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Abstract

As the  largest  minority  segment  in  the  United  States,  the  Hispanic/Latino  consumer 

segment  is  projected  to  reach  half  the  nation’s  population  by  2050.  Hispanics  and  Latinos 1

therefore have the financial power to influence any industry or business sector. They have already 

had a profound impact on the entertainment industry in the United States in terms of their content 

consumption habits and purchasing power. Nevertheless, to date, there is a dearth of specialized 

content in the entertainment industry targeted toward this demographic segment. There are fewer 

than 10 notable dual language songs, a few famous movies, and one hit television show. The 

logical questions thus become: Why has the U.S. entertainment industry offered so little content 

geared toward the Hispanic/Latino segment? What  type of  content  should the industry offer 

them? What should this specialized content look like to address the industry’s reservations? With 

my  research,  I  set  out  to  understand  the  preferences  of  the  Hispanic  and  Latino  consumer 

segment  by  using  both  primary  and  secondary  data.  These  findings  helped  me  answer  the 

questions above. 

 Passel, Jeffrey S., and D’Vera Cohn. “U.S. Population Projections: 2005-2050.” Pew Research Center's Hispanic Trends Project, 11 Feb. 2008, www.pewhispanic.org/2008/02/11/us-population-1

projections-2005-2050/. 
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I. Introduction

A. Entertainment industry overview

The United States’ entertainment industry is a $703 billion market that is projected to 

reach $804 billion by 2021.  The industry’s sub-sectors include: film, television, video games, 2

music, and publishing (books, newspapers, magazines). In terms of the sub-sectors’ respective 

sizes in this market, film accounts for 40% of the industry while TV accounts for 34%, video 

games account for 8%, music accounts for 6%, and publishing accounts for 12%.  Exhibit 1 3

depicts  this  existing  distribution  of 

revenues  across  the  sub-sectors.  The 

United  States  entertainment  industry 

represents a third of the global industry.  4

The  industry  adapts  with  changes  in 

technology  and  consumer  preferences. 

Recently,  digitization  and  consumers’ 

technology  adoption  have  caused 

transformations  in  content  creation, 

distribution,  and  consumption.  The 5

entertainment  industry  is  unique  because  its  content  appeals  to  consumers  emotionally  and 

psychologically.  The  sub-sectors  frequently  target  consumers  based  on  their  demographic 

information, such as age, gender, race and/or ethnicity. A consumer segment that has a profound 

impact  on  the  United  States’ entertainment  industry  (in  terms  of  purchasing  power)  is  the 

 “Media and Entertainment Spotlight.”Select USA 2017. https://www.selectusa.gov/media-entertainment-industry-united-states 2

 Nead, Nate. “11 Feb Media and Entertainment Industry Overview.” Investment Bank, 2017, investmentbank.com/media-and-entertainment-industry-overview/. 3

 “Media and Entertainment.” Vault, www.vault.com/industries-professions/industries/media-and-entertainment.aspx. 4

 Nead, Nate. “11 Feb Media and Entertainment Industry Overview.” Investment Bank, 2017, investmentbank.com/media-and-entertainment-industry-overview/. 5
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country’s Hispanic/Latino population. Accordingly, the main goal of my research is to better 

understand Hispanic and Latino consumer preferences in the entertainment industry.

B. “Hispanic” and “Latino” terminology distinction

While  the  terms  “Hispanic”  and  “Latino”  are  often  used  interchangeably,  there  is  a 

difference.  The word “Hispanic” refers  to  people  of  Spanish-speaking origin while  “Latino” 

refers to people of Latin American origin. For example, people from Spain are Hispanics but not 

Latinos while those from Brazil are Latinos but not Hispanics. Individuals who are both Hispanic 

and  Latino  are  from  the  Spanish-speaking  countries  in  Latin  America.  The  United  States 

government introduced the term “Hispanic” to classify this population that shared a common 

language and cultural identity but was not a racial or ethnic group.  In the 1980s, individuals of 6

Latin descent called themselves “Latinos.”  Appendix 1 includes a list of countries that are only 7

Hispanic, countries that are only Latino, and countries that are both Hispanic and Latino.

Despite their differences, Hispanics and Latinos are usually bundled together as a single 

consumer  group.  The  collective  terminology  of  the  Hispanic/Latino  demographic  occurred 

during the 1980s and 1990s when there was a large influx of immigrants from Latin America and 

Spain  to  the  United  States.  Ironically,  Hispanic/Latino  individuals  self-identify  with  their 8

country  of  origin  as  opposed  to  using  the  terms  “Hispanic”  or  “Latino.”  Throughout  my 9

research, I have encountered sources that either discuss the group collectively or only use one of 

the two groups. It is important to note that some sources that refer to “Hispanics” are looking at 

all the individuals from Hispanic and Latino countries and not just Spain. Similarly, the sources 

that refer to “Latinos” are examining the individuals from Hispanic and Latino countries and not 

 Aguilera-Titus, Alejandro, and Allan Figueroa Deck. “Hispanic/Latino Presence in the USA and the Church .” USCCB: Issues and Action. 6

 Ibid. 7

 Ibid.8

 Restrepo, Sergio. “10 Best Practices for Marketing to Hispanic Consumers.” The Translation and Localization Blog, 13 Dec. 2017, content.lionbridge.com/10-best-practices-for-marketing-to-9

hispanic-consumers/. 
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just Brazil. Therefore, in this paper, I will either refer to this group collectively or separately, 

depending  on  the  terminology  used  in  the  cited  source  of  data.  This  is  why  in  particular 

subsequent sections, I only refer to either Hispanics or Latinos. Additionally, in all subsequent 

sections, I will refer to the combined Hispanic/Latino demographic segment as “H/L.” The H/L 

segment includes individuals who identify as Hispanic, Latino, or both.

C. Goals and thesis roadmap

In  order  to  conceptualize  the  H/L  demographic  segment  as  consumers  of  the 

entertainment  industry  in  the  U.S.,  it  is  important  to  first  understand  them  as  a  consumer 

segment.  This includes reviewing the history of their immigration to the United States,  their 

population  size,  and  their  consumer  preferences.  I  will  compare  and  contrast  the  H/L 

demographic  segment  to  the  African  American  demographic  segment  to  illustrate  the 

significance  of  the  H/L  consumer  preferences  in  the  entertainment  industry.  While  the 

entertainment industry includes five sub-sectors, I have omitted video games and publishing to 

focus on music, film, and television. These three sub-sectors of the entertainment industry are the 

most relevant given society’s current involvement with technology; each is consumer-targeted 

based on demographic information. Additionally, they account for 80% of United States’ $703 

billion entertainment market.

Next, I will consider the demographic segment’s impact on the entertainment industry. 

Specifically, I will examine how Hispanics/Latinos have played a significant role in different 

aspects of the entertainment industry. In each of these sub-sectors of the industry, I will study the 

previous and current dual language and dual culture content, or content that incorporates two 

different languages and two cultures. An example is The George Lopez Show, which was known 

for integrating Mexican and American cultures while interchanging between the English and 
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Spanish languages. Importantly, there exists dual language and dual culture content for H/L and 

American culture in all aspects of the entertainment industry of focus. However, this specialized 

content is most prevalent in music. Throughout this thesis, I will explore why there have not 

been more dual language/culture programming efforts given the economic potential of targeting 

content to this demographic segment. I then propose a specialized production targeted toward the 

segment  that  addresses  the  H/L  consumer  preferences  and  the  industry’s  reservations  for 

producing this content.
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II. About the Hispanic/Latino Demographic Segment

A. Historical background the demographic segment’s immigration to the U.S.

H/L immigration to America dates back to before the colonies won their independence 

from Great Britain. In 1569, Spaniards started arriving to present-day Florida when that region 

was under Spanish rule.  The first Latino immigration to the United States occurred in 1848 10

during the California Gold Rush, with the signing of the Treaty of Guadalupe Hidalgo.  The 11

treaty  added  five  hundred  and  twenty-five  thousand  square  miles  to  the  U.S.  from Mexico. 

Mexico had relinquished over a  third of  its  territory to the U.S,  which includes present-day 

California, Nevada, Utah, Arizona, New Mexico, Colorado, and Texas.  Through the treaty, one 12

hundred thousand Mexicans who lived in this ceded area became naturalized U.S. citizens.  In 13

1898, the United States annexed Puerto Rico as a territory, which added approximately eight 

hundred thousand individuals with Hispanic and Latino identities.14

In  1951,  the  Bracero  Program brought  about  350,000 Mexicans  to  the  United  States 

annually until it ended in 1964.  This program was used to bring in workers who would work 15

for a lower hourly wage than average Americans.  By 1960, the H/L segment made up 3.24% of 16

the U.S. population.  In the 1960s, over a million Cubans immigrated to the United States due to 17

the Cuban Revolution.  During the 1970s and 1980s, there were large influxes of citizens from 18

H/L countries like El Salvador and Guatemala due to civil wars in those nations.  Individuals 19

 Aguilera-Titus, Alejandro, and Allan Figueroa Deck. “Hispanic/Latino Presence in the USA and the Church .” USCCB: Issues and Action. 10

 Gutiérrez, David G. “An Historic Overview of Latino Immigration and the Demographic Transformation of the United States.” National Parks Service, U.S. Department of the Interior, 11

www.nps.gov/heritageinitiatives/latino/latinothemestudy/immigration.htm. 
 History.com Staff. “Treaty of Guadalupe Hidalgo.” History.com, A&E Television Networks, 2009, www.history.com/topics/treaty-of-guadalupe-hidalgo. 12

 Gutiérrez, David G. “An Historic Overview of Latino Immigration and the Demographic Transformation of the United States.” National Parks Service, U.S. Department of the Interior, 13

www.nps.gov/heritageinitiatives/latino/latinothemestudy/immigration.htm. 
 The Annexation of Puerto Rico, www.publicbookshelf.com/public_html/The_Great_Republic_By_the_Master_Historians_Vol_IV/annexation_cb.html. 14

 “Latino American Timeline.” PBS, Public Broadcasting Service, www.pbs.org/latino-americans/en/timeline/. 15

 “About the Bracero Program.” Omeka RSS, braceroarchive.org/about. 16

 Gutiérrez, David G. “An Historic Overview of Latino Immigration and the Demographic Transformation of the United States.” National Parks Service, U.S. Department of the Interior, 17

www.nps.gov/heritageinitiatives/latino/latinothemestudy/immigration.htm. 
 “Why Did the Cubans Come to America?” Worksheets and No Prep Teaching Resources, www.edhelper.com/ReadingComprehension_54_558.html. 18

 Aguilera-Titus, Alejandro, and Allan Figueroa Deck. “Hispanic/Latino Presence in the USA and the Church .” USCCB: Issues and Action.19
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from these countries typically moved to cities with large H/L populations like Los Angeles, New 

York City, and Miami.  In 1973, Miami was officially recognized as a bilingual city.  By 2003, 20 21

Hispanics/Latinos became the largest minority segment in United States, surpassing the Black/

African American demographic segment;  there were 37 million Hispanics/Latinos while there 22

were 36.2 million Blacks/African Americans.  Interestingly, there are individuals in the U.S. 23

who identify as both Hispanic/Latino and Black/African American; they are usually of Puerto 

Rican or Dominican decent and referred to as “Afro-Latinos.”  By July of 2016, 57,470,287 24

Hispanics/Latinos made up over one-sixth of U.S. population.25

B. Size of the Hispanic/Latino demographic segment in U.S.

As any segment grows, so does its economic power. Accounting for 17% of the nation’s 

population, Hispanics/Latinos are responsible for almost half of the U.S. population growth since 

2010.  Hispanics alone have a projected buying power of $1.5 trillion,  more than the GDP of 26 27

Spain or Australia.  There are over 50 million Spanish speakers in the U.S.  Over half of the 28 29

U.S.’s  Hispanic  population  lives  in  California,  Texas,  and  Florida.  Los  Angeles  has  more 30

Hispanic households than any other city in the United States, with approximately 12.8% of the 

total  Hispanic  population  in  the  United  States.  Approximately  15  million  Latinos  live  in 31

California, 10.4 million live in Texas, and 4.8 million live in Florida.  The respective Hispanic 32

 Ibid.20

 “Latino American Timeline.” PBS, Public Broadcasting Service, www.pbs.org/latino-americans/en/timeline/. 21

 Ibid.22

 Clemetson, Lynette. “Hispanics Now Largest Minority, Census Shows.” The New York Times, The New York Times, 22 Jan. 2003, www.nytimes.com/2003/01/22/us/hispanics-now-largest-23

minority-census-shows.html. 
 Moreno, Carolina. “This Is What It Means To Be Afro-Latino.” The Huffington Post, TheHuffingtonPost.com, 7 Dec. 2017, www.huffingtonpost.com/2015/02/25/what-it-means-to-be-afro-24

latino_n_6690032.html. 
 “14th Annual Hispanic Fact Pack 2017.” Ad Age, no. 14, 21 Aug. 2017, pp. 1–30.25

 Ibid.26

 “How the Hispanic Consumer Is Influencing the Entertainment Industry.” What People Watch, Listen To and Buy, www.nielsen.com/us/en/insights/news/2013/how-the-hispanic-consumer-is-27

influencing-the-entertainment-indus.html. 
 “Hispanic Influence Reaches New Heights in the U.S.” What People Watch, Listen To and Buy, www.nielsen.com/us/en/insights/news/2016/hispanic-influence-reaches-new-heights-in-the-28

us.html. 
 Romero, Simon. “Spanish Thrives in the U.S. Despite an English-Only Drive.” The New York Times, The New York Times, 23 Aug. 2017, www.nytimes.com/2017/08/23/us/spanish-language-29

united-states.html. 
 “Latino/Hispanic Culture in the U.S. · InterExchange.” InterExchange, www.interexchange.org/articles/abroad/2015/08/17/latino-hispanic-culture-in-us/. 30

 Ibid. 31

 Stepler, Renee, and Mark Hugo Lopez. “Ranking the Latino Population in the States.” Pew Research Center's Hispanic Trends Project, 8 Sept. 2016, www.pewhispanic.org/2016/09/08/4-32

ranking-the-latino-population-in-the-states/. 
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and Latino populations in California and Texas are significant presumably due to their proximity 

to the Mexican border.

C. Age of the Hispanic/Latino demographic segment in U.S.

The median age of the Hispanics residing in the U.S. is 29.  Exhibit 2 (obtained from 33

the Hispanic Fact Pack of 2017) shows the age distribution among the Hispanics residing in the 

U.S. Nearly 51.6% of Hispanics are younger than 30.  Of the Latinos who were born in the 34

U.S., 47% are younger than 18.  35

The median age for Latinos born 

outside of the United States is 41 

while  the  median  age  for  U.S. 

born  Latinos  is  19.  When 36

examining  other  demographic 

segments residing in the U.S., the median age of Blacks/African Americans is 33, the median age 

of Asians in the U.S. is 36, and the median age of Caucasian Americans is 43.  Because the H/L 37

population is  younger  compared to  other  segments,  the  H/L youth  can be  seen to  represent 

America’s future. By 2050, the H/L demographic segment is expected to comprise almost half of 

the United States population.  Accordingly, marketers are often very interested in these younger 38

segments whose preferences are not yet fully formed. Therefore, in the following section (III. 

Hispanic/Latino Consumer Preferences), I share my findings from both primary and secondary 

data to gain insight into the H/L segment’s consumer preferences in the entertainment industry.  

 “14th Annual Hispanic Fact Pack 2017.” Ad Age, no. 14, 21 Aug. 2017, pp. 1–30.33

 Ibid.34

 Patten, Eileen. “The Nation's Latino Population Is Defined by Its Youth.” Pew Research Center's Hispanic Trends Project, 20 Apr. 2016, www.pewhispanic.org/2016/04/20/the-nations-latino-35

population-is-defined-by-its-youth/. 
 Ibid. 36

 Gao, George. “Biggest Share of Whites in U.S. Are Boomers, but for Minority Groups It's Millennials or Younger.” Pew Research Center, 7 July 2016, www.pewresearch.org/fact-tank/37

2016/07/07/biggest-share-of-whites-in-u-s-are-boomers-but-for-minority-groups-its-millennials-or-younger/. 
 Passel, Jeffrey S., and D’Vera Cohn. “U.S. Population Projections: 2005-2050.” Pew Research Center's Hispanic Trends Project, 11 Feb. 2008, www.pewhispanic.org/2008/02/11/us-38

population-projections-2005-2050/. 
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III. Hispanic/Latino Consumer Preferences

A. Findings from secondary data

The two research companies from which I obtained my secondary data are Nielsen and 

PricewaterhouseCoopers (PwC). Both companies focus on consumer data for Hispanics and not 

Latinos to track their entertainment preferences for both English and Spanish content. This is 

most likely due to the fact that individuals who identify as Hispanic have a connection to Spanish 

language (because they are from a country of Spanish-speaking origin) whereas individuals who 

identify as Latino do not necessarily have the same connection. For example, this data excludes 

the individuals from Brazil, Suriname, and Guyana. Therefore, this section will focus solely on 

secondary data for Hispanic consumer preferences.

With respect to their general purchasing habits, Hispanics tend to be very brand loyal 

consumers.  If they are unable to find a particular brand when shopping or if it is out of stock, 39

Hispanics are more likely to come back to the store another day or go to a different store to 

purchase the specific brand for which they are searching.  They are therefore unlikely to settle 40

for  the  same  product  under  a  different  brand  name.  When  compared  to  their  non-Hispanic 

counterparts, Hispanics are 50% more likely to leave a store and go elsewhere to buy a specific 

brand.  Hispanics are also less likely to try a new brand compared to non-Hispanic consumers in 41

the United States.42

Nielsen’s vice president and general manager of home entertainment, Graham Gee, notes, 

“Hispanics are an important segment in this industry and really ahead of the curve when it comes 

to adopting these new technologies and platforms.”  Accordingly, Hispanics spend 68% more 43

 “Hispanic Brand Loyalty.” CSP Daily News, CSP Industry News, www.cspdailynews.com/category-data/snacks-candy-data/report/hispanic-brand-loyalty. 39

 Ibid.40

 Ibid.41

 Ibid.42

 “How the Hispanic Consumer Is Influencing the Entertainment Industry.” What People Watch, Listen To and Buy, www.nielsen.com/us/en/insights/news/2013/how-the-hispanic-consumer-is-43

influencing-the-entertainment-indus.html. 
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time than Caucasians streaming videos online and 20% more time streaming videos on their 

mobile  devices  than  any  other  demographic  segment.  PwC  researchers  would  agree  that 44

Hispanics are early technology adopters and maintain that they are “coveted” because they are 

the largest minority consumer segment in the United States.  Hispanics are 30% more likely to 45

buy  Blue  Ray  and  48%  more  likely  to  own  a  tablet  than  any  other  consumer  segment.  46

Hispanics are technologically savvy and advanced presumably because more than half of the 

segment is younger than 30 and was born during the digital era.

Of all the Hispanics residing in the United States, 32% are Spanish dominant, 37% are 

bilingual, and 31% are English dominant.  With respect to television viewing habits, 24% of 47

Hispanics who mostly speak English at home watch 1-3 hours of Spanish programming daily.  48

Moreover, Hispanics engage in “co-viewing,” where family members watch the same programs 

together.  The segment co-views 60% of all Spanish language primetime programming and 48% 49

of all English language primetime broadcasting.  This means that the H/L segment does not co-50

view  40%  of  the  Spanish  language  primetime  programs  or  52%  of  the  English  language 

primetime programs.

While these data provide meaningful insights about Hispanics in the United States, they 

do not show the full picture. I gathered primary data with the purpose of addressing this gap. It is 

important to also understand the Latinos residing in the United States. Though the majority of 

Latinos who reside in the United States are also Hispanic, Latinos are an ethnic group with a 

 Ibid.44

 Always Connected US-Based Hispanic Consumers Dominate Mobile, Entertainment, and beyond Consumer Intelligence Series. PwC, 2016, Always Connected US-Based Hispanic Consumers 45

Dominate Mobile, Entertainment, and beyond Consumer Intelligence Series, www.pwc.com/us/en/industry/entertainment-media/publications/consumer-intelligence-series/assets/pwc-emc-
hispanics-report.pdf. 

 “How the Hispanic Consumer Is Influencing the Entertainment Industry.” What People Watch, Listen To and Buy, www.nielsen.com/us/en/insights/news/2013/how-the-hispanic-consumer-is-46

influencing-the-entertainment-indus.html. 
 “Hispanic Influence Reaches New Heights in the U.S.” What People Watch, Listen To and Buy, www.nielsen.com/us/en/insights/news/2016/hispanic-influence-reaches-new-heights-in-the-47

us.html. 
 “State of the News Media.” Pew Research Center RSS, 7 Sept. 2017, www.stateofthemedia.org/2011/hispanic-media-fairing-better-than-the-mainstream-media/. 48

 “How the Hispanic Consumer Is Influencing the Entertainment Industry.” What People Watch, Listen To and Buy, www.nielsen.com/us/en/insights/news/2013/how-the-hispanic-consumer-is-49

influencing-the-entertainment-indus.html. 
 Ibid.50
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unique culture. Therefore, more data on the joint H/L segment can provide insights for their 

preference  towards  dual  language  and  dual  culture  content.  The  following  subsection  (B. 

Findings from primary data) includes the data from the survey I administered.

B. Findings from primary data

For my primary data collection, I distributed a Qualtrics survey that was administered in 

English only. I have a convenience sample because I distributed the survey through NYU Stern’s 

Undergraduate Latin American Business Association, NYU’s Association of Latino Professionals 

in Finance & Accounting, and posted the survey link in Facebook and Whatsapp groups. I asked 

participants to forward the link to others, thereby using a snowball recruitment technique. In the 

survey, I asked the respondents basic demographic questions as well as their preferences with 

respect  to  entertainment  content  consumption.  Appendix  2  has  the  complete  survey  that  I 

distributed. My main objectives from the survey were to learn about H/L consumer preferences 

and how their preferences compare to those of other segments (the other respondents), to see if 

there is awareness (from all segments) about dual language and dual culture content targeted 

toward H/L in the U.S., and to determine if there is a preference for dual language and dual 

culture content among the H/L segment in the U.S.

Before I delve into the findings from my primary data, it is important to first explain the 

methodology of the survey and the demographic characteristics of the respondents. Because I 

used a snowball recruitment strategy and administered 

my survey online, I had respondents from all around the 

world.  In  total,  I  had  240 respondents  and Exhibit  3 

shows a plot of each respondent’s latitude and longitude 

coordinates  on  a  world  map.  The  majority  of  the 
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respondents came from the United States, Western Europe, and Latin America. Because my main 

interest is in the United States entertainment industry, I will focus on the U.S. respondents when 

necessary.

Of  the  240  respondents,  136  identified  as  female,  102  identified  as  male,  and  two 

preferred not to specify their gender. The mean age of the respondents is 26.27 while the median 

age  is  22,  the  maximum is  61,  and  the  minimum is  14.  Approximately  64% (149)  of  the 

respondents were between the ages of 20-25. This is most likely due to my convenience sample 

and  distribution  strategy.  Interestingly,  149  respondents  identified  as  “student,”  “student/

employed,” or “student/unemployed” for the occupation status question. Eighty-two respondents 

identified  as  “employed”  while  seven  identified  as  “unemployed”  and  three  identified  as 

“retired.”

Exhibit 4 displays a histogram distribution and a mosaic plot of how the 240 respondents 

identified for race/ethnicity question. Some race groups are combined and others are separated 

depending on how the respondent identified. For instance, 91 respondents identified as just H/L 

but  38  respondents  identified  as  both  white  and  H/L.  For  the  purposes  of  my  analysis,  a 
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participant who identified as “Hispanic/Latino” in some capacity will be included in the same H/

L subgroup. Yet, respondents who identified with two or more races/ethnicities will be analyzed 

separately in each category. For example, a respondent who identified as both “Black or African 

American” and “Hispanic/Latino” will  be included in both the “Black or African American” 

subgroup and the “Hispanic/Latino” subgroup.

Only the respondents who identified as “Hispanic/Latino” were then prompted with a 

question asking if they identified as Hispanic, Latino/a, or both. In this question, I clarified the 

distinction between the terminology. Exhibit 5 shows the distribution among respondents for this 

question.  In  the  following section (C. 

Comparison  between  findings  from 

secondary data and primary data), I 

compare  secondary  statistics  to  those 

from my primary research. When I refer to Hispanics, I am referring to this subgroup of 27 

individuals. When I refer to Latinos/as, I am referring to this subgroup of 46 individuals. And 

lastly,  whenever  I  refer  to  the  H/L respondents,  I  am referencing  the  140  individuals  who 

identified as Hispanic, Latino, or both. 

I asked all of the respondents whether they currently live in the United States. Exhibit 6 

depicts the distribution of responses among the H/L participants where 76% currently resident in 

the United States. For the purposes of my analysis, I will examine the responses from all H/L 

participants  when  determining  their  preferences  when  relevant.  Yet,  for  the  majority  of  the 
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analysis, I will just interpret the responses from the Hispanics and/or Latinos who reside in the 

United States. In either case, I will clarify which subsection I am using. It is important to note 

that the respondents who selected the “other” option in Exhibit 6 will be included in the entire 

H/L participant group but not in the H/L group that resides in the U.S. These respondents could 

have answered “other” because they misunderstood the question or because none of the options 

applied to them.

The respondents who answered “other” or those who were not born in the United States 

were asked the country in which they were born. There were a total of 65 respondents who 

identified  in  this  manner.  Exhibit  7  shows  a 

histogram distribution for their responses. Of the 

21  Hispanic  and/or  Latino  countries  listed  in 

Appendix  1,  there  were  respondents  from 12. 

There  were  4  respondents  who  selected  the 

United States and had also selected the “other” response. Exhibit 8 depicts a map of all the H/L 

respondents’  country  of  birth.  Before 

examining the H/L respondents who reside 

in the United States, it is important to first 

take  a  look  at  the  responses  of  the 

participants  who  live  outside  the  United 

States  and  were  born  in  H/L  countries. 

From this analysis, we will be able to see if consumer preferences in the entertainment industry 

differ by H/L country.
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Exhibit 8: Country of birth for all H/L respondents



I  compared  the  responses  from  the  twelve  Venezuelans,  nine  Mexicans,  and  nine 

Hondurans. Venezuela, Mexico, and Honduras are geographically different in that Venezuela is 

in South America, Mexico is in North America, and Honduras is in the Central America. Though 

each sample is small and not statistically representative of the respective country’s population, it 

is  still  important  to  investigate  whether  there  are  any  significant  differences.  I  specifically 

compared the amount of movies each country respondent subgroup sees per month as well as the 

number of hours the groups spend listening to music and watching/streaming television on an 

average  day.  Exhibit  9  shows  the  comparison  for  these  three  questions  among  these  three 

countries. Though the sample sizes were small and sensitive to outliers, there is a relatively small 

difference among the  means.  Across  all  three  countries,  the  respondents  watch three  to  five 

movies per month, listen to 2.50-3.17 hours of music per day, and spend 1.64-1.67 hours per day 

watching or streaming a television program.

As illustrated in Exhibit 6, only 76% of the H/L respondents live in the United States. I 

will  now  begin  to  analyze  this  H/L U.S.  resident  subgroup’s  consumer  preferences  in  the 

entertainment  industry.  It  is  important  to  note,  however,  that  the  preferences  of  these  104 

respondents  are  not  representative  of  the  entire  H/L segment  residing  in  the  United  States 

because I used a convenience sample with a snowball recruitment mechanism. Of the 104 H/L 

respondents who reside in the United States, 53% are immigrants. This includes the 4% who 

were born outside the United States in a non-Spanish or Latin American country as well as the 
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Movies/Month Hours/Day (Music) Hours/Day 
(Television)

Venezuela 4.42 2.52 1.64
Mexico 3.56 2.50 1.67

Honduras 5.00 3.17 1.64

Exhibit 9: Content consumption among respondents born in Venezuela, Mexico, or Honduras



49%  who  were  born  outside  the  United 

States  in  a Spanish  and/or  Latin  country. 

Forty  percent  are  first  generation American 

because they were born in the United States 

and  were  raised  by  Spanish  and/or  Latin 

immigrants. Only 7% are second generation (or greater) American because they and their parents 

were  born  in  the  United  States.  Exhibit  10  illustrates  this  distribution  among  the  104 

respondents. 

In terms of proficiency in English and Spanish, 97% of H/L respondents residing in the 

United States specified that they are native or fluent in English while 76% indicated that they are 

native or fluent in Spanish. 2% marked an intermediate level of proficiency for English while 

14% noted the same level of proficiency for Spanish. Only 1% of respondents indicated a limited 

speaking and level of understanding for English while almost 10% specified a limited speaking 

and  understanding  level  of  proficiency  in  Spanish.  In  summary,  almost  all  of  the  104  H/L 

respondents residing in the United States are native or fluent in English while a strong majority 

are native or fluent in Spanish. This is not surprising, given that I administered the survey in 

English. However, this could potentially cast doubt on the 1% of respondents who indicated a 

limited English proficiency.

Given the 104 H/L respondents’ proficiency in English and Spanish, let us examine their 

language preference for music, movies, and television programs. In the Qualtrics survey, I asked 

respondents three separate ordinally scaled questions. They were asked to separately rank their 

preferences for English-only, mixed Spanish and English, and Spanish-only content for music, 

movies, and television programs. I did not include a “no preference” option for this question. 
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Exhibit 11 shows how the 104 H/L respondents ranked their primary language preference for 

these three entertainment media. 

The  percentages  in  each  cell  of 

the table represent the percent of 

H/L  respondents  in  the  United 

States who ranked each option as their top choice. There is a majority primary preference for 

English content in songs, movies, and television programs. For music, approximately half prefer 

English  only  content  while  there  is  a  split  between  mixed  and  Spanish  only  content.  It  is 

interesting to note that the same percentage of respondents (30.8%) who preferred mixed English 

and Spanish language movies also preferred dual language television programs. Additionally, the 

percentages  for  English  only  and  Spanish  only  content  are  roughly  similar  for  movies  and 

television  programs.  The  reason  why  the  preference  for  Spanish-only  content  for  television 

shows is  more than twice the preference for  Spanish-only movies  is  most  likely  due to  the 

popularity of telenovelas, Spanish-only programs. The difference between language preference 

in songs as compared to that for movies and programs is most likely due to the distinction in 

content. Music is just audio content while movies and television programs are similar in that they 

are audiovisual content. Therefore, it might not be as important to understand what the words 

mean in audio content as it is to understand the words in audiovisual content. Because movies 

and television shows are inherently longer than a three minute song, they typically require more 

attention. Another possibility for the stronger preference for mixed and Spanish only content in 

terms of songs could be due to the rise in popularity of dual language songs and Spanish artists. 

A more comprehensive explanation of this popularity is provided in the music component of the 

following section, IV. Previous and Existing Dual Language/Culture Content.
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English Mixed English & 
Spanish Spanish

Songs 51.0% 26.9% 22.1%
Movies 65.4% 30.8% 3.8%
TV Programs 61.5% 30.8% 7.7%

Exhibit 11: U.S. H/L respondents’ language preference for content



C. Comparison between findings from secondary data and primary data

In this section, I compare the findings from my survey to consumer data from Nielsen and 

Pricewaterhouse Coopers (PwC). As previously explained, Nielsen and PwC focus strictly on 

Hispanics in the U.S. (and not Latinos) to track their entertainment preferences for both English 

and  Spanish  content.  When  I  perform  the  comparison,  I  will  include  Hispanic  consumer 

preferences  as  well  as  H/L consumer  preferences.  This  comparison  is  important  because  it 

illustrates how representative my sample is and how significant my findings are based on those 

of  Nielsen  and  PwC.  It  is  important  to  reiterate  that  my  sample  size  for  Hispanics  is  27 

individuals while my sample size for Hispanics and/or Latinos is 140 individuals. The H/L group 

of  140  people  includes  the  27  individuals  who  identify  as  Hispanic.  Of  the  27  Hispanic 

respondents, 81% live in the United States while 79% of the 140 H/L respondents live in the 

United States.

Younger  Hispanic  Millennials  who are  between the ages of  18 through 24 are  “cord 

cutters,”  or  early  technology adopters.  The  findings  of  my survey  are  consistent  with  this 51

among both the Hispanic respondents and the H/L respondents. Of the 27 Hispanic respondents, 

the 15 who were within the ages of 18-24 exhibited a preference for new technologies. 60% of 

Hispanic  respondents  between  the  ages  of  18-24  preferred  streaming  content,  27%  were 

indifferent between streaming and broadcast, 13% slightly preferred viewing broadcast content. 

Appendix 3 has a histogram of the 18-24 year old Hispanics’ relative preference among these 

categories. Of the 140 H/L respondents, 42 were in the 18-24 age cohort. Among the respondents 

from ages 18-24, 48% strongly preferred to stream content as opposed to watching broadcast 

television. As with the Hispanic respondents, no participant in this age cohort who identified as 

 Always Connected US-Based Hispanic Consumers Dominate Mobile, Entertainment, and beyond Consumer Intelligence Series. PwC, 2016, Always Connected US-Based Hispanic Consumers 51

Dominate Mobile, Entertainment, and beyond Consumer Intelligence Series, www.pwc.com/us/en/industry/entertainment-media/publications/consumer-intelligence-series/assets/pwc-emc-
hispanics-report.pdf. 
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H/L strongly preferred broadcast television. 12% of the 18-24 Hispanics/Latinos are indifferent 

between broadcast  and streaming while 2% and 5% slightly and moderately prefer to watch 

broadcast  content  respectively.  Appendix  4  has  a  histogram  distribution  for  the  relative 

preference between broadcast and streaming content for the H/L respondents from ages 18 to 24.

According to a PwC study, 90% of Hispanics streams video content on a smartphone or a 

tablet.  My findings  were  not  consistent  with  this  PwC finding among the  individuals  who 52

identified as Hispanic or for the entire H/L segment, perhaps due to my smaller sample size. As 

illustrated in Appendix 5, I found that 48% of Hispanics stream content on a smartphone or 

tablet while only 30% prefer to stream on a smartphone or tablet. Furthermore, as illustrated in 

Appendix 6, I found that 50% of Hispanics/Latinos stream content on a smartphone or tablet 

while only 19% prefer to stream on a smartphone or tablet.

According to Nielsen data, Hispanics spend three hours a day watching TV, 2.7 hours a 

day listening to radio, and 2.6 hours a day listening to music, on average.  In my survey, I found 53

that Hispanics spend 2.8 hours a day watching TV and 5.3 hours a day listening to music, on 

average. I also found that Hispanics/Latinos spend 2.0 hours a day watching TV and 3.7 hours a 

day listening to music, on average. While my findings are consistent with the Nielsen data for the 

number of hours Hispanics spend watching television on an average day, it is important to note 

that my sample size of Hispanics is 27 individuals while Nielsen’s is 500. 

Based on the previous PwC study,  an average Hispanic consumer spends 26 hours a 

month streaming or watching content on a smartphone,  which is  seven hours more than the 

average in the United States.  Hispanics specifically stream television content for 12.5 hours a 54

 Ibid.52

 “14th Annual Hispanic Fact Pack 2017.” Ad Age, no. 14, 21 Aug. 2017, pp. 1–30. 53

 Always Connected US-Based Hispanic Consumers Dominate Mobile, Entertainment, and beyond Consumer Intelligence Series. PwC, 2016, Always Connected US-Based Hispanic Consumers 54

Dominate Mobile, Entertainment, and beyond Consumer Intelligence Series, www.pwc.com/us/en/industry/entertainment-media/publications/consumer-intelligence-series/assets/pwc-emc-
hispanics-report.pdf. 
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week while non-Hispanics stream 9.4 hours a week.  Hispanics typically stream content online 55

because they believe it is more cost effective than a cable subscription and they are satisfied with 

the abundant content available online.  In order to better understand the H/L segment in the 56

United  States  entertainment  industry,  I  will  compare  them  to  the  Black/African  American 

demographic segment.

D. Comparison of Hispanics/Latinos to the Black/African American segment

After  the  H/L  segment,  the  Black/African  American  segment  is  the  second  largest 

minority  segment  in  the  U.S.  For  convenience  purposes,  I  will  refer  to  the  Black/African 

American segment as “B/AA.” B/AA consumers are similar to H/L consumers in that they both 

have over one trillion dollars in buying power (African Americans have $1.1 trillion but are 

projected to reach $1.5 trillion by 2021  while Hispanics alone have $1.5 trillion ). There are 57 58

over 47 million B/AA individuals residing in the United States accounting for almost 15% of the 

nation’s  population  while  there  are  close  to  60  million  Hispanics/Latinos  comprising 59

approximately 17% of the nation’s population. According to Nielsen data, B/AA consumers are 

second to Hispanics in terms of using radio for listening to music.  B/AA consumers watch 60

more broadcast television and are more likely to stream content on a mobile phone compared to 

any other  segment.  For  the  2017 release  of  the  movie  Wonder  Woman,  22% of  the  entire 61

audience  identified  as  H/L  while  14%  identified  as  B/AA.  Like  H/L  consumers,  B/AA 62

consumers are a unique segment to target in the entertainment industry.

 Ibid.55

 Ibid.56

 “The Road to $1.5 Trillion in Black Buying Power and Dispelling a Common Myth.” Black Enterprise, 6 Dec. 2017, www.blackenterprise.com/the-road-to-1-5-trillion-in-black-buying-power/. 57

 “How the Hispanic Consumer Is Influencing the Entertainment Industry.” What People Watch, Listen To and Buy, www.nielsen.com/us/en/insights/news/2013/how-the-hispanic-consumer-is-58

influencing-the-entertainment-indus.html. 
 “The African American Population.” BlackDemographics.com, blackdemographics.com/. 59

 “Tastemakers, Leaders and Media Lovers: Why the African-American Consumer Is Important to the Entertainment Industry.” What People Watch, Listen To and Buy, www.nielsen.com/us/en/60

insights/news/2014/tastemakers-leaders-and-media-lovers-why-the-african-american-consumer-is-important-to-the-entertainment-industry.html. 
 Ibid. 61

 McNary, Dave. “Latinos Still Have Highest Moviegoing Rate in U.S., but Asians Are Close Behind.” Variety, 4 Apr. 2018, variety.com/2018/film/news/latino-asian-moviegoers-mpaa-study62
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Based on a recent Nielsen study, B/AA consumers prefer to see celebrities in the media 

who  share  their  ethnic  background.  As  a  result,  B/AA consumers  already  have  a  lot  of 63

specialized  content  targeted  toward  them  in  the  entertainment  industry,  especially  in  the 

television  sub-sector.  In  terms  of  cable  channels  specifically,  there  is  Black  Entertainment 

Television,  or  BET,  which  Viacom owns.  Over  75% of  this  channel’s  audience  are  B/AA 64

consumers.  BET broadcasts programs with predominately B/AA casts. Comparable shows that 65

follow this format but are not aired on BET are The Fresh Prince of Bel Air, Family Matters, The 

Proud Family, and The Cosby Show. All three shows have syndication contracts with particular 

entertainment companies. Appendix 7 has a comprehensive list of previous and existing popular 

broadcast television programs with B/AA casts.

I will now begin to share my findings from the comparison of the 40 respondents who 

identified as B/AA to the 104 H/L respondents who reside in the United States. This extended 

comparison is based on preferences in the entertainment industry. I specifically compared the 

amount of movies each demographic group sees per month as well as the number of hours they 

spend listening to music and watching/streaming television on an average day. For my analysis 

for these three responses, I used SPSS to conduct Independent Samples T-Tests to see if there is a 

difference in means between the H/L and the B/AA respondents for these three questions. I used 

this specific test because the answers for these three questions have a ratio level of measurement 

and the two samples are independent from one another. 

For my first Independent Samples T-Test, I compared the means from both samples for 

the amount of movies they see per month. The H/L respondents view an average of 4.28 movies 

per month while the B/AA respondents view 4.80 movies per month. My null hypothesis was 

 Young, Connected, and Black. Nielsen, 2016, Young, Connected, and Black, http://www.ethnifacts.com/Nielsen-African-American-Consumer-Report-Oct-2016.pdf. 63

 Bloomberg.com, Bloomberg, www.bloomberg.com/research/stocks/private/snapshot.asp?privcapId=4331673. 64

 “Black Entertainment Television LLC|Company Profile.” Vault, www.vault.com/company-profiles/media-entertainment/black-entertainment-television-llc/company-overview. 65
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that the means for the two samples are equivalent while my alternative hypothesis was that the 

means for the two samples are not equivalent. I maintained a confidence level of 0.05. Exhibit 

12 shows the SPSS output of my results. Assuming that the variances are not equal, we can see 

that t(55.814) = –0.561 with p = 0.577. Since our p-value of 0.577 is greater than our alpha value 

of 0.05, we can retain the null hypothesis and conclude that the mean between Hispanics/Latinos 

and  Black/African  American  consumers  for  movies  watched  per  month  is  not  statistically 

different. This is an important test because it illustrates that there is no meaningful difference 

between the number of movies both segments view per month.

For my second Independent Samples T-Test, I compared the means from both samples for 

the  number  of  hours  each  group  spends  listening  to  music  on  an  average  day.  The  H/L 

respondents listen to an average of 3.77 hours of music per day while the B/AA respondents 

listen to an average of 4.39 hours of music per day. My null hypothesis was that the means for 

the two samples are equivalent while my alternative hypothesis was that the means for the two 

samples are not equivalent. I also maintained a confidence level of 0.05. Exhibit 13 shows the 

SPSS output for this specific test. Assuming that the variances are not equal, we can see that 

�25

Exhibit 12: Independent Samples T-Test for H/L & B/AA: average amount of movies per month

Exhibit 13: Independent Samples T-Test for H/L & B/AA: average amount of hours listening to music per day



t(135.060) = –0.780. Since our p-value of 0.437 is also greater than our alpha value of 0.05, we 

can retain the null hypothesis and conclude that the mean between Hispanics/Latinos and Black/

African American consumers for hours listening to music on an average day is not statistically 

different.

For my third Independent Samples T-Test, I compared the means from both samples for 

the amount of hours each spends watching/streaming television programs on an average day. The 

H/L respondents  watch  an  average  of  2.01  hours  of  TV content  per  day  while  the  B/AA 

respondents have an average of 2.81 hours. My null hypothesis was that the means for the two 

samples are equivalent while my alternative hypothesis was that the means for the two samples 

are not equivalent. I maintained a confidence level of 0.05. Exhibit 14 shows the SPSS output 

for this specific test. Assuming that the variances are not equal, we can see that t(57.167) = –

2.092. Since our p-value of 0.041 is less than our alpha value of 0.05, we can reject the null 

hypothesis in favor of the alternative hypothesis and conclude that the means for Hispanics/

Latinos and Black/African American consumers for this variable are statistically different. To 

conclude, the B/AA respondents watch more hours of television than the H/L respondents. 

Though  the  sample  size  for  my  survey  was  not  statistically  representative  of  each 

demographic segment in the United States, it is still important to see how the H/L and B/AA 

respondents group differ. From an additional Independent Samples T-Test of both groups’ ages, 

there is no statistically significant difference. The mean age of H/L respondents is 25.2 while the 
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mean age of B/AA respondents is 23.5. From a Chi-Square Test for Independence, there is no 

statistically significant difference among the genders for both groups. Approximately 58% of the 

H/L respondents are female while 54% of the B/AA respondents are female. The similarities in 

age  and gender  between the  two segments  could  likely  be  the  reason why there  was  not  a 

statistically significant difference in the number of movies viewed per month or the hours of 

music listened to on an average day. However, the fact that the B/AA respondents watch more 

television on average when compared to the H/L respondents is likely because B/AA consumers 

have more specialized content  catered toward them. As previously noted and as  depicted in 

Appendix 7, B/AA have BET and 50 shows with predominately B/AA casts. 

In the following section, (IV. Previous and Existing Dual Language/Culture Content), 

I  review the previous and existing content targeted toward the H/L consumers in the United 

States. With respect to dual language content, I focus strictly on English and Spanish (and not 

Portuguese)  because  an  overwhelming majority  of  the  Latino countries  have Spanish  as  the 

official  language.  In  the  subsequent  section,  (V.  The  Problem:  There  is  Not  Enough 

Specialized Content), I explain why this content is not sufficient for the 57 million Hispanics 

and Latinos in the U.S. and how the H/L segment is underserved by the entertainment industry.  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IV. Previous and Existing Dual Language/Culture Content 

A. The music industry 

In 1996, “La Macarena” was the first English and Spanish song to reach the number one 

spot of the top 10 billboard in the United States. Another English and Spanish crossover song 

would not reach the number one spot of the top of the charts in the U.S. for another 21 years.  66

This song, “Despacito,” which was released in 2017, marked the beginning of a revolution of 

English and Spanish crossover songs reaching the top charts worldwide.  Before “Despacito” 

achieved fame in the U.S., it had reached the top charts in Latin nations such as Argentina, Chile, 

Colombia,  and  Mexico,  and  in  European  countries  such  as  Austria,  France,  Germany,  and 

Spain.  However, it is important to note that “Despacito” has two versions. The original is just 67

in Spanish and features Luis Fonsi and Daddy Yankee. When “Despacito” reached the top charts 

in the aforementioned nations, it was through the original version. The second version is a remix 

performed in both English and Spanish that features American singer Justin Bieber in addition to 

Luis Fonsi and Daddy Yankee. 

Interestingly,  both  “La  Macarena”  and  “Despacito”  have  remix  versions  with  North 

American artists. While “Despacito” has Justin Bieber, La Macarena has the Bayside Boys.  68

Importantly, “Despacito” was on the path to becoming the most successful Spanish song of all 

time, without the addition of Justin Bieber. Yet Justin Bieber added tremendous value to the 

song. In an interview, Fonsi explained the benefit of having Justin Bieber join. Fonsi remarked, 

“I  think  is  great  for  Latin  music  to  have  such  a  huge  superstar  to  want  to  sing  a  song  in 

 McIntyre, Hugh. “This Week, A Mostly Spanish Song Is In The Top 10 For The First Time Since The 'Macarena'.” Forbes, Forbes Magazine, 1 May 2017, www.forbes.com/sites/hughmcintyre/66

2017/05/01/this-week-there-is-a-mostly-spanish-song-in-the-top-10-for-the-first-time-since-the-macarena/#53ac30c324f9. 
 Ibid.67

 Ibid. 68
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Spanish.”  The attachment of a popular artist such as Justin Bieber allowed American audiences 69

to associate someone familiar with the song, even if they did not understand the song itself. 

Despacito has enjoyed many honors and distinctions. With a total of 1.322 billion on-

demand streams, “Despacito” is the most streamed song of all time and the most viewed music 

video in the history of YouTube.  Additionally, in January of 2018, the song achieved a diamond 70

certification from the Recording Industry of America.  Only 17 other songs have achieved this 71

honor and among them, “Despacito” is the only Spanish song among them.  At the Sixtieth 72

Grammy Awards, “Despacito” received nominations for record of the year and song of the year. 

“Despacito”  was  the  first  foreign-language  song  in  30  years  to  be  nominated  for  both 

categories.  Nevertheless, “Despacito” did not win either; fans consequently felt as though the 73

song was “robbed” of these distinctions because it was highly popular and frequently played in 

2017.  Unsurprisingly, “Despacito” won four Latin Grammys in November 2017.74

Despite  the  fact  that  “Despacito”  did  not  win  an  American  Grammy,  its  crowning 

achievements make it a pivotal song that ignited a worldwide music revolution. Unlike American 

mainstream music, hybrid English and Spanish songs are dominating worldwide.  Of YouTube’s 75

top 10 music videos of 2017, six are in Spanish and seven are by Latino artists,  as Appendix 8 76

illustrates. Of these six songs, two have English crossover remixes such as “Despacito” with 

Justin Bieber and “Mi Gente” with Beyonce. Other notable English and Spanish crossover songs 

include “Échame La Culpa” with Demi Lovato; “Hey Ma” with Pitbull, J Balvin, and Camila 

 Moreno, Carolina. “'Despacito' Is The First Spanish-Language Song To Be No. 1 In The U.S. Since The 'Macarena'.” The Huffington Post, TheHuffingtonPost.com, 18 May 2017, 69

www.huffingtonpost.com/entry/despacito-is-the-first-spanish-language-song-to-be-1-in-the-us-since-the-macarena_us_591dab8fe4b03b485caf3b29. 
 Moreno, Carolina. “'Despacito' Was Robbed At The Grammys, And We're All Worse Off For It.” The Huffington Post, TheHuffingtonPost.com, 29 Jan. 2018, www.huffingtonpost.com/entry/70

despacito-grammys-2018_us_5a6d1f5fe4b06e25326824ea. 
 “Who Will Win Grammy Latin Categories? Billboard Editors Debate.” Billboard, www.billboard.com/articles/columns/latin/8096615/despacito-and-billboard-editors-debate-who-will-win-71

grammy-awards-latin-categories. 
 Ibid.72

 Ibid. 73

 Moreno, Carolina. “'Despacito' Was Robbed At The Grammys, And We're All Worse Off For It.” The Huffington Post, TheHuffingtonPost.com, 29 Jan. 2018, www.huffingtonpost.com/entry/74

despacito-grammys-2018_us_5a6d1f5fe4b06e25326824ea. 
 “Who Will Win Grammy Latin Categories? Billboard Editors Debate.” Billboard, www.billboard.com/articles/columns/latin/8096615/despacito-and-billboard-editors-debate-who-will-win-75

grammy-awards-latin-categories. 
 Ibid. 76
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Cabello; “Regaetón Lento” with CNCO and Little Mix; “Odio” with Romeo Santos and Drake; 

and “Por Favor” with Pitbull and Fifth Harmony.  Of the 240 respondents for my Qualtrics 77

survey, 92 answered “Despacito” when asked to name a dual language and dual culture song 

targeted  toward  the  H/L segment  in  the  United  States.  The  second and  third  most  frequent 

responses were “Mi Gente,” which had nine entries and “Échame La Culpa,” which had eight.

These crossover  songs are  frequently  played on the H/L radio stations  in  the  United 

States. There are approximately three hundred and 30 H/L radio stations in the United States  78

and  the  majority  of  these  radio  stations  play  predominantly  Spanish  music  or  English  and 

Spanish  fusion  music.  Notably  among  these  stations  is  94.9  Tú,  one  of  Miami’s  top  radio 

stations.  Tú,  which  means  “you”  in  English,  has  the  tagline  “donde  viven  tus  hits,”  which 

translates to “this is where your hits live.” Tú broadcasts a mix of the top 40 Spanish songs and 

the top 40 English songs as well as Spanish and English fusion songs. Accordingly, the radio 

hosts  also  use  a  dual  language and dual  culture  approach.  They speak in  both  Spanish  and 

English.  For example,  the hosts typically start  a sentence in Spanish and use English words 

throughout. This is also known as speaking in “Spanglish.” The advertisements on this station 

follow the same format. All other popular fusion radio stations in the United States (listed in 

Appendix 9) are similar to Tú in that they broadcast the same type of content with dual language 

and culture music, advertisements, and host commentary.

While correlation is not causation, it is important to acknowledge that the English and 

Spanish crossover songs may have achieved their popularity because “Despacito” set the stage 

for mixed language songs. “Despacito” was the first song (in this millennium) that is famous 

 Moreno, Carolina. “6 Bilingual Crossover Songs That Prove Latin Music Was King In 2017.” The Huffington Post, TheHuffingtonPost.com, 29 Dec. 2017, www.huffingtonpost.com/entry/77

latin-music-bilingual-crossover-songs-2017_us_5a454113e4b0b0e5a7a56bb7. 
 “Latin Radio Stations.” Brand, www.internet-radio.com/stations/latin/. 78
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worldwide. Accordingly, the music industry of the U.S. is currently emerging with respect to 

dual language and dual culture content for the H/L segment in the United States.

B. The film industry 

Of the  $703  billion  entertainment  industry  in  the  United  States,  40% is  film,  which 

imputes a $281.2 billion size for this sub-sector.  Approximately 600-750 movies are released 79

each year in the United States. Among these films, fewer than 2 are released annually with dual 

language and dual culture content targeted toward the H/L segment. Popular dual language and 

dual culture films that target the H/L segment in the United States are Selena (1997), Spanglish 

(2004), and Coco (2017). When I asked the 240 respondents for my survey about a dual language 

and dual culture film targeted toward the H/L segment, one named Selena, two named Spanglish, 

and 55 named Coco. The fact that more people named Coco as a dual language and dual culture 

film is most likely due to the recency effect, which is a psychological phenomenon in which 

individuals better remember more recent events. Coco was released in Thanksgiving week of 

2017.

Selena is based on the true story of Selena Quintanilla-Perez (played by Jennifer Lopez), 

an  American  born  singer  of  Mexican  descent.  Selena  works  to  be  successful  in  the  music 

industry by reaching the top charts in Latin America. She then works on an English album to top 

the American charts,  but  she unfortunately  never  finishes  the  album. Domestically,  this  film 

earned $35.28 million in box office revenues in 1997.  Accounting for a 52.7% cumulative rate 80

of inflation, this figure is the equivalent to $53.88 million in 2017 dollars.  The movie was 81

nominated  for  five  awards  (including  a  Golden  Globe)  and  won  8  different  film  awards.  82

 Nead, Nate. “Media and Entertainment Industry Overview.” Investment Bank, 11 Feb. 2017, investmentbank.com/media-and-entertainment-industry-overview/. 79

 “Selena (1997).” Box Office Mojo, www.boxofficemojo.com/movies/?id=selena.htm. 80

 Admin. “US Inflation Calculator.” US Inflation Calculator, www.usinflationcalculator.com/. 81

 “Selena’s Awards.” IMDb, IMDb.com, www.imdb.com/title/tt0120094/awards?ref_=tt_awd. 82
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Ultimately, Selena  was successful among the H/L segment because it was released two years 

after Selena Quintanilla-Perez was murdered. The film paid homage to a popular music artist 

who was much loved in the Hispanic and Latino community.

Spanglish is a movie about a Mexican mother who comes to the United States in search 

of better opportunities for her daughter. The mother finds live-in employment as a maid in the 

home of a wealthy family, but she discovers that there are cultural differences between how she 

raises her daughter and how her bosses raise their children. Domestically, this film earned $42.72 

million in box office revenues in 2004.  Expressed in 2017, this translates to $55.43 million 83

which  accounts  for  a  29.8%  cumulative  rate  of  inflation.  When  comparing  Selena  and 84

Spanglish  in constant 2017 dollars,  Spanglish’s performance is comparable to that of Selena. 

Spanglish  was  also  nominated  for  a  Golden  Globe  while  receiving  thirteen  other  award 

nominations and five award wins.  This dual language and dual culture film was popular among 85

the H/L segment in the United States because it showcased the struggles that Hispanic/Latino 

immigrants face when moving to the United States. 

Coco  is  a movie about a young Mexican boy, Miguel,  who aspires to be a musician 

despite his family’s prohibition of music. Miguel visits the land of the dead, meets his ancestors, 

and consequently uncovers his family history and the reason behind their aversion to music. This 

movie has accrued $208.64 million in box office revenues domestically and $536.43 million in 

box  office  revenues  outside  of  the  United  States,  imputing  a  total  of  $745.07  million 

worldwide.  Its  success  is  most  likely  due  to  the  fact  that  moviegoers  around  the  world 86

appreciate movies that are animated and/or 3D, have special effects, and have creative plots. The 

 “Spanglish (2004).” Box Office Mojo, www.boxofficemojo.com/movies/?id=spanglish.htm. 83

 Admin. “US Inflation Calculator.” US Inflation Calculator, www.usinflationcalculator.com/. 84

 “Spanglish’s Awards.” IMDb, IMDb.com, www.imdb.com/title/tt0371246/awards?ref_=tt_awd.85

 “Movie Index, A-Z.” Box Office Mojo, www.boxofficemojo.com/movies/?id=pixar1117. 86
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film was nominated for and won two Academy Awards.  The film resonates with Hispanic and 87

Latino cultural values by highlighting the importance of family.

Selena, Spanglish, and Coco are similar in that they are all dual language and dual culture 

films. Selena and Spanglish were more targeted toward the H/L segment while Coco is more 

open to all audiences. Selena and Spanglish both have parts that are solely in Spanish (without 

subtitles) while Coco used Spanish words or phrases and had immediate translations in the movie 

(without subtitles as well). Each movie focuses on distinct yet important elements in H/L culture. 

Selena focuses on the importance of working hard in order to be successful. Spanglish focuses on 

the difficulties that come with immigrating to the United States such as the language barrier and 

working  in  order  to  make  ends  meet.  Coco  focuses  on  the  importance  of  family  and 

understanding ones family history and traditions. 

These three films also focus on Mexican culture or characters, which can make them 

appeal only to a subgroup of the H/L segment. For example, Coco is themed around the Day of 

the Dead or “Día de los Muertos,” which is an annual Mexican holiday to celebrate the dead. 

Mexicans account for 63% of the Hispanic population in the United States.  This does however, 88

exclude the remaining 47% of Hispanics who identify with a different country or the Latinos 

who are not included in this statistic. Interestingly, Hispanics who identify as Mexican attend 

movies at the movie theater more frequently than their H/L counterparts. Mexicans attend 7.3 

movies annually while non-Mexican Hispanics/Latinos attend 6.8 movies annually.  The size 89

and viewing habits of the Mexicans within the H/L segment may account for their representation 

in the aforementioned films. Although these efforts to cater to the Hispanics/Latinos through 

 Ibid.87

 Flores, Antonio. “How the U.S. Hispanic Population Is Changing.” Pew Research Center, Pew Research Center, 18 Sept. 2017, www.pewresearch.org/fact-tank/2017/09/18/how-the-u-s-88

hispanic-population-is-changing/. 
 Always Connected US-Based Hispanic Consumers Dominate Mobile, Entertainment, and beyond Consumer Intelligence Series. PwC, 2016, Always Connected US-Based Hispanic Consumers 89

Dominate Mobile, Entertainment, and beyond Consumer Intelligence Series, www.pwc.com/us/en/industry/entertainment-media/publications/consumer-intelligence-series/assets/pwc-emc-
hispanics-report.pdf. 
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movies are notable, there is still not enough content in the U.S. film industry to meet the demand. 

Ultimately, the film industry in the United States has been lacking and currently lacks specialized 

content for the broader H/L segment.

C. The television industry 

Of the $703 billion entertainment industry in the United States, 34% is television, which 

imputes a $239 billion size for this sub-sector.  This includes not only broadcast television but 90

online streaming as well. In my survey, I asked all of my participants to list a dual language and 

dual culture program or show targeted toward the H/L segment.  Of the 240 respondents,  49 

answered Jane the Virgin. Other popular answers include Narcos with fourteen responses, Dora 

the Explorer with seven responses, The George Lopez Show with four responses, and One Day at 

a Time  with six responses. A notable response given by one of the participants is ¡Despierta 

America!, a talkshow on Univision targeted toward the Hispanic population in the U.S. that is 

predominately in Spanish but has some content in English. All popular responses alike, Narcos, 

Dora the Explorer, The George Lopez Show, Jane the Virgin, and One Day at a Time, find a 

unique balance between dual language and dual culture content targeted toward the H/L segment 

in the United States. I will now begin to briefly describe each program based on genre, release 

format, target audience, and impact on the industry. I will go in chronological order based on 

when the show debuted.

Dora the Explorer is an animated television series about a young Mexican girl named 

Dora and her monkey, Boots, who go on fun adventures together. Throughout the show, there are 

educational  components  where  Dora  teaches  the  viewers  various  Spanish  words.  The  show 

primarily airs on Nick Jr. (a subsidiary of Nickelodeon) and has a target audience of 2-5 year-

Nead, Nate. “Media and Entertainment Industry Overview.” Investment Bank, 11 Feb. 2017, investmentbank.com/media-and-entertainment-industry-overview/. 90
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olds.  It is also available on Amazon Prime Video for streaming. Nick Jr. now has a spinoff 91

program with Dora’s cousin, Diego, called ¡Go, Diego, Go!, which follows a similar format to 

that of Dora the Explorer.

First aired in 2000, Dora the Explorer is Nick Jr.’s longest standing show. Because Dora 

the  Explorer  was  one  of  the  first  dual  language  and  dual  culture,  it  set  the  stage  for  this 

specialized content targeted toward the H/L demographic segment in the United States. Dora was 

the first H/L character in a children’s show and the program changed the way children watched 

cartoons.  Dora  the  Explorer  is  exceedingly  different  from  the  typical  animated  children’s 

program in that it is interactive and focuses on elements of H/L language and culture (specifically 

Mexican culture). Though none of the finances and production costs for Dora the Explorer are 

publicly released, the Dora brand brings Nick Jr. billions annually in terms of advertising and 

merchandise revenues.  Ultimately, Dora the Explorer proved that there is an audience for dual 92

language and dual culture programming and that the financial endeavor is very lucrative.

The George Lopez Show is a highly popular H/L-based dual language and dual culture 

show in the United States, averaging between 6.1 to 10.4 million viewers per season.  It is a 93

sitcom about a fictionalized Mexican character (played by George Lopez) who works at a power 

plant and spends time with his mother, wife, and children when he is not working. The cast is 

almost entirely Hispanic and Latino. The program aired for five years from March 2002 to May 

2007 on ABC and is currently in syndication on Nickelodeon (specifically the nighttime portion, 

Nick @ Nite), Fox, and The CW. The show and the individual cast members have won numerous 

awards, including a Primetime Emmy in 2005. Unfortunately, ABC cancelled the show because 

 Villarreal, Yvonne. “Dora the Explorer Is Growing up and Getting a Spinoff Series.” Los Angeles Times, Los Angeles Times, 18 Aug. 2014, www.latimes.com/entertainment/tv/la-et-st-aging-91

dora-20140818-story.html. 
 Karlinsky, Neal, and Eloise Harper. “Feliz Cumpleaños, Dora! ‘Dora the Explorer’ Turns 10.” ABC News, ABC News Network, 12 Aug. 2010, abcnews.go.com/Nightline/dora-explorer-92

celebrates-10-years/story?id=11384188. 
 “Rank And File.” EW.com, ew.com/article/2003/06/06/rank-and-file/. 93
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the production was very expensive and the network could no longer afford it. Nevertheless, the 

program helped establish George Lopez as one of the most influential H/L actors since Dezi 

Arnaz from I Love Lucy  and continued to set the precedent for dual language and dual culture 94

programming targeted toward the H/L segment in the United States.

Jane the Virgin is based on theVenezuelan telenovela, Juana la Virgen. Jane the Virgin is 

an American show that satirizes the Latin American soap opera, or “telenovela” genre. The show 

centers on a Hispanic/Latina virgin, played by Gina Rodriguez, who is accidentally artificially 

inseminated by her gynecologist. Jane was raised by her maternal grandmother (or Abuela as she 

calls her) who immigrated from South America as well as her mother, who became pregnant with 

her at a young age. Although it is only mentioned a few times in the entire series, the three 

women are Venezuelan. There is just one character who speaks only in Spanish: Jane’s Abuela. 

Other characters use Spanish when necessary, namely Rogelio, Jane’s father, who is famous for 

his Latin American telenovela. Interestingly, on Jane the Virgin, Rogelio works tirelessly to bring 

an American version of his telenovela, the fictional Passions of Santos, to the United States. 

Jane the Virgin broadcasts new episodes on The CW on Fridays at 9PM EST. When The 

CW  has aired an entire season, the dramedy is released on Netflix for viewers to stream and 

binge watch. The amount Netflix has paid to acquire the show is undisclosed, but is somewhere 

in the millions. Jane the Virgin first aired on October 13, 2014 will end with its fifth season, 

which will  premier in the fall  of 2018. One hour of production for the show costs The CW 

network approximately $2 million.  The show has received numerous award nominations and 95

has won a Golden Globe, a Peabody Award, and a People’s Choice Award, among many others. 

Jane the Virgin receives approximately one million viewers per broadcast episode and targets 

 Poniewozik, James. “25 Most Influential Hispanics in America.” Time, Time Inc., 22 Aug. 2005, content.time.com/time/specials/packages/article/0,28804,2008201_2008200_2008191,00.html. 94

 Miller, Julie. “Jane the Virgin's Jaime Camil Shares Some Season-Two Teasers About the Beloved CW Series.” HWD, Vanity Fair, 19 Oct. 2015, www.vanityfair.com/hollywood/2015/10/jane-95

the-virgin-jaime-camil-rogelio. 
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18-49 year-olds in the U.S.  The show tries to be universally applicable to all Hispanics and 96

Latinos in that it rarely identifies with a Hispanic and/or Latino country. Instead, the show is 

themed around telenovela-like dramatic events and includes the difficulties minorities face in 

order  to  become  successful.  For  example,  Jane’s  Abuela  struggles  to  become  an  American 

citizen.

Narcos is a Netflix original series themed around Colombian drug dealer, Pablo Escobar. 

Scenes take place in both Colombia and the United States. Narcos was released on Netflix on 

August 28, 2015 and has just been approved for its fourth season. This series is classified as a 

crime drama and each season has 10 episodes ranging from 45 minutes to an hour. Though the 

cost per episode is not publicly disclosed, the average cost of a Netflix episode ranges between 

$3.8-$4.5 million.  Narcos is most likely on the higher end of this range because the episodes 97

are 45 minutes to an hour as opposed to other series that have 30-minute episodes. Narcos has 

been nominated for 18 awards, of which it has received three.  It has received a Golden Globe 98

and three Primetime Creative Arts Emmy nominations and it has won two Golden Trailer awards 

and a Guild of Music Supervisors Award.  The show includes both dual language and dual 99

culture content. When there are Spanish scenes, there are subtitles in English. With respect to 

dual culture content, the show focuses on both Colombian and American culture.

One Day at a Time is another Netflix original series, but it takes the form of a sitcom. The 

show is about a single Cuban mother, Penelope (played by Justina Machado), an army veteran 

who  works  tirelessly  as  a  nurse  to  provide  for  her  two  children.  She  often  seeks  parental 

assistance from her mother (played by Rita Moreno), who also lives with her. Interestingly, both 

Machado and Moreno appear in Jane the Virgin. Machado plays the mother of Jane’s half sister 

 “Jane the Virgin TV Show on CW: Ratings (Cancel or Season 4?).” Canceled TV Shows - TV Series Finale, 23 May 2017, tvseriesfinale.com/tv-show/jane-virgin-season-three-ratings/. 96

 Team, Deadline. “Netflix TV Episodes Cost $3.8M-$4.5M: CAA.” Deadline, 10 Mar. 2013, deadline.com/2013/03/netflix-tv-episodes-cost-3-8m-4-5m-caa-450072/. 97

 “Narcos’ Awards.” IMDb, IMDb.com, www.imdb.com/title/tt2707408/awards. 98

 Ibid.99
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while Moreno plays the role of Jane’s paternal grandmother.  One Dat at a Time  debuted on 

January 6, 2017 and is currently on its second season. The series has has been nominated for 10 

awards, of which it has received three, including a Primetime Emmy nomination and an Imagen 

Foundation Award win.  The cost to produce a One Day at a Time episode is most likely on the 100

lower end of the $3.8-$4.5 million range  because each episode is only 30 minutes.101

One Day at a Time focuses heavily on integrating Cuban and American culture. As in 

Jane  the  Virgin,  One  Day  at  a  Time  showcases  the  generational  differences  between  a 

grandmother who immigrated from a Hispanic/Latino country, a mother who is first generation 

American,  and  her  child/children  who  are  second-generation  American  but  still  value  their 

Hispanic/Latino culture. In One Day at a Time, there is the constant integration of Cuban culture, 

with the consumption of Cuban dishes, the preparation of a quinceañera (or a coming of age 

ceremony when a female turns 15), the addition of Cuban music, as well as the recognition of 

Cuban ancestry and heritage. One Day at a Time is unique in that it focuses on issues such as 

discrimination,  racism,  deportation,  homophobia,  misogyny,  post-traumatic  stress  disorder, 

understanding one’s own heritage and cultural roots, the ramifications of leaving one’s country 

and immigrating to America, as well as race and gender inequality. This program’s content truly 

resonates with the H/L segment residing in the United States because it highlights many of the 

difficulties Hispanics and Latinos face when immigrating to the U.S.

Like the music industry, the television industry’s programming for the H/L segment has 

been emerging in terms of specialized content and is more established than the film industry. Yet 

there is still a need for more specialized content for the H/L segment. The following section (V. 

 “One Day at a Time’s Awards.” IMDb, IMDb.com, www.imdb.com/title/tt5339440/awards?ref_=tt_awd. 100

 Team, Deadline. “Netflix TV Episodes Cost $3.8M-$4.5M: CAA.” Deadline, 10 Mar. 2013, deadline.com/2013/03/netflix-tv-episodes-cost-3-8m-4-5m-caa-450072/. 101

�38

http://deadline.com/2013/03/netflix-tv-episodes-cost-3-8m-4-5m-caa-450072/
http://www.imdb.com/title/tt5339440/awards?ref_=tt_awd


The Problem: There is Not Enough Specialized Content) identifies the problems in all three 

sub-sectors of the entertainment industry.  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V. The Problem: There is Not Enough Specialized Content

With  respect  to  the  three  main  sub-sectors  of  the  entertainment  industry,  Hispanics/

Latinos are well served by the music industry but are underserved by the movie and television 

industry. Presumably, the H/L consumers are well served in the music industry due to the fame of 

“Despacito” and the increasing production of dual language and dual culture music. It is difficult 

for any demographic segment to have enough specialized content in the movie industry because 

movies are one-time large release productions.  This is  why movies typically have a broader 

appeal, targeting, for example, a genre of interest or age cohort. Nevertheless, the three popular 

movies released over a 20-year period are certainly not enough to meet the demand in the H/L 

demographic  segment  in  the  United States.  Similarly,  four  existing television shows are  not 

enough specialized content for one large demographic segment, especially considering that Dora 

the Explorer has a target audience of 2-5 year olds and that Jane the Virgin has announced that it 

is on its final season. The H/L segment has Jane the Virgin, Narcos, and One Day at a Time on 

The CW and/or Netflix while the comparable B/AA consumer segment has Black Entertainment 

Television and 50 specialized shows (as listed in Appendix 7). 

In my survey, I asked participants three separate questions inquiring if they thought there 

was sufficient  specialized content  targeted toward the H/L consumers residing in the United 

States. The answer choices took the form of a seven option interval scale ranging from “strongly 

agree” to “strongly disagree” with “neither agree nor disagree” in the middle. 68% of the 104 H/

L respondents residing in the United States agreed that there is a sufficient amount of specialized 

content targeted toward them in the music industry while 8% neither agreed nor disagreed. 59% 

of  the  same  respondent  subgroup  disagreed  that  there  is  a  sufficient  amount  of  specialized 

movies targeted toward them while 13% neither agreed nor disagreed. 51% of H/L respondents 
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residing in the U.S. disagreed that there is sufficient specialized content targeted toward them in 

the television sub-sector while 17% of respondents neither agreed nor disagreed. Unsurprisingly, 

the 104 H/L respondents who live in the United States feel well served in the music industry but 

feel underserved in the movie and the television industry. If Hispanics and Latinos are the largest 

minority segment in the United States and are comparable in terms of size and purchasing to the 

B/AA segment (a segment that is well-served in the entertainment industry), then why has the 

U.S.  entertainment  industry  offered  so  little  content  geared  toward  the  H/L segment?  The 

following section (VI. Why This Specialized Content is Missing) explores the possible answers 

to this question.
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VI. Why This Specialized Content is Missing

There are a multitude of possibilities as to why there is not enough of this specialized 

dual language and dual culture content targeted toward the H/L demographic segment in the U.S. 

in terms of movies and television series. While no entertainment company has openly explained 

why they are not producing this unique content, the reasons behind their actions could be a result 

of discrimination, lack of awareness, or perception that the production is not profitable. The lack 

of this content is most likely due to the perception that the production is not profitable. 

For dual language content specifically, the majority of Hispanics regardless of their age, 

“trust, connect with, and prefer English language TV”  according to a recent PwC study. As a 102

result, the industry may believe that the demographic segment is already well-served by existing 

content. Another reason against dual language content is that there are many regional differences 

for particular words in Spanish countries. For example, in order to say eye glasses in Spanish, 

most countries say “anteojos” but in Colombia and Spain they say “gafas,” in Cuba and Puerto 

Rico, they say “espejuelos,” and in Dominican Republic, Ecuador, Panama, Peru, Mexico, and 

Venezuela,  they  say  “lentes.”  Appendix  10  has  a  list  of  words  that  are  different  in  H/L 103

countries while Appendix 11 has a brief list of words that are different in Spain compared to the 

Hispanic-Latin American countries. Putting the regional differences in words aside, Spanish in 

every country is different due to unique accents. For example, Spain’s Spanish is very different 

from Latin American countries’ Spanish. The countries that are relatively similar in terms of 

accents are geographically close to one another. Nevertheless, there is a difference in dialects 

between every country that speaks Spanish.

 Always Connected US-Based Hispanic Consumers Dominate Mobile, Entertainment, and beyond Consumer Intelligence Series. PwC, 2016, Always Connected US-Based Hispanic Consumers 102

Dominate Mobile, Entertainment, and beyond Consumer Intelligence Series, www.pwc.com/us/en/industry/entertainment-media/publications/consumer-intelligence-series/assets/pwc-emc-
hispanics-report.pdf. 

 Regional Variations in Spanish Words Translated from English, www.rennert.com/translations/resources/spanishvariations.htm. 103
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With respect to dual culture content, each Hispanic and/or Latino country has different 

cultural traditions and historic roots. As previously explained, Hispanics and/or Latinos identify 

with their country of origin and not as “Hispanic” or “Latino/a.” Therefore, it is difficult to create 

universal cultural content with which the entire H/L demographic segment in the United States 

can identify. While One Day at a Time is a great example of dual language and dual culture 

content, its focus on Cuban traditions could be isolating to other members of the H/L segment. 

All three dual language and dual culture movie examples that I previously mentioned (Selena, 

Spanglish, and Coco) have Mexican culture and characters. Jane the Virgin, on the other hand, 

rarely mentions the country of origin (Venezuela), and focuses more on developing the plot with 

dramatic  and telenovela-like  events.  Lastly,  it  is  difficult  to  authentically  create  unique dual 

culture content because it can often come off as inauthentic or insulting, especially in comedies 

like The George Lopez Show. Though The George Lopez Show was very popular before it was 

canceled, it often satirized and embraced Mexican stereotypes. Contrarily, One Day at a Time 

addresses the stereotypes and explains how they are racist and discriminatory.

When examining the movie industry specifically, it is difficult to constantly release dual 

language and dual culture content to satisfy the H/L segment’s needs. As previously explained, 

films are one-time large expenditures and typically have broader appeals. Coco was successful 

because  it  is  a  family  movie  that  was  released  during  Thanksgiving  weekend in  2017.  The 

majority of  Disney and Pixar  family movies are released during Thanksgiving weekend and 

perform very well.  Appendix 12 has a list  of the most successful Disney and Pixar movies 

released  during  different  Thanksgiving  weekends  and  their  opening  weekend  box  office 

revenues. The most popular movies on this list (based on the constant 2017 dollar values of 

highest box office revenues) include Toy Story 2, Frozen, and Moana. In order for another dual 
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language and dual culture movie for the H/L segment to be as lucrative as Coco, it would need to 

have a reliable release approach that would help it perform well in the box office. While Disney 

and Pixar movies are an exception, releasing reliably successful films is a rare feat in the movie 

industry. 

The television industry is currently facing significant transformations: many consumers 

have been cutting the cord on broadcast television to rely solely on online content. Therefore, 

when a network produces a new series,  their  production needs to be justified by advertising 

dollars because there needs to be a return on investment. With respect to advertising revenue, it 

would be difficult for a television network to produce specialized content for the H/L segment 

because there are very few H/L companies in the U.S. that could afford this advertising spot. The 

most  notable  brand  targeted  toward  Hispanics/Latinos  in  the  U.S.  that  could  afford  this 

commercial spot is Goya; yet, it is already popular among H/L households.  However, the H/L 104

segment is loyal to brands that are not necessarily from H/L companies. For example, Vicks 

Vapor Rub is very prominent among Latino households  and is featured heavily via product 105

placement in a Jane the Virgin episode. 

Additionally, because Hispanic consumers are very brand loyal and are less likely to try a 

new  brand,  brands  that  are  not  popular  among  Hispanic  consumers  might  not  consider 106

purchasing  these  advertising  spots  as  a  reasonable  or  justified  investment.  Nevertheless, 

American  brands  should  want  to  target  the  H/L segment  because  Hispanics  alone  have  a 

combined  purchasing  power  of  $1.5  trillion.  Another  reason  why  a  broadcast  television 107

network would not take on this project is because H/L consumers (especially the younger ones) 

 “Goya Consumer Insights and Demographics.” Infoscout.co, Info Scout, infoscout.co/brand/goya. 104

 Ramos, Dorkys. “Getting to the Bottom of the Obsession Latinos Have with Vicks VapoRub.” Vivala.com, Nov. 12AD, 2015, www.vivala.com/health/why-latinos-love-vicks-vaporub/1380. 105

 “Hispanic Brand Loyalty.” CSP Daily News, CSP Industry News, www.cspdailynews.com/category-data/snacks-candy-data/report/hispanic-brand-loyalty. 106

 “How the Hispanic Consumer Is Influencing the Entertainment Industry.” What People Watch, Listen To and Buy, www.nielsen.com/us/en/insights/news/2013/how-the-hispanic-consumer-is-107

influencing-the-entertainment-indus.html. 
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prefer to stream their content online. Jane the Virgin works well because it has complete seasons 

on Netflix and uploads new episodes on The CW website fewer than 24 hours after the broadcast. 

Because the television industry is currently focused on the transformation that the cutting the 

cord movement has brought, it is most likely not focused on creating specialized content for the 

H/L segment. Instead, the television industry presumably focusing on how it will adapt to this 

change.

Ultimately, production companies and television networks most likely have not produced 

dual  language  and dual  culture  content  because  they  do  not  see  the  endeavor  as  profitable. 

Though the H/L segment accounts for almost 20% of the nation’s population,  having dual 108

language and dual culture content might only appeal to certain subsections of this demographic 

segment. Yet, the H/L segment is currently underserved in terms of specialized content in the 

movie and television industry.  The segment as a whole is  underserved because the Mexican 

consumers do not necessarily relate with the existing television offerings though they relate with 

the  three  dual  language  and  dual  culture  movies  of  focus.  Conversely,  the  non-Mexican 

consumers might relate with Jane the Virgin and maybe One Day at a Time, or Narcos, but do 

not  relate  with  the three movies.  Therefore,  the  logical  questions  are:  What  type of  content 

should the industry offer to the H/L consumer segment? What should this specialized content 

look like to address the industry’s reservations? The following section (VII. A Recommendation 

to the Entertainment Industry) poses an answer to both questions.  

 “14th Annual Hispanic Fact Pack 2017.” Ad Age, no. 14, 21 Aug. 2017, pp. 1–30. 108
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VII. A Recommendation to the Entertainment Industry

This section includes my recommendation to the entertainment industry to begin to solve 

the problem of the lack of specialized content targeted toward the H/L segment. It is important to 

note that these recommendations do not come directly from my research. Rather, they come from 

my interpretations of my findings. Others might examine at the same findings from the secondary 

data  and Qualtrics  survey and make different  recommendations.  My recommendation to  the 

entertainment industry is specific to the television sub-sector within the market. Therefore, I will 

provide a brief summary of each sub-sector of focus to illustrate why the specialized content for 

the H/L segment is most justified and necessary in the television sub-sector of the industry. 

In the three entertainment industry sub-sectors of focus, the music industry is emerging in 

terms of specialized dual language and dual culture content for the H/L segment, while the movie 

industry is lacking and the television industry is also emerging but needs more development. 

Though the music industry is emerging in terms of this specialized content, songs inherently are 

relatively short-term experiences. Similarly, movies are also short-term experiences as they are 

typically two-hour experiential goods. While it is difficult to produce a successful movie, many 

movies would have to be produced in order to adequately serve the H/L segment. Television 

series, on the other hand are relatively long-term, despite the fact that one episode is 30 minutes 

to  an  hour.  From  a  production  company’s  side,  television  series  involve  the  continual 

development and improvement of a show over time. From the consumer side, television series 

involve staying up to date with the latest episodes whether it is through binge watching online or 

viewing  the  broadcast  release  each  week.  Therefore,  the  logical  recommendation  is  for  the 

television industry to produce more specialized content for the H/L segment. Based on the H/L 

consumer preferences, this content would be released strictly online and not through broadcast. 
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The creation of an additional online series would serve as an opportunity for the establishment of 

a specialized genre for the H/L segment in the United States.

Of all the popular online streaming platforms (Netflix, Hulu, Amazon Prime Video, etc.), 

this new series should be distributed on Netflix because the three current dual language and dual 

culture programs that are targeted toward the H/L segment in the U.S. (Jane the Virgin, Narcos, 

and  One  Day  at  a  Time)  are  already  on  Netflix.  The  new  series  would  help  establish  the 

“Hispanic/Latino American Drama” genre because all four shows (the three existing and the new 

series)  would  be  featured  in  this  content  library.  Moreover,  with  the  use  of  Netflix’s 

recommendation  algorithm,  each  show  would  appear  under  the  “Shows  You  Might  Like” 

category if the viewer watches one of the four shows. Ultimately, the creation of this show under 

Netflix would facilitate the process of establishing a specialized genre for the H/L consumers in 

the U.S. because there are already three shows that fall under this genre on the platform.

In order for the new series to be successful and popular among the existing audiences 

from Jane the Virgin, Narcos, and One Day at a Time, it should draw from what works well in 

these three programs. While Jane the Virgin is a “dramedy” and One Day at a Time is a comedy/

drama, the new series should focus strictly on drama, like Narcos. A drama resonates most with 

an American telenovela. The reason this series should not include comedic elements is because it 

can  be  disorienting  to  the  viewer  and  it  can  undermine  the  quality  of  the  content.  When 

productions include both comedy and drama, the viewers are often confused because they do not 

know whether they should laugh or feel sad. Additionally, dramatic scenes that include comedic 

relief undermine the importance of the issue revealed in the dramatic episode. 

The  specialized  series  should  focus  more  on  dual  culture  and  not  dual  language. 

Depending on the particular Spanish words used, dual language content can be isolating and only 
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appeal to one subsegment of H/L population. Therefore, it is best to focus creating dual culture 

content in order to appeal to the entire H/L segment. While Hispanics/Latinos identify with their 

country of origin and not the fact that they are Hispanic and/or Latino, they all have a great deal 

in common with respect to the contemporary issues they face in the United States. These issues 

include  discrimination,  loss  of  cultural  identity,  citizenship  status,  and  the  current  political 

climate. The specialized content could highlight how recent common hardships and legislative 

changes are affecting the segment’s everyday life.

As previously explained, Hispanics tend to be very brand loyal.  In order to offset the 109

cost of the new Netflix series and provide an additional revenue stream, Netflix could negotiate 

contracts for product placement with existing brand or emerging brands. For example, Jane the 

Virgin already has product placements with Vicks Vapor Rub. Though Hispanics are less likely to 

switch brands when compared to their non-Hispanic counterparts,  the product placement of 110

existing brands could help generate brand awareness in the short-term and encourage Hispanics 

to switch brands in the long-term. The product placement for the emerging brands could have the 

same benefits as the product placement for the existing brands if it is for an existing product. The 

product placement for the emerging brands would have a completely different benefit if it is a 

completely new product. This is because the product placement of the new brand would help 

gain the Hispanics’ loyalty early and before other competitors enter the market. With respect to 

the monetary aspects, the negotiation of product placement deals can help offset the average 

production cost of a Netflix episode, which ranges from $3.8 to $4.5 million.  While product 111

placement deals are not publicly released, one product placement for an online program can 

 “Hispanic Brand Loyalty.” CSP Daily News, CSP Industry News, www.cspdailynews.com/category-data/snacks-candy-data/report/hispanic-brand-loyalty. 109

 Ibid.110

 Team, Deadline. “Netflix TV Episodes Cost $3.8M-$4.5M: CAA.” Deadline, 10 Mar. 2013, deadline.com/2013/03/netflix-tv-episodes-cost-3-8m-4-5m-caa-450072/. 111
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range from $25 to $500 thousand, depending on the duration of the placement and the popularity 

of the program.112

The  new  dual  culture  series  would  help  the  development  of  the  “Hispanic/Latino 

American Drama” genre on Netflix. This genre would serve as a starting point for the creation of 

more specialized content targeted toward the H/L segment in the U.S. If this show is successful 

in terms of large viewership on Netflix, then Netflix could continue to produce more specialized 

series to augment the “Hispanic/Latino American Drama” content library. The Netflix software 

can  also  track  the  viewers’ preferences  for  the  four  shows  and  leverage  this  data  for  more 

specialized content. Over time, this specialized content library would mirror Black Entertainment 

Television. While the B/AA consumers have their broadcast channel with predominantly B/AA 

casts, the H/L consumers would have an online content library with predominantly H/L casts. 

The programs on the Black Entertainment Television channel highlight contemporary issues that 

the B/AA faces while the episodes under the “Hispanic/Latino American Drama” genre would do 

the same for the H/L segment. 

As of late April 2018, Netflix has announced that it will be focusing on science fiction 

and fantasy shows.  There is certainly room to create a show in this sci-fi/fantasy genre that 113

caters to the H/L segment. For example, the dual English/Spanish novel The Brief Wondrous Life 

of Oscar Wao  has elements of fantasy (specifically magic realism), which is very popular in 

books by Latino authors. Additionally, the specialized shows that Netflix creates should have 

increased representation of minority characters who identify as Hispanic and/or Latino because it 

has been shown to have positive psychological effects for viewers.  Above all, it is important 114

 Jones, Stacy. “How To #29: How Much Does Product Placement Cost.” Hollywood Branded Blog, Hollywood Influencers and Content Marketing Experts: Branded , 13 Nov. 2017, 112

blog.hollywoodbranded.com/how-much-does-product-placement-cost. 
 Barnett, Brian. “Netflix Will Make Sci-Fi and Fantasy Shows and Movies Its Main Focus.” IGN, IGN, 28 Apr. 2018, www.ign.com/articles/2018/04/28/netflix-will-make-sci-fi-and-fantasy-113

shows-and-movies-its-main-focus. 
 Boboltz, Sara, and Kimberly Yam. “Why On-Screen Representation Actually Matters.” The Huffington Post, TheHuffingtonPost.com, 24 Feb. 2017, www.huffingtonpost.com/entry/why-on-114

screen-representation-matters_us_58aeae96e4b01406012fe49d. 
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for Netflix to create more specialized content for the H/L segment. While Netflix has already 

openly committed to establishing the science fiction and fantasy show genre, it is imperative that 

Netflix  establish  the  “Hispanic/Latino  American  Drama” based  on  my interpretations  of  the 

market research and the findings of my Qualtrics survey.

In summary, it is important to first create this specialized dual culture series for the H/L 

segment. Like Jane the Virgin, Narcos, and One Day at a Time, the content would continue to 

serve an otherwise underserved segment in the entertainment industry. Because Jane the Virgin 

has announced that its fifth season will be its final season, there is a growing need for more 

specialized television series for the H/L segment. It is important to first produce this new series 

for the segment to better establish the “Hispanic/Latino American Drama” content library that 

will continue to serve the H/L segment over time.  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VIII. Conclusion

The H/L segment is the largest minority segment in the United States, comprising 17% of 

the nation’s population.  The segment has also accounted for half the U.S.’s population growth 115

since 2010  and is projected reach half the nation’s population by 2050.  With respect to their 116 117

devices for content consumption, H/L consumers are ahead of the technology adoption curve.  118

This is most likely due to the fact that Hispanics/Latinos are the youngest minority consumer 

segment in the U.S.  and the majority are millennials or Generation Z.119 120

Considering  the  H/L  segment’s  size  and  purchasing  power,  H/L  consumers  are 

underserved with respect to specialized content in the entertainment industry. While the music 

industry is emerging in terms of dual language and dual culture songs, the movie industry is 

lacking, and the television industry is also emerging but has room for improvement. In order for 

the television industry to better serve the H/L segment, it should create more specialized content. 

This  content  would  augment  the  existing  but  limited  options  for  the  H/L segment  that  are 

currently online. Based on my interpretations from market research and my Qualtrics survey, is 

important  for  this  new series to be a drama (and not  comedy),  be in English,  and focus on 

contemporary issues that the H/L segment faces. There should also be product placements of 

emerging and existing brands to offset  the cost  of the production and target  the brand loyal 

Hispanic viewers.121

It is imperative to establish the “Hispanic/Latino American Drama” genre on Netflix as 

soon as possible. While there are already three shows on Netflix that fall under this category, one 

 “14th Annual Hispanic Fact Pack 2017.” Ad Age, no. 14, 21 Aug. 2017, pp. 1–30.115

 Ibid.116

 Passel, Jeffrey S., and D’Vera Cohn. “U.S. Population Projections: 2005-2050.” Pew Research Center's Hispanic Trends Project, 11 Feb. 2008, www.pewhispanic.org/2008/02/11/us-117

population-projections-2005-2050/. 
 “Hispanic Brand Loyalty.” CSP Daily News, CSP Industry News, www.cspdailynews.com/category-data/snacks-candy-data/report/hispanic-brand-loyalty. 118

 Patten, Eileen. “The Nation's Latino Population Is Defined by Its Youth.” Pew Research Center's Hispanic Trends Project, 20 Apr. 2016, www.pewhispanic.org/2016/04/20/the-nations-latino-119

population-is-defined-by-its-youth/. 
 “14th Annual Hispanic Fact Pack 2017.” Ad Age, no. 14, 21 Aug. 2017, pp. 1–30.120
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of them is on its final season. The specialized programing offerings targeted toward the H/L 

segment  are  diminishing  when they  should  be  increasing.  As  previously  explained,  the  H/L 

segment is growing rapidly.  Therefore, it would be a missed opportunity for the entertainment 122

industry, and specifically the television industry, if it did not produce more specialized content 

for what is projected to become the largest consumer segment in the United States. 

 Passel, Jeffrey S., and D’Vera Cohn. “U.S. Population Projections: 2005-2050.” Pew Research Center's Hispanic Trends Project, 11 Feb. 2008, www.pewhispanic.org/2008/02/11/us-122

population-projections-2005-2050/. 
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Appendixes

Appendix 1

Distinction between Hispanic and/or Latino Countries

Countries that are only 
Hispanic and not Latino

Countries that are only 
Latino and not Hispanic

Countries that are both 
Hispanic & Latino

Spain Brazil Argentina

Guyana Bolivia

Suriname Brazil

Chile

Colombia

Costa Rica

Cuba

Dominican Republic

Ecuador

El Salvador

Guatemala 

Haiti

Honduras

Mexico

Nicaragua

Panama

Paraguay

Peru

Puerto Rico

Uruguay

Venezuela
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Appendix 2

Qualtrics Survey

Consumer Preferences in the Entertainment Industry

Start of Block: Consumer Preferences in the Entertainment Industry

Thank you for taking the time to complete this survey. The purpose of this survey is to learn about your 
background and your entertainment preferences. By participating, you are helping me obtain valuable 
data for my senior thesis. This survey will take only 5 minutes to complete. Survey information will be 
recorded online and your responses will be anonymous. Please check the appropriate choice below to 
indicate whether you agree to participate in this survey.  
 
o Accept (1) 
o Decline (2) 

Skip To: End of Survey If Thank you for taking the time to complete this survey. The purpose of this 
survey is to learn abo... = Decline

What is your race/ethnicity? Check all that apply.
▢ White (1) 

▢ Black or African American (2) 

▢ American Indian or Alaska Native (3) 

▢ Asian (4) 

▢ Native Hawaiian or Pacific Islander (5) 

▢ Hispanic/Latino (6) 

▢ Other (7) 

Display This Question:
If What is your race/ethnicity? Check all that apply. = Hispanic/Latino

Do you identify as Hispanic or Latino/a*?  
 
*“Hispanic” refers to people of Spanish-speaking origin while the term “Latino” refers to people of Latin 
American origin.  Individuals from Spain self-identify as Hispanic while individuals from Brazil  self-
identify as Latino/a. 
o Hispanic (1) 
o Latino/a (2) 
o Both (3) 
o Neither (4) 

How old are you?

________________________________________________________________

�54



What is your gender?
o Male (1) 
o Female (2) 
o Prefer not to specify (3) 

What is your occupation status? Check all that apply.
▢ Student (1) 

▢ Unemployed (2) 

▢ Employed (3) 

▢ Retired (4) 

What is your level of proficiency in English?
o Limited understanding and speaking (1) 
o Intermediate (2) 
o Native or fluent (3)

What is your level of proficiency in Spanish?
o Limited understanding and speaking (1) 
o Intermediate (2) 
o Native or fluent (3) 

Display This Question:
If Do you identify as Hispanic or Latino/a*? *“Hispanic” refers to people of Spanish-speaking origin... != 
Neither

Which of the following best describes you:
o I was born in a Spanish and/or Latin country and I now live in the U.S. (1) 
o I was born in the U.S. and live in the U.S. but was raised by Spanish and/or Latin immigrants (2) 
o My parents and I were born in the U.S. and live in the U.S. but we are of Spanish and/or Latin descent (3) 
o I was born outside the U.S. in a Spanish and/or Latin country and I live outside of the U.S. (4) 
o I was born outside of the U.S. in a non-Spanish or Latin country and I live outside of the U.S. (5) 
o I was born outside of the U.S. in a non-Spanish or Latin country and I live in the U.S. (6) 
o Other (7) 

Display This Question:
If Which of the following best describes you: = I was born in a Spanish and/or Latin country and I now 
live in the U.S.
Or Which of the following best describes you: = I was born outside of the U.S. in a non-Spanish or Latin 
country and I live outside of the U.S.
Or Which of the following best describes you: = I was born outside of the U.S. in a non-Spanish or Latin 
country and I live in the U.S.
Or Which of the following best describes you: = Other
Or Which of the following best describes you: = I was born outside the U.S. in a Spanish and/or Latin 
country and I live outside of the U.S.

In which country were you born?
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▼ Afghanistan (1) ... Zimbabwe (1357)

End of Block: Consumer Preferences in the Entertainment Industry

Start of Block: Entertainment industry preferences

On average,  how many movies  do you see per  month? (either  at  the movie theater  or  on broadcast 
television or online streaming)

________________________________________________________________

On average, how many hours per day do you spend listening to music? 

________________________________________________________________

On average, how many hours per day do you spend watching/streaming television shows (broadcast and/
or online streaming)? 

________________________________________________________________

On which devices do you watch/stream video content? Select all that apply.
▢ A television set (1) 

▢ A smartphone or a tablet (2) 

▢ A desktop computer or a laptop (3) 

On which device do you most prefer to watch/stream video content?
o A television set (1) 
o A smartphone or a tablet (2) 
o A desktop computer or a laptop (3) 

Please indicate your relative preference for viewing broadcast shows/programs versus streaming shows/
programs. (i.e. watching live programs vs. streaming series on Netflix or Hulu)
o Strongly prefer viewing broadcast shows/programs (1) 
o Moderately prefer broadcast shows/programs (2) 
o Slightly prefer broadcast shows/programs (3) 
o Indifferent between the two (4) 
o Slightly prefer streaming shows/programs (5) 
o Moderately prefer streaming shows/programs (6) 
o Strongly prefer streaming shows/programs (7) 

End of Block: Entertainment industry preferences

Start of Block: Dual language/culture content
 
Please indicate your level of agreement with the following 3 statements:  
 
There is a sufficient amount of dual language/dual culture* music targeted toward the Hispanic/Latino 
segment in the music industry of the United States?   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*Dual language/dual culture content is defined as content that integrates two languages and cultures.   
o Strongly agree (1) 
o Agree (2) 
o Somewhat agree (3) 
o Neither agree nor disagree (4) 
o Somewhat disagree (5) 
o Disagree (6) 
o Strongly disagree (7) 

There is a sufficient amount of dual language/dual culture* movies targeted toward the Hispanic/Latino 
segment in the movie industry of the United States?  
 
*Dual language/dual culture content is defined as content that integrates two languages and cultures.   

o Strongly agree (1) 
o Agree (2) 
o Somewhat agree (3) 
o Neither agree nor disagree (4) 
o Somewhat disagree (5) 
o Disagree (6) 
o Strongly disagree (7) 

There is a sufficient amount of dual language/dual culture* shows/programs targeted toward the Hispanic/
Latino segment in the television industry of the United States?  
 
*Dual language/dual culture content is defined as content that integrates two languages and cultures.   

o Strongly agree (1) 
o Agree (2) 
o Somewhat agree (3) 
o Neither agree nor disagree (4) 
o Somewhat disagree (5) 
o Disagree (6) 
o Strongly disagree (7) 

Please name a dual language/culture song that you would say is targeted toward the Hispanic/Latino 
segment in the United States.   
 
If you cannot think of any, then please enter "N/A"  

________________________________________________________________

Please name a dual language/culture movie that you would say is targeted toward the Hispanic/Latino 
segment in the United States.   
 
If you cannot think of any, then please enter "N/A"  

________________________________________________________________
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Please name a dual language/culture show/program that you would say is targeted toward the Hispanic/
Latino segment in the United States.   
 
If you cannot think of any, then please enter "N/A"  

________________________________________________________________

End of Block: Dual language/culture content

Start of Block: Preferences for dual language/culture content

Rank your listening preference for music: 
______ I prefer to listen to songs that are only in English. (1)
______ I prefer to listen to songs that are mixed with both English & Spanish. (2)
______ I prefer to listen to songs that are only in Spanish. (3)

Rank your viewing preference for movies: 
______ I prefer to view movies with American culture that are only in English. (1)
______ I prefer to view movies that are mixed with both American & Hispanic/Latino culture and that are 
mixed with English & Spanish. (2)
______ I prefer to view movies with Hispanic/Latino culture that are only in Spanish. (3)

Rank your viewing preference for television programs: 
______ I prefer to view programs with American culture that are only in English. (1)
______ I prefer to view programs that are mixed with both American & Hispanic/Latino culture and that 
are mixed with English & Spanish. (2)
______ I prefer to view programs with Hispanic/Latino culture that are only in Spanish. (3)

Thank you for completing the survey. Please be sure to press the arrow on the right below this to submit 
your responses. Have a great day!

End of Block: Preferences for dual language/culture content
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Appendix 3

Relative preference among 18-24 year-old Hispanics for broadcast versus streaming
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Appendix 4

Relative preference among 18-24 year-old Hispanics/Latinos for broadcast versus streaming
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Appendix 5

Devices for watching/streaming content & preferences among just Hispanics

�61



Appendix 6

Devices for watching/streaming content & preferences among H/L
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Appendix 7

Top 50 shows with predominately Black/African American casts123

1 A Different World 26 Insecure 

2 All of Us 27 The Jamie Foxx Show

3 Atlanta 28 The Jeffersons

4 Ballers 29 Kenan & Kel

5 Being Mary Jane 30 Lincoln Heights

6 The Bernie Mac Show 31 Little Bill

7 Black Ink Crew 32 Living Single

8 Black-ish 33 Malcolm & Eddie

9 The Boondocks 34 Martin

10 Chappelle’s Show 35 Moesha

11 The Corner 36 My Wife and Kids

12 Cosby 37 One on One

13 The Cosby Show 38 The Oprah Winfrey Show

14 Empire 39 The Parkers

15 Eve 40 Power

16 Everybody Hates Chris 41 The Proud Family

17 Family Matters 42 Sanford and Sun

18 Fat Albert and the Cosby Kids 43 Sister, Sister

19 The Fresh Prince of Bel-Air 44 Smart Guy

20 The Game 45 The Steve Harvey Show

21 The Get Down 46 Survivor’s Remorse

22 Girlfriends 47 That’s So Raven

23 Good Times 48 The Wayan Bros.

24 The Hughley’s 49 The Wendy Williams Show

25 In Living Color 50 What’s Happening!!

 “TV Shows Most Loved by African-Americans.” Ranker, www.ranker.com/list/tv-shows-most-loved-by-african-americans/ranker-tv?utm_expid=16418821-388.8yjUEguUSkGHvlaagyulMg.0&utm123
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Appendix 8

YouTube Top 10 Music Videos of 2017124

*Spanish songs

Rank Song Artist(s)

1 Despacito* Luis Fonsi ft. Daddy Yankee

2 Shape of You [Official Video] Ed Sheeran

3 Mi Gente [Official Video]* J Balvin & Willy William

4 Felices Los 4 [Official Video]* Maluma

5 That’s What I Like [Official Video] Bruno Mars

6 Ahora Dice [Official Video]* Chris Jeday ft. J Balvin, Ozuna, & Arángel

7 El Amante* Nicky Jam

8 Swalla [Official Video] Jason Derulo ft. Nicki Minaj & Ty Dolla $ign

9 I’m the One DJ Khaled ft. Justin Bieber, Quavo, Chance 
the Rapper, Lil Wayne

10 Súbeme La Radio* Enrique Iglesias ft Descemer Bueno, Zion, & 
Lennox

 Spangler, Todd. “YouTube Reveals 2017 Top Viral and Music Videos.” Variety, 6 Dec. 2017, variety.com/2017/digital/news/youtube-2017-top-trending-videos-music-videos-1202631416/. 124
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Appendix 9

Fusion radio stations in the United States

Location Station

Atlanta 105.3 El Patrón

Chicago LA LEY 107.9

Los Angeles mega 96.3

Los Angeles 97.9 LA RAZA

Los Angeles Zona MX 101.9

Miami Z 92.3

Miami RITMO 95.7

Miami EL NUEVO ZL 106.7

New York mega 97.9

New York 93.1 AMOR

Palm Beach Mia 92.1

Puerto Rico mega 106.9

Puerto Rico Z 93

Puerto Rico LA NUEVA 94

San Fransisco 93.3 LA RAZA
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Appendix 10

Words that are different in Spanish countries or regions*125

Word Variation by Country

Apricot

Most: albaricoque
Argentina, Chile, Uruguay: damasco
Mexico: chabacano
In Spain: saying that someone is "chabacano" means he is vulgar.

Baby

Most: bebé
Argentina, Uruguay: beba (girl), bebe (boy)
Chile: guagua
In Cuba, the Dominican Republic, and Puerto Rico: a "guagua" is a bus.

Beans
Mexico: Frijoles
Northern South America & Caribbean: Habichuelas
Southern South America: Poroto

Bug Most: bicho
Mexico: insecto

Cake

Most: pastel
Argentina, Chile, Ecuador, Uruguay, Venezuela: torta
Bolivia, Costa Rica: queque
Colombia: ponqué, torta
Cuba: cake
Dominican Republic, Puerto Rico: bizcocho
Panama: cake, dulce
Peru: queque, torta
Spain: tarta
"Torta" in Mexico means "sandwich" (torta de jamón)

Car hood Mexico: cofre 
Argentina & Spain: capó

Car trunk Mexico: "cajuela," in other countries "maletero," "baúl"

Department 
Store

Most: grandes almacenes
Cuba: tienda
Colombia: almacén grande
Costa Rica: tienda de departamentos
Dominican Republic, El Salvador, Guatemala, Honduras, Puerto Rico, Venezuela: tienda por departamentos
Mexico: tienda departamental
Panama: Almacén

Elevator Mexico: elevador, in most countries "ascensor"

Eye glasses

Most: anteojos
Colombia: gafas, lentes
Cuba, Puerto Rico: espejuelos
Dominican Republic, Ecuador, Panama, Peru, México, Venezuela: lentes
Spain: gafas

 Regional Variations in Spanish Words Translated from English, www.rennert.com/translations/resources/spanishvariations.htm. 125
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Fender

Most: ala
Argentina: paragolpes
Colombia: guardabarro, guardafango
Cuba, Ecuador, El Salvador, Guatemala, Venezuela: guardafango
Mexico: defensa
Puerto Rico: fender
Spain: guardabarro

Grocery 
Store

Colombia: mercado
Costa Rica: compras
Cuba: bodega
Dominican Republic: víveres
El Salvador: pulpería
Guatemala: tienda
Mexico: super, tienda de abarrotes
Panama: abarrotería
Puerto Rico: colmado
Spain: supermercado
Uruguay: almacén
Venezuela: abastos

Hello? 
(answering 
telephone)

Most: ¿Dígame?
Argentina, Bolivia: ¿Hola?
Cuba: ¿Oigo?
Colombia,  Costa  Rica,  Dominican Republic,  Ecuador,  El  Salvador,  Guatemala,  Honduras,  Peru,  Venezuela: 
¿Aló?
Mexico: ¿Bueno?
Panama, Puerto Rico: ¿Haló?
Uruguay: ¿Aló? ¿Hola?

Hot pepper

Most: chile
Bolivia, Chile, Venezuela, Peru: ají
Colombia, Cuba, Panama, Puerto Rico: ají picante
Costa Rica: chile picante
Ecuador: pimiento picante
Spain: guindilla

Jacket

Most: chaqueta
Argentina: campera
Dominican Republic, Panama: saco
Mexico: chamarra
Peru: casca
Puerto Rico: blazer (women), gabán (men)
In Spain, for example, a "saco" is a large bag, for example, a large bag of potatoes. In Mexico "saco" is used for 
suits.

Juice Mexico & most of Latin America: Jugo
Spain & Caribbean: Zumo

Knob (of 
drawer)

Most: perilla
In Spain: "perilla" is a goatee.

Lawn

Most: césped
Argentina, Bolivia, Mexico, Peru: pasto
Colombia: hierba, manga, pasto, prado
Cuba, Dominican Republic: yerba
Dominican Republic, El Salvador, Guatemala, Honduras, Venezuela: grama
Puerto Rico: grama, pasto
Spain: "pasto" is grass for animals (for grazing) and "grama" is a type of grass for the lawn.
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Muffin

Most: panecillo
Argentina, Colombia: muffin
Bolivia: pancito
Guatemala: mollete
Mexico: muffin, panqué, pastelito
Peru: quequito

Orange Caribbean: China
Spain & Latin America (excluding the Caribbean): Naranja

Peach Mexico & Southern South America: Durazno
Spain and Northern South America: Melocotón

Popcorn

Cuba: rositas de maíz
Argentina: pochoclo
Venezuela: cotufa
Spain: palomitas, palomitas de maíz

Recreational 
Vehicle

Most: vehículo de recreo
Bolivia: vagoneta
Chile: casa rodante
Mexico: camper
Puerto Rico: RV
Spain: caravana
Venezuela: vehículo recreacional

Red Snapper Mexico: huachinango
Spain: pargo

Sidewalk
Mexico: banqueta, acera
In many countries: “acera"
In Spain: "banqueta" is a bench

Strawberry Spain & most of Latin America: Fresa
Southern South America: Frutilla
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Appendix 11

Words that are different in Spain compared to Hispanic countries in Latin America*126

Word Spain Latin America

Avocado Aguacate Palta

Car Coche Carro

Computer Ordenador Computadora

Potato Patata Papa

Pen Bolígrafo Pluma

To get angry Enfadarse Enojarse

You all Vosotros/Vosotras Ustedes

 “Spanish Variations - Spanish Around the World.” Learn Spanish, www.enforex.com/language/spanish-variations.html. 126
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Appendix 12

Disney  &  Pixar  movies  released  during  Thanksgiving  weekend  and  opening  weekend  box  office 

revenues  adjusted by inflation127 128

Movie Thanksgiving 
Year

Opening Weekend 
Box Office Revenue

Constant 2017 Dollar Value
(adjusted by respective cumulative inflation rates)

Coco 2017 $50,802,605 -

Moana 2016 $56,631,401 $57,837,851

The Good Dinosaur 2015 $39,155,217 $40,493,833

Frozen 2013 $67,391,326 $70,909,918

Tangled 2010 $48,767,052 $54,819,770

Enchanted 2007 $34,440,317 $40,715,391

Unbreakable 2000 $30,330,771 $43,174,672

Toy Story 2 1999 $57,388,839 $84,436,688

A Bug’s Life 1998 $33,258,052 $50,013,581

101 Dalmations 1996 $33,504,025 $52,342,298

 Dumaraog, Ana. “Disney Has 9 of the Top 10 Thanksgiving Box Office Openings.” Screen Rant, 21 Nov. 2017, screenrant.com/thanksgiving-box-office-disney-pixar-movies/. 127

 Admin. “US Inflation Calculator.” US Inflation Calculator, www.usinflationcalculator.com/. 128
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