
In August 2005, the Spanish-language
television station WXTV in New York
made headlines when it drew more
prime-time viewers in the key demo-
graphic category of 18- to 49-year-olds
than the stations owned by the big
three networks of ABC, CBS and
NBC.3 Spanish-language TV was the
fastest-growing category of advertising
spending in the first six months of
2005.4 Advertisers are catching up
with what the U.S. Census revealed in

2000:  Hispanics are the fastest-grow-
ing ethnic group in the United States.5

And, they are younger than the general
population:  40% of Hispanics were
under 21 in 2002, compared to only
30% of the general population.6

Alcohol producers, like most other con-
sumer product industries, are seeking
their share of the Hispanic market.  The
allure of this market is clear, given one
estimate that Hispanic purchasing

power in 2004 reached nearly $700 bil-
lion and will approach $1 trillion by
2010.7 One example of the alcohol
industry’s recognition of the impor-
tance of Hispanics is the recent move
by Anheuser-Busch, makers of
Budweiser and the nation’s largest
brewer, to create a new vice presidential
post to oversee Hispanic marketing in
August of 2005.8  Dow Jones
Newswires reported on other recent
marketing initiatives to the Hispanic
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“‘If you’re going to succeed in the beer business,’ you have to succeed in the Hispanic market.”
— Dow Jones Newswires, quoting Paul Mendieta, Molson Coors Brewing Co. director of Hispanic marketing1

“The [Hispanic] segment is important not just to us, but to the industry.”
— Henry Dominguez, Anheuser-Busch vice president of Latino marketing2
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community by U.S. beer makers:

• In addition to the Anheuser-Busch
move, Molson Coors Brewing Co.
has named a vice president charged
with coordinating sales and market-
ing to Hispanics.

• SABMiller’s Miller Brewing Co. has
agreed to a $100-million advertising
package over three years with
Spanish-language broadcaster
Univision Communications Inc.9

In 2003 and 2004, 10 alcohol brands
spent close to $160 million to advertise
on Spanish-language television.10

However, younger Hispanics are more
likely to use English- than Spanish-
language media.11 The Center on
Alcohol Marketing and Youth (CAMY)
commissioned Virtual Media Resources
(VMR) to analyze the exposure of
Hispanic youth, ages 12 to 20, to alco-
hol advertising in English-language
magazines, on English- and Spanish-
language radio stations, and on the tel-
evision programming in both languages

most popular with Hispanic youth in
2003 and 2004.  Using standard adver-
tising industry databases, VMR ana-
lyzed Hispanic youth exposure to the
alcohol advertising in 106 magazines in
2003 and in 114 magazines in 2004;
51,883 radio alcohol ad occurrences in
2003 and 67,404 radio alcohol ad
occurrences in 2004 in 104 markets;
and alcohol advertising on the 15 tele-
vision programs most popular with
Hispanic youth in November 2003 and
November 2004, using a database of
551,689 product advertising occur-
rences on TV in 2003 and 2004. 

The findings from these analyses show
that Hispanic youth, like youth in gen-
eral, are exposed to substantial amounts
of alcohol advertising on a per capita
basis and that in several instances the
exposure of Hispanic youth exceeds
that of youth in general on a per capita
basis.  

• In 2004, compared to all youth,
Hispanic youth ages 12 to 20 saw

20% more alcohol advertising per
capita in English-language maga-
zines than youth in general.

• For the 10 brands with the most
exposure among Hispanic youth in
English-language magazines, His-
panic youth saw between 33% and
74% more advertising per capita
than did all youth ages 12 to 20.

• In the summer of 2003, in six of
the top 20 markets by Hispanic
population, Hispanic youth heard
more radio alcohol advertising than
youth in general.  In the summer
of 2004, this occurred in seven of
the top 20 markets by Hispanic
population.

• In those 20 markets in 2004, three
brands – Beck’s, Budweiser and
Coors – exposed Hispanic youth to
substantially more radio advertising
per capita than youth in general.

• On television, alcohol advertising
appeared on 14 of the 15 programs
most popular with Hispanic youth
in 2003 and 2004, up from 12 pro-
grams in 2002.

9 G. Edwards, “U.S. Brewers Woo Loyal And Growing Hispanic Drinkers.” 
10 TNS Media Intelligence, 2003-2004. 
11 See section below on Hispanic youth and the media.


