For example, according to Latino Print Network, while English-language newspapers’ circulation has declined 11 percent since 1990, Spanish-language publications’ circulation has increased more than four times during the same time period (Castañeda Paredes, 2008; Whisler, 2007). 


Furthermore, while in 1970 there were 232 Hispanic publications nationwide, in 2005 this number increased to 735 (Whisler, 2007). In line with this trend, many general market newspapers have launched their Spanish-language versions. In addition, Spanish-language radio grew almost 1000 percent from 1980 to 2002. While in 1980 there were 67 Spanish oriented stations, in 2002 the number surpassed 600 (Castañeda Paredes, 2003). Latino-oriented television has followed the same trend. Univision Television Group—the leading Spanish-language corporate television group—currently operates 19 full-power and 8 low-power stations. Telefutura Television Group, owned by Univision, operates18 full power stations and 13 low-power outlets (Univision, 2008). Telemundo—the second largest U.S. Spanish-language TV network—owns 15 full-power stations and 9 low-power outlets (Telemundo, 2008). 

The second pattern in the transformation of Latino-oriented media is the concentration of the increasing number of media in the hands of few conglomerates. Similarly to what happened in the general-market media, the Latino-oriented broadcast media have been affected by the Telecommunication Act of 1996, and the relaxation of the ownership rules (Casillas, 2006; Castañeda Paredes, 2003; Chambers, 2006; Davila, 2000; Mayer, 2001; Moran, 2006). 


In 2002, for example, Univision Corporate Group merged with the then largest owner of Spanish-language radio stations, Hispanic Broadcasting Corporation. Thus, the relaxation of cross-ownership rules allowed the merger of the two leading Spanish-language television and radio companies in the U.S., creating a “behemoth never before seen in the Spanish-language sector of North American media” (Castañeda Paredes, 2003, p. 10) . As a result, the great majority of the Spanish-language radio stations is concentrated in the hands of only two national corporations: Univision Radio and  Spanish Broadcasting Systems (SBS) (Casillas, 2006). 


Another example of the broadcast media consolidation in the Hispanic media industry was the acquisition in 1998 of Telemundo by Sony Pictures Entertainment along with Liberty Media Corporation, Apollo Investment Fund III and Bastion Capital Fund. As Davila (2000) asserts, this sale marked the entrance of a major general-market entertainment company, such as Sony, into the Hispanic market. 


The effects of the deregulation and increasing consolidation of the Latino-oriented broadcast media are various: According to Moran (2006), this new structure of the industry may displace the public discourse with entertainment and reduce the diversity of voices. In the same vein, Castañeda-Paredes (2003) asserts that the consolidation is threatening local programming and political diversity in the broadcast media market. For example, studies (Casillas, 2006) have found  that as result of these mergers, the mobilization of the Hispanic community and local “migra” alerts have been reduced in the broadcast media, despite the increasing emphasis on immigration policy and anti-immigration campaigns and rhetoric, especially by numerous conservative politicians running for office at the local, state, and national level. 


These effects turn to be highly problematic because Latinos use television and radio as primary sources of news and information (Castañeda Paredes, 2008). A survey conducted by the Pew Hispanic Center revealed that 82 percent of Latinos received the news from local television and 58 percent from radio (Suro, 2004).


Another implication is the growing homogeneity of programming, in which Spanish-language media are resembling their English-language counterparts (Castañeda Paredes, 2003). In fact, Moran (2006) found  that Univision and ABC affiliates in San Diego, California, cover local news and the community in very similar ways. 


Finally, this current ownership structure prevents new actors entering into the market because the companies need large and fluid amounts of capital in order to face great losses of money in the first period before turning a profit (Mayer, 2001). According to Castañeda Paredes (2003), the pressure from investors and the high costs of production discourage the exploration and experimentation of new programs and formats as well as the presence of independent media.  

Research Questions

In order to assess the effects of deregulation and the level of diversity in the Latino broadcast media in Central Texas, this study explores the following research questions:  

RQ1: Who are the actors of the Latino-oriented television industry in Central Texas? What are the characteristics of the ownership structure of this geographic market? To what extent do these actors provide local and original news content to their audiences?

RQ2: Who are the actors of the Latino-oriented radio industry in Central Texas? What are the characteristics of the ownership structure of this geographic market? To what extent do these actors provide local and original news content to their audiences?

RQ3: Applying the Diversity Metric developed by Lloyd and Napoli (2007), what is the level of diversity in this specialized market in this region?

Methodology

This study examines the Latino-oriented broadcast media diversity in the Central Texas region, which encompasses San Antonio to Austin metropolitan areas.  

In order to establish a full inventory of Latino-oriented broadcast media in this area, assess the distinctive ownership of those outlets in the region, and examine the provision of local and original news content, we collected data through various methods: We used telephone directories, media directories and Web sites that list local media. We also conducted interviews by phone and e-mail with program directors, research directors, reporters and sales managers of the outlets. In addition, we examined the outlets’ news releases, Web pages and media kits. 

Diversity Metric Formula
As mentioned above, we used the Diversity Metric to measure the level of diversity. Since there are no Latino-oriented radio and television outlets in the towns and cities between the two major metropolitan areas, the study specifically focuses on San Antonio and Austin. 
 The Lloyd and Napoli simple equation (2007) was applied to both the Hispanic television and radio industries in these two specific cities. 


[image: image1]
In addition to the selection of the geographic markets, the identification of all the media outlets of the specialized markets, and the ownership structure of these outlets, the Diversity Metric requires audience weighting and content weighting. 

The purpose of audience weighting is to measure the strength of the outlet’s voice in the market. The audience was weighted according to the potential audience reach of the outlets, that is, “the percentage of people/households in the market that could access the outlet if they wanted to” (Lloyd & Napoli, 2007, p. 12). In this study the potential audience reach was measured as the percentage of Hispanics in the geographic markets of San Antonio and Austin. This information was obtained through the U.S. Census’s “American FactFinder” section (U.S. Census Bureau, 2006). 

The objective of content weighting is to assess to what extent the outlet serves as a source of local news and public affairs information. According to Lloyd and Napoli (2007), this element of the formula derived from the FCC’s argument that local news and public affairs information are central to the definition of “local voice” in a media market. As the authors suggest, the provision of local news and public affairs programming was measured by a binary system (provision of local news = 1; non provision of local news = 0). Thus, an outlet that provides local news and public affairs programming receives a greater score than an outlet that does not. 
Results
As mentioned earlier, there are no Latino-oriented outlets in the towns and cities between San Antonio and Austin. Therefore, the results focus on San Antonio and Austin metropolitan areas. 

Television industry

The first research question asked about the actors of the Hispanic television industry in San Antonio and Austin, the ownership structure of these two markets, and the provision of local and original news content. 

There are nine Spanish-language channels in the Austin and San Antonio areas. Four networks control those nine stations: Univision, Telemundo, Azteca America, and LAT TV. Of those nine stations, only 4 provide any kind of local news or public affairs programming. Those local news are also complemented with national and international news stories (see Table 1).  

[Insert Table 1]

Television in San Antonio

In San Antonio, there are five Latino-oriented TV stations: Univision (KWEX-TV), Telefutura (KNIC-CA), Telemundo (KVDA), Azteca America (KVDF-CA) and LAT TV (KISA-LP).
Univision Network—the largest U.S. Spanish broadcast network—operates KWEX-TV (Channel 41). This is the first Spanish-language television station in the United States, and founding outlet of Spanish International Network (SIN), Univision Network’s predecessor. Launched as KCOR-TV in 1955, the TV station was owned by Raúl Cortez, pioneer in the development of Spanish-language radio and TV in the U.S (Subervi-Vélez et al., 1994). In 1961, the TV station changed the call letters to the current KWEX when Cortez sold it to Emilio Azcárraga Vidaurreta and his financial partners, founders of SIN (Subervi-Vélez et al., 1994). 

Currently, Univision San Antonio produces 60 minutes of local news every day. It airs two locally produced TV newscasts with original content: one from 5 to 5:30 p.m., and the other from 10 to 10:30 p.m. These local TV newscasts are complemented with 60 minutes of national and international news produced by Univision Network in Miami. Additionally, on Saturdays morning KWEX-TV broadcasts Desde San Antonio (From San Antonio), a 60-minute public affairs talk show in which community leaders, advocates and politicians are invited to talk about health, immigration and education, among other topics. On Saturdays morning, Univision San Antonio also airs 30 minutes of Voz y Voto (Voice and Vote), a program produced in Austin. This program covers topics that affect Latinos, such as immigration, education, Medicare, etc. It also covers the Legislature in Austin. 
Univision Network also operates Telefutura San Antonio KNIC-CA. In 2002, Univision Network created Telefutura, a national network that counter programs news genres offered by Univision. For example, instead of the TV newscasts, Telefutura broadcasts hit movies or telenovelas (soap operas). As a result, KNIC-CA does not provide news content. 

Telemundo, the second largest U.S. Spanish-language TV network, also based in Florida, operates KVDA in San Antonio. The origin of Telemundo dates back to 1954 when Ángel Ramos, a Puerto Rican entrepreneur launched WKAQ-TV as Telemundo in his home country. In 1985, Estrella Communications, owned by Reliance Group Holding, acquired WKAQ-TV, among other stations and merged all these outlets into Telemundo Group (Subervi-Vélez et al., 1994). Since 2002, Telemundo Communication Group is part of NBC Universal. 

In San Antonio, KVDA has a correspondent who reports and sends the news stories to Dallas. Therefore, the TV newscasts are assembled in Dallas, but they are produced in and transmitted from the respective local stations in Dallas, Houston and San Antonio. As a result, Telemundo San Antonio broadcasts 90 minutes of local news (30 minutes at 7 a.m., 30 minutes at 5:30 p.m., and 30 minutes at 10:00 p.m.) about these three cities.    
Azteca America, launched in 2001, is a Spanish-language network owned by the Mexican TV network TV Azteca that mostly focuses on the Southwest (Subervi-Vélez & Eusebio, 2005; Subervi-Vélez, Báez, & Saenz, 2005).  It operates KVDF-CA in San Antonio. This TV station does not produce local news. Just as in the rest of the country, it airs 150 minutes of news from the TV newscasts broadcasted in Mexico (from 7 to 8:30 a.m., from 5 to 5:30 p.m., and from 10 to 10:30 p.m.).   

LAT TV was launched in May 2006 by Latin America Broadcasting with four stations in Texas: Houston, Austin, Dallas, and San Antonio, and one station in Phoenix, Arizona. In 2007, it was affiliated with Equity Broadcasting. As of this writing, the company has 31 stations in 15 states. In San Antonio, it operates KISA-LP. This station broadcasts 120 minutes of news (30 minutes at 6:30 a.m., 11 a.m., 7:30 p.m., and 11 p.m.) of which 60 minutes (the 11 a.m. and 11 p.m. TV newscasts) are repeated. None of the news programs are locally produced. 

It is worth mentioning that the City of San Antonio Public Access cable channel (PATV) broadcasts 10 programs targeted to Latinos, including public affairs, religious and musical programs (Burns, 2008). For example, the Mexican American Advancement Project and Mestizo Experience are weekly talk shows about community issues. Among the bilingual music shows are the weeklies Tex-Mex Music and San Antonio de Noche. And among the religious programs are El Camino and Gozo en la Palabra. Since PATV is not a Latino-oriented outlet, it is not included in the level of diversity measurement.   
Television in Austin
In Austin, there are four Latino-oriented TV stations: Univision (KAKW-TV), Telefutura (KBVO-CA), Azteca America (KADF-LP) and LAT TV (KVAT-LP). 
Univision Network runs KAKW-TV (Channel 62) in Austin since December 2002. This station produces 30 minutes of local news, which are broadcasted starting at 5 p.m. This local newscast is repeated at 10 p.m. Like Univision San Antonio, KAKW-TV’s local newscasts are complemented with two 30-minute national TV newscasts broadcasted from Miami (at 5:30 p.m. and 10:30 p.m. Central time). As a result, it airs 120 minutes of news every day. The station also broadcasts 30-seconds-to-one-minute of news briefs various times a day. Additionally, Univision Austin broadcasts Voz y Voto (Voice and Vote) on Saturdays morning, a 30-minutes political program about Hispanic local public affairs, which is also transmitted in San Antonio, and Acción Deportiva (Sports) on Sundays from 10 to 10:30 p.m. This program covers local sports.  

Telefutura runs KBVO-CA in Austin. Like Telefutura San Antonio, this station does not produce local news, although it broadcasts the news briefs produced by Univision Austin. The news briefs are 30-second notices about what is available on Univision’s newscast. In other words, someone watching Telefutura would only know about the selected story topics that will be aired in Univision’s newscast. 

Azteca America operates KADF-LP in Austin. Similarly to San Antonio, this TV station does not produce local news, and it only broadcasts the TV newscasts produced and transmitted in Mexico.

LAT TV—which operates KVAT-LP in Austin—broadcasts the same programs as its San Antonio affiliate.  
Like in San Antonio, the cable channel Public Access Community Television (PACTV) broadcasts a variety of Hispanic-oriented programs, including musical shows and public affairs programming. Similarly to San Antonio, these shows are developed by independent producers. Therefore, the station does not have control over those programs; it only airs the shows. Since PACTV is not a Latino-oriented outlet, it is not included in the level of diversity measurement.   

Radio industry

The second research question asked about the actors of the Hispanic radio industry in San Antonio and Austin, the ownership structure of these two markets, and the provision of local and original news content. 
In Austin and San Antonio, there are 20 Latino-oriented radio stations, 15 of which are controlled by two corporations: Univision Radio and Border Media Partners. Three are operated in Austin by Encino Broadcasting Radio, owned by the Garcia family, and one by Simmons Media Group. The remaining is a family-owned independent radio in San Antonio.  None of them produces local and original news content or public affairs programming.  


Univision Radio was born in 2002 when Univision Network acquired Hispanic Broadcasting Corporation. Hispanic Broadcasting Corporation, in turn, had been established, as a result of the Telecommunication Act of 1996, in 1997 after the merger of Tichenor Media Systems and Heftel Broadcasting Corporation. Now, Univision Radio operates 70 stations in the U.S. According to its Web page (Univision Radio, 2007), the organization is present in 16 of the top 25 U.S. Hispanic markets.   

BMP, founded in 2002 in McAllen, Texas, mainly focuses on the Hispanic radio market (F. Subervi-Vélez & Eusebio, 2005). Currently headquartered in Houston, the corporation operates more than 20 stations in 5 markets in Texas: San Antonio, Austin, Laredo, Waco and the Rio Grande Valley. 

Encino Broadcasting Radio, managed by José Jaime García Jr., was founded in 2007 for the specific purpose of acquiring three Spanish-language radios that were previously owned by his family through Dynamic Radio Broadcasting Corporation. Those stations had been sold to Border Media Partners in August 2004.  Dynamic Radio Broadcasting Corporation was founded in 1985 by Jose Jaime Garcia Sr. According to Encino Broadcasting Radio (2007), García Sr. was the founder and principal owner of Austin’s first full-time Spanish Language radio station KMXX 102.3 FM established in August 1976.  

Simmons Media Group, headquartered in Salt Lake City, Utah, operates 25 radio stations since 1977 in seven U.S. markets: Utah, Wyoming, New Mexico, Texas and Missouri. In 2006, they launched a Spanish-language sports radio station in Austin. 

The Dávila family of San Antonio owns Radio Jalapeño, which was launched in 1966 by Manuel González Dávila and his wife, both of whom are natives of San Luis de Potosí and Monterrey, Mexico, respectively. In the following decades, they launched three other radio stations: two in Corpus Christi and one in Bishop, Texas. 

It is worth mentioning that in San Marcos, a city located between San Antonio and Austin, Texas State University’s very low frequency radio station KTSW 89.9 FM broadcasts a Spanish-language news program called “La Nueva Onda,” which airs once a month on Wednesdays, only during the fall and spring semesters. It is produced by the radio station’s staff, and it covers local, national and international news about the Hispanic community (Kukowski, 2008). Since KTSW is not a Latino-oriented radio station, it is not included in the calculation of the level of diversity.  

Radio stations in San Antonio
Univision Radio owns five radio stations in Austin: (1) KROM 92.9 FM (Estéreo Latino) whose format is Mexican Regional. Before its current format, KROM 92.9 had consecutively changed. It had been Rhythmic Contemporary, and then English-language adult contemporary. In the mid 1990s it became Éxitos en Español, then La Romántica, and finally Estéreo Latino. (2) KCOR 95.1 FM and 1350 AM (Recuerdo) simulcast Spanish Adults Hits since January 2006. The station was previously named La Kalle and its format was Hispanic Rhythmic Contemporary (e.g. Reggaeton). (3) KLTO 97.7 FM, acquired in 2006, is now La Kalle. Univision used this radio to introduce reggaeton. (4) KXTN 107.5 FM (Tejano), whose format is Tejano music, was previously owned by Tichenor Media and then by Hispanic Broadcasting Corporation. The company acquired by Univision Network in 2002. (5) KBBT 98.5 FM (The Beat) broadcasts Rhythmic Contemporary music.
Border Media Partners owns four radio stations in San Antonio: (1) KLEY 95.7 FM (La Ley) broadcasts Mexican Regional music. The targeted audience is Spanish-dominant and bilingual Latinos with low and medium levels of acculturation. It is also defined as hardworking, blue-and white-collar large families (Border Media Partners, 2007). (2) KRIO 104.1 FM (Digital), broadcasts Spanish pop. Digital’s audience is defined by BMP (2007) as bilingual, cosmopolitan and sophisticated Latinos with higher levels of acculturation. (3) KSAH 720 AM (Norteño), whose format is Norteño (Regional Mexican) music, targets a Spanish-dominant audience with low levels of acculturation. The public is also defined by BMP (2007) as blue-collar families. Although these three radio stations do not simulcast with La Ley, Digital and Norteño in Austin, they share the same format, target audiences, and have similar programs. BMP also owns KZDC 1250 AM (La Lupe), whose format is Mexican Regional Oldies. 

The Dávila family operates KEDA 1540 AM (Radio Jalapeño) since March, 1966. The station has maintained the Norteño/Tejano format over the years. According to the owner/manager, Richard Dávila, the radio has continued and grown due to the influx of recent Latin American immigrants. He points out in an interview, “Nosotros dejamos de pagar Arbitron hace años porque según el survey la gente de México no existe. Pero sí existe. Nosotros estamos creciendo gracias a los inmigrantes que llegan.” “We stopped using Arbitron years ago because according to the survey Mexicans don’t exist. But they do exist. We’re growing thanks to the immigrants that are arriving” (Dávila, 2007).
Recuerdo (KCOR 95.1 FM and 1350 AM) is the only radio in San Antonio that broadcasts some national and international news obtained from wire services (AP). In total, it airs three 1-minute capsules per day (at 6:47 p.m., 7:47 p.m. and 8:47 p.m.) (see Figure 1).

[Insert Figure 1]

Radio stations in Austin
Univision Radio arrived in Austin in April 2003 with KINV 107.7 FM, La Invasora, whose format was Mexican Regional. In March 2005, the company switched from La Invasora to Recuerdo (107.7 FM), and changed the Mexican Regional format to Spanish Adults Hits. In February 2007, Univision Radio started operating the 104.3 FM frequency and launched KLQB La Qué Buena, whose format is Mexican Regional. As a result, since February 2007 Univision Radio Austin operates both KINV Recuerdo (107.7 FM) and KLQB La Qué Buena (104.3 FM). The targeted audience for KINV Recuerdo is the family and females from 25 to 54 years old, and for KLQB it is the family and males from 18 to 34 years old.

BMP arrived in Austin in 2004, acquiring KELG, KTXZ, KKLB, and KFON from Dynamic Radio Broadcasting Corporation, owned by the García family. In 2007, the company sold KELG (1440 AM), KTXZ (1560 AM), and KOKE (1600 AM) to Encino Broadcasting Radio. Also, in February 2007, BMP switched KKLB La Lupe from 92.5 FM to KTXZ 1560 AM (which was sold to Encino Broadcasting Radio). At the same time, BMP moved KXXS (Digital), its Spanish Pop station from 104.9 FM to 92.5 FM. The dial 104.9 became the English-language KXBT The Beat, which targets U.S. Latinos. As a result, the Latino-oriented stations currently owned by BMP in Austin are 4: (1) KHHL  98.9 FM (La Ley), whose format is Mexican regional. The targeted audience is less acculturated to semi-acculturated families. They can be Spanish dominant or bilingual blue- and white-collar individuals. (2) KXXS 92.5 FM (Digital), whose format is Spanish contemporary. The targeted audience is bilingual, cosmopolitan, sophisticated professionals and students with high and medium levels of acculturation (Border Media Partners, 2007). (3) KFON 1490 AM (Norteño), whose format is Norteño music. This radio station simulcasts a Spanish music format from Dallas/Fort Worth area station KNOR (branded as La Raza 93.7 FM). The targeted audience is newly arrived immigrants and older Hispanic adults with low levels of acculturation, mostly blue-collar individuals and families. (4)  KXBT 104.9 FM (The Beat), whose format is Rhythmic Contemporary Hit Radio (i.e. hip-hop, R&B, dance). This English-language station targets English-dominant young-adult Hispanics. 

Since October 2007, Encino Broadcasting Radio—i.e. José Jaime Garcia—owns 3 stations:  KOKE 1600 AM (Puro Norteño) whose format is Mexican Regional; KTXZ 1560 AM (Planeta 1560), whose format is Spanish contemporary rock; and KELG 1440 AM (Nueva Vida) which airs Spanish-language religious music.  

Simmons Media Group along with Longhorns Sports Network, from the University of Texas, owns KWNX ESPN Deportes 1260 AM. Its format is Spanish sports talk (see Figure 2).

[Insert Figure 2]

Level of diversity

The third research question asked about the level of diversity in the Latino-oriented broadcast media in San Antonio and Austin, using the Diversity Metric developed by Lloyd and Napoli (2007). 


As Table 2 shows, the application of the formula revealed that San Antonio’s score is five times Austin’s index score.  Two reasons explain this large difference: First, the outlets in San Antonio have a greater potential audience reach compared to Austin’s outlets given the larger presence of Hispanic population in that city (61 percent in San Antonio versus 36 percent in Austin). Second, Telemundo station adds diversity only in San Antonio’s market. As aforementioned, Telemundo Group has only one full power station in San Antonio, and airs 90 minutes of local news per day. Of those 90 minutes, one third is devoted to San Antonio. 

[Insert Table 2]


Still, it is highly relevant to mention that the radio industry does not add diversity neither in San Antonio nor Austin because none of the radio stations produces and broadcasts local news or public affairs programming.   

Discussion and conclusion


As this study showed, the great majority of mergers and acquisitions in the Latino-broadcast media in the U.S. occurred after the Telecommunication Act of 1996 was approved. Two examples demonstrate the strong effect of this reform: In 1998, Telemundo was acquired by a group formed by Sony Pictures Entertainment along with Liberty Media Corporation, Apollo Investment Fund III and Bastion Capital Fund. This network was later sold to NBC Universal. In addition, Hispanic Broadcasting Corporation was founded in 1997 after the merger of Tichenor Media and Heftel Broadcasting Corporation. In 2002, this conglomerate was bought by Univision Group, which is the leading Spanish-language network in the U.S.

This study also revealed that the concept of media diversity is problematic even in “specialized” markets.  The Latino-oriented broadcast media industry lacks diverse voices in Central Texas. This turns to be problematic because the great majority of Hispanics receive news through television and radio (Suro, 2004). 

Regarding television, there are nine Spanish-language channels in Central Texas: four in Austin and five in San Antonio. Those nine stations are controlled by four networks: Azteca America, LAT TV, Univision and Telemundo. Of those nine stations, only two (Univision and Telemundo) provide local news programming in San Antonio, and only one (Univision) provides local news in Austin. Regarding radio, there are 20 Latino-oriented radio stations in both metropolitan areas. Although the media landscape has slightly diversified in the past year with the reincorporation of the García family into the Latino media market, it is worth mentioning that 15 radio stations are controlled by only two corporations: Univision Radio and Border Media Partners. Of the 20 stations, none of them produces nor airs local news or public affairs programming. 

These discouraging findings were reinforced by the application of Lloyd and Napoli’s Diversity Metric. The index revealed that the radio industry does not add diversity in Central Texas because none of the radio stations produces or broadcasts local news or public affairs programming. 

As alluded to above, scholars argue that media diversity is crucial for the health of democracy because people’s ability to learn, compare and scrutinize their authorities and representatives depends upon their exposure to diverse voices (Lloyd & Napoli, 2007). The Latino-oriented broadcast media in Central Texas are not contributing to build a healthy democracy. Based on the data presented in this article, we can conclude that regarding the broadcast media, individuals who do not speak English—or those who prefer Spanish—and live in Austin, can only rely on the Univision TV station to obtain local information about their community. Spanish-speaking individuals who live in San Antonio are slightly better positioned because they can get local information through their local Univision and Telemundo TV stations. As has already been mentioned, the San Antonio Spanish-language radio stations do not provide local news. Thus, they only serve as company but not as a guide that helps the audience to learn about the community’s developments, problems, services and events. 

As a result, Latinos in Central Texas, especially recent immigrants who do not speak English and rely on broadcast media, cannot  obtain a comprehensive, complex and more accurate representation of their community. As Napoli (1999) asserts, this fact undermines their ability to compare, contrast, and make well-informed decisions in a self-governed society. 

This study also demonstrates that relying only on market forces is not enough to secure diversity of voices. It is important to acknowledge that market economics are essential in the media industry. Furthermore, important ideas may be provided through entertainment and regulatory restrictions sometimes ignore consumer preferences (Entman & Wildman, 1992; Horwitz, 2005). However, similarly to what other scholars have concluded (e.g. Horwitz, 2005), this study shows that a media industry only governed by market forces tends to “underproduce certain kinds of content, especially content essential to democratic deliberation and self-government” (Horwitz, 2005, p. 196).

In conclusion, it seems highly relevant that any governmental assessment of media ownership structure or media diversity should account for common ownership and measure each outlet’s provision of local news or public affairs content.

From a policymaking standpoint, a further relaxation of the ownership rules could have harmful effects in the media industry. In addition, we think that Bates and Chambers’ (1999) policymaking proposition seems an effective short-term solution to the lack of local content diversity. Since the government cannot force the media to provide certain kind of content, a good solution could be to reward those outlets that offer local news or public affairs programming. 

In order to build upon this line of investigation, future research should apply the Diversity Metric formula in other “specialized” markets, either Latino-oriented media markets or other ethnic markets. This would allow the building of a comparative body of knowledge and literature that could provide more insightful conclusions about the current media industry performance. It could also help to develop policymaking plans that address the problem of diversity and localism in the media markets. As Lloyd and Napoli (2007) suggest, future research should also explore the relationship between measurements of media diversity and measurements of civic engagement, political participation, political knowledge, social capital and voting levels.    
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	TABLE 1:  TV ownership and news in Central Texas

	NETWORK
	Local news

(minutes per weekday)
	National & International news
(minutes per weekday)

	San Antonio

	KWEX-TV (Univision)
	60
	60

	KNIC – CA (Telefutura)
	0
	0

	KVDA (Telemundo)
	90
	0

	KVDF-CA (Azteca America)
	0
	150 (Int’l – Mexico)

	KISA-LP (LAT TV )
	0
	120 (60)

	Austin

	KAKW-TV (Univision )
	60 (30)
	60

	KBVO-CA (Telefutura )
	0
	0

	KADF-LP (Azteca America)
	0
	150 (Int’l – Mexico)

	KVAT-LP (LAT TV)
	0
	120 (60)

	
	
	

	Minutes in parenthesis indicate time of original, first run content
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	TABLE 2: Diversity Metric


	San Antonio
	Austin

	Outlets
	Index
	Outlets
	Index

	Television
	
	Television
	

	Univision
	
	Univision
	

	KWEX-TV (Univision)
	0.31
	KAKW-TV (Univision )
	0.18

	KNIC – CA (Telefutura)
	0
	KNIC – CA (Telefutura)
	0

	
	
	
	

	KVDA (Telemundo)
	0.61
	
	

	KVDF-CA (Azteca America)
	0
	KADF-LP (Azteca America)
	0

	KISA-LP (LAT TV )
	0
	KVAT-LP (LAT TV)
	0

	
	
	
	

	Total TV
	      0.92
	Total TV
	0.18

	
	
	
	

	Radio
	
	Radio
	

	Univision
	0
	Univision
	

	KROM-FM
	0
	KLOB-FM
	0

	KCOR-FM
	0
	KINV-FM
	0

	KLTO-FM
	0
	
	

	KXTN-FM
	0
	
	

	KBBT-FM
	0
	
	

	Total Univision
	0
	Total Univision
	0

	
	
	
	

	BMP
	
	BMP
	

	KLEY-FM
	0
	KHHL-FM
	0

	KRIO-FM
	0
	KXXS-FM
	0

	KSAH-AM
	0
	KFON-AM
	0

	KZDC-AM
	0
	KXBT-FM
	0

	Total BMP
	0
	Total BMP
	0

	
	
	
	

	Davila family
	
	Encino Radio
	

	KEDA-AM
	0
	KOKE-AM
	0

	
	
	KTXZ-AM
	0

	
	
	KELG-AM
	0

	
	
	Total Encino Radio
	0

	
	
	
	

	
	
	Simmons 
	

	
	
	KWNX-AM
	0

	
	
	
	

	Total radio
	0
	Total radio
	0

	
	
	
	

	Total San Antonio
	0.92
	Total Austin
	0.18


(A) x (B) x (C) / N = D


∑ of D’s = M











A = Outlet (value = 1)


B = Potential audience reach (i.e. percentage of Hispanics in the market)


C = Content (provision of local news = 1; non provision of local news = 0)


N = Number of outlets owned by the owner


D = Diversity contribution of owner


M = Diversity metric for market








FIGURE 1: Latino radio stations in San Antonio
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FIGURE 2: Latino radio stations in Austin
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�. We are indebted to Oscar Aparicio for his work during the first part of this research project.


�. In this report, the terms “Hispanic” and “Latino” are used interchangeably to refer to the people who live in the U.S. and share an Ibero-Latin American heritage. 


�. We are indebted to Oscar Aparicio for his assistance during the first part of this research project.


�. The exception is an occasional student-produced radio program, explained subsequently in the text. 
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