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News gains ground 

BY DAN TRIGOBOFF 

In major cities, newscasts beat Anglo newscasts. But not in revenue. Or pay 

On Sept. 2, two newscasts - 
from two network affiliates, in two lan- 

guages and going out to two distinct audi- 
ences- emanated from one state -of- the -art 
broadcast facility in Miramar, Fla. 

"For me, this was a dream come true," 
said a still emotional Don Browne, who spent 
years as a newsman in Latin America, is mar- 

may be, the side -by -side broadcasts do not 

symbolize a coming of age for Spanish -lan- 

guage local newscasts in the U.S. As Browne 
and many others will tell you in either lan- 

guage, that happened a long time ago. 

For years, Univision or Telemundo affili- 

ates have been winning news - ratings races in 

households or key demos-even placing first 

WXTV(TV) New York news team: (seated, l -r) anchors Rafael Pineda and Denisse 011er and 
(standing, l -r) sportscaster Jose Roig and weatherman Sol Sostre. Pineda, who joined WXTV 

as an anchorman in 1968, is Gotham's most senior local news anchor. 

ried to a woman from Cuba and now runs 
NBC's dual- language Miami duopoly, 
WTVJ(TV) and new Telemundo sister sta- 

tion WSCV(TV). Browne said the Spanish - 
language newscast was as uplifting an experi- 

ence as he has had in his 35- year -plus career. 

"When we both signed on at 6 p.m. Sept. 

2," he says, "we were euphoric. When the 
shows went off the air, people were hugging. 
There's been nothing like it before." 

Historic and unprecedented though they 

and second -in markets as large as New 
York, Chicago, Miami and Los Angeles and 
in smaller markets with large Hispanic pop- 
ulations, such as Fresno and Bakersfield, 
Calif., and Laredo and El Paso, Texas. 

Miami's Spanish and English newscasts 
from NBC may foreshadow a coming eco- 
nomic parity for Spanish -language television 
stations and their news departments. 

Right now, though, ratings don't always 

translate into revenue. Even at top -perform- 

ing Spanish -language stations in major mar- 

kets- where revenue can be in nine figures - 
sales typically lag English -language stations 
with similar or even lower viewership. 

In the No. 1 Hispanic market, Los Angeles, 

for example, Univision's KMEX -TV logged 
just under $133 million in revenue in 2001, 
with an 11% local commercial share (LCS) 

according to BIA Financial estimates. (LCS is 

a station's share of viewers, adjusted for cable, 

noncommercial and out -of- market stations). 
With a similar LCS, KCBS -TV had revenues 

of $149 million, and KTTV(TV) had revenue 

of $183.7 million. Both KABC -TV and 
KNBC -TV topped $240 million in revenue, 

with shares in the higher teens. Telemundo sta- 

tion KVEA(TV) took in $34 million, with 4 %. 

In New York City, the No. 1 DMA over- 

all and No. 2 Hispanic market, Univision's 
WXTV(TV) took in $47.4 million on a 6% 
LCS, Telemundo's WNJU(TV) $10.5 mil- 

lion on a 4% LCS, according to BIA esti- 
mates for 2001. In contrast, Fox -owned 
UPN affiliate WWOR -TV had more than 
triple WXTV's revenues, $149.3 million, on 

only 12/3 the LCS, 10 %; WNYW(TV) took 
in $225 million with an 11% LCS. 
WNBC(TV) had revenues of $320.0 million 

on a 19% LCS, WABC -TV $292.7 million 

on 20 %, WPIX(TV) $205.0 million on 14 %, 
and WCBS -TV $1 %.7 million on 14 %. 

In Miami, the No. 3 Hispanic market, 
Univision's WLTV won the competitive 6 

p.m. time slot last May; WSCV, which has 

been gaining ground in recent months, is 

runner -up at 11 p.m. to English -language 
WTVJ, followed by WLTV. WLTV and 
WSCV are, respectively, No. 1 and 2 sign -on 

to sign -off. BIA Financial reports that, in 

2001, WLTV had revenues of $58 million, 

WSCV $33 million. Again, three English - 
language stations with overall lower viewer- 

ship had higher revenues with a lower LCS 

than Univision's. 
"I've been in this business a long time," 
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