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GNI of largest Latin economies,
compared to total income of
U.S. Hispanics in 2006
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GNI for Spain, Mexico, rest of _
Latin American countries (ROLAC), GNI per capita, 2004 and 2009
and total U.S. Hispanic income,
in 2004 and 2009
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* ROLAC = excluding Mexico and Brazil Source: The World Bank Group. Economist Intelligence Unit. U.S. Census Bureau. Selig Center.
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A Distinct Market? Above-average consumption:
Hispanic relative to non-Hispanic, 2004
(as percent of total income)
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Underserved: Hispanic consumption
relative to non-Hispanic, 2004
(as a percentage of total income)
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Source: Selig Center. Pew Hispanic Center.
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Developing Related Businesses

Venevision International



Advertising Market

Ad Market Fundamentals

» Expenditures on Spanish-language media are
accelerating

» But have yet to match the national average

U.S. Hispanic TV and Radio Advertising ($M)

% of Total
Hispanic
2005 L
Advertising
Exeenditure
Nat’l
Network $1,512.0 45.80%
TV
Local TV 4638 9 19.35%
National = ¢, g 6.08%
Radio
Local $492.2 14.91%
Radio

Source: HispanTelligence



Latin American Companies in the U.S.
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Transferring Business Models

Latin American Wireless Subscribers
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In Summary

“AS AN ENTREPRENEUR, IF YOU ARE SUCCESSFUL IN LATIN
AMERICA, YOU CAN MAKE IT IN THE U.S. OR ANYWHERE —
SUCH ARE THE COMPLEXITIES OF DOING BUSINESS IN THE
REGION COMPARED WITH OTHER PARTS OF THE WORLD!"

— Nelson Rockefeller



