MEMORANDUM

TO:

Sarah Huoh
FROM:
Rob Olague

DATE:
September 9, 2008

SUBJECT:
Survey Critique
For the first assignment, survey critique, this memo will highlight some of the things I found interesting about the Telemundo report created by New American Dimensions.
TARGET AUDIENCE AND PUBLICATION

The audience of this report is very specific and localized to the Los Angeles market of Spanish-language television stations. The #2 station, Telemundo, is looking for ways to strategically position themselves to overtake the #1 station, Univision, in popularity amongst their core demographics. It is not for publication, and was privately funded by Telemundo to New American, which specializes in minority consumer surveys and marketing research.
DEMOGRAPHICS
The people they chose to use for the survey sample were Spanish-langauge dominant, aged 18-49 who often watched Spanish television, at least once a week. This appears to be a key demographic among Telemundo viewers. 

FOCUS ON NEWSCASTS
Much of the survey is focused primarily on the afternoon and evening newscasts among Spanish-language stations. This is presumably to gauge the trustworthiness of each station and their relation of the issues to the primary viewer demographic. Telemundo ranks as the most professionally presented newscast by far when compared to Univision or Channel 22, but they still are seen as slightly less innovative and draw fewer viewers.
RECOMMENDATION

I think that the questions may have been lacking a connection to a deeper, cultural phenomenon. One might watch newscasts to be informed about the issues specific to the Spanish-language community, but television is also very focused on celebrity and cultural iconography.
If the survey respondents are Spanish-language dominant, then Univision and Telemundo and other Spanish-language television may be a primary source of television entertainment and news.

I think that while newscasts is a competitive area, Telemundo might find themselves being more competitive by creating context for Spanish-language culture. Including Latino celebrity reports, or popular figures from original programming, could prove a more interesting area of Spanish-language news. If they can’t win on newscast quality, they may be able to win on newscast culture immersion.

