
Memorandum 

 

To: Heather Ruiz, Univision 
Cc: Ron Culp 
From: Maria Avalos, Emma Finkbeiner, Andrew Keller, Rachel Mihulka, Herman Mobbs, Bria 
Smith and Ashlyne Wilson 
Date: March 16, 2017 
Re: Más Que Viernes 
 
Overview 

 
Univision is launching a lifestyle and entertainment pilot, Más Que Viernes , based in Chicago 
and targeted to multicultural millennials. Hispanic and Latino influencers will host the show and 
participate in adventures around the city. The show will cover topics such as current events, 
food, music, pop culture, arts and more. The following memo outlines a SWOT analysis of Más 
Que Viernes  and key insights that led our team to take a social media approach to identify and 
engage the target audience through influencer marketing on various platforms. These channels 
will amplify the viewer experience before, during and after the show airs.  
 
Challenge 

 
Propose strategies and tactics to market Más Que Viernes on social media to the intended 
audience: multicultural millennials. Develop content ideas specific to each channel based on 
research of the target audience and their social media habits. 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Research & Insights 

 

Univision’s strategy to target multicultural millennials aligns well with the “transforming consumer 
landscape,” as Nielsen  phrased its article on the topic. “Today’s consumer landscape is more 
multicultural than ever, and companies cannot have a ‘one size fits all’ strategy anymore.” When 
targeting the Hispanic population, however, it’s important to understand how language and 
culture play a role in their viewing habits. Cesar Conde, chairman of NBCUniversal International 
Group and NBCUniversal Telemundo Enterprises, describes the current Hispanic population as 
living in an “ambicultural reality” in the Nielsen article. 
 
“‘Unlike other immigrant groups, Hispanics feel they are 200%ers™—100% American and 
100% Latino—and this is more prevalent among younger demos,’ said Conde. In other words, 
these consumers are able to shift between their two cultures—American and 
Latino—seamlessly [...] It’s no longer enough for brands to cast a broad net or only market to 
Hispanics in English or Spanish—they need both.” 
 
Hispanics and Latinos connect with being bilingual and are more engaged with social and 
traditional media that use both English and Spanish. According to a report published by 
PricewaterhouseCoopers, the preference for English-language programming “increases with 
each succeeding generation.” Because multicultural millennials are the intended target audience 
for Más Que Viernes , we recommend using both English and Spanish throughout the 
broadcast and in social media content. This could also welcome predominantly 
English-speaking millennials with some Spanish knowledge. The graphic below, taken from the 
PwC report, offers additional insight into viewing habits of first, second and third generation 
Hispanics. 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 



A September 2016 article in Forbes about social media, smartphone and television habits 
among Hispanics and Latinos highlighted the PwC study. “According to the study’s authors, 
‘U.S. Hispanics represent a growing market of media hungry, social influencers with spending 
power that continues to multiply,’ making them highly sought after consumers by advertisers.” 
Below are the key survey findings as summarized by Forbes contributor Veronica Villafañe : 
 

● Hispanics dominate mobile video: 90% stream video on either a smartphone or tablet, 
10% more than non-Hispanic consumers. 

● The average Hispanic consumer spends more than 26 hours per month watching video 
online/on their smartphones. 

● Only 3% of  first-generation Hispanic consumers (born outside the U.S.) stream videos 
exclusively in Spanish; 21% said they stream in Spanish more than in English. 

● Hispanic consumers consume television content in both English and Spanish, but all 
generations prefer English-language TV. 

● Hispanics have more trust in what is said on English over Spanish-language news 
programs. 

● Spanish-language TV more likely to be watched live: During the 2015-16 season to date, 
live viewership was 94% for Univision and 93% for Telemundo, while live viewing  across 
the big four (ABC, CBS, Fox, and NBC) averaged a 82%, according to Nielsen data. 

 
The Pew Research Center reinforced the idea that bilingualism is a part of Hispanic and Latino 
culture. reporting that “About six-in-ten U.S. adult Hispanics (62%) speak English or are 
bilingual.” 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



It is also important to understand the user base of each social media platform we propose 
Univision activate to promote Más Que Viernes. The eMarketer US Social Network Usage 
Statpack from May 2016 covers both age of users and usage by Hispanics and Latinos.  
 

● By 2018, Hispanics will make up over 20 percent of all U.S. social media users.  
● By 2018, more than half of Facebook’s U.S. users will be over 35. U.S. millennial users 

on Facebook are declining. By 2020, Hispanics will make up 20 percent of Facebook’s 
U.S. users. 

● In 2015, 57.8 percent of Twitter users in the U.S. were under 35. Approximately 25 
percent of Twitter’s U.S. users were Hispanic and this will increase by 2018. 

● Instagram usage is rising quickly. In 2015, 67.2 percent of Instagram users were under 
35. Black and Hispanic Internet users in the U.S. have been more likely to use 
Instagram. 

● 63 percent of Snapchat’s U.S. users are between 13 and 24 and an additional 21 
percent were between 25 and 34. 

 
The Hispanic population is especially engaged with mobile video on platforms like Youtube. A 
report from Think With Google , a data site for marketers, illustrated this engagement in the 
following graphic: 

 



Based on this high level of engagement, incorporating a video content strategy into the 
promotions (such as using bonus content before and after the show) and hosting this content on 
an individual Youtube channel is recommended. Hosts can engage in the comments with 
viewers and producers can collect feedback simultaneously. Univision may also be able to 
promote other shows and content on this platform. 
 
Objectives 

1. Amplify the televised viewer experience. 

2. Grow the audience base of the show. 

3. Engage target audience via social media. 

Tactics & Strategies 

 

Our team proposes Univision use all major social media networks to engage its audience, 
relying heavily on platforms like Instagram and Snapchat that are frequently used by the show’s 
target audience. YouTube can be used to publish bonus clips, behind the scenes footage and 
bloopers from the show. Influencer marketing should supplement the social media content to 
expand the audience and increase viewer engagement. Current influencers should continue 
posting on their own social media channels to promote the show.  
 
Involve the Audience in Content Creation — In the months prior to the launch of Más Que 
Viernes , we suggest implementing a “Más Chicago” campaign. Más Chicago is designed as a 
reality experience that debuts six months prior to the the first episode. The campaign will be 
available on all forms of social media and will encourage viewers to become local ambassadors 
of Chicago by visiting landmarks and suggesting areas of the city to highlight in upcoming 
episodes. Each time a local provides a review of their experience or shares their favorite places 
in Chicago, they will be entered into a drawing for the end of season grand prize.  
 
Interactive Facebook Page  — Univision should create a visually compelling interactive 
Facebook page that is updated daily. The page will offer viewers photos, videos and timeline 
updates related to the show. The Facebook page can help track the “Más Chicago” campaign 
by collecting suggestions and reviews and provide participants updates on their progress. This 
platform can engage viewers before the show to build excitement surrounding the launch date 
as well as awareness surrounding the “Más Chicago” campaign.  
 

Más Que Viernes Snapchat — Snapchat Stories are a powerful way to connect with your 
target audience. Considering the reach of this social media platform within the millennial market, 
it can be used to make viewers aware of the debut of Más Que Viernes . We also recommend 
you use Snapchat Stories to allow viewers to get closer to anchors, upcoming events and 
featured guests. Univision should also create unique lenses and geofilters to build engagement 
with its fans around Chicago, especially at locations where events related to the show will take 
place. Our goal is to cultivate excitement and pique viewer interest with the live and limited 
effect of Snapchat. 

 



Social Media Brand Partnerships  — Considering Latin America’s rich history and large 
consumer base, we propose Univision partners with the marketing directors of brand partners 
that the advertising team secures to promote Más Que Viernes  on their branded social media 
pages. The Univision team can use selected brands and their social media following to drive a 
massive level of engagement in a short period of time. These partnerships can function as 
cross-promotion for both brands, with the brand promoting Más Que Viernes  on its social 
media and Más Que Viernes  promoting the brand on the show.  
 

Influencers and Social Media — Since the chosen influencers each have their own social 
media accounts and established followings, the influencers’ social media handles will be 
promoted throughout the show to encourage live engagement during the show. This real-time 
conversation makes viewers feel more engaged in the news program and connected to the 
anchors while also promoting the influencers as personalities. 
 
Influencer Marketing on Twitter and Instagram — As mentioned above, we believe that 
influencer marketing will be an important part of the social media outreach. Because the show’s 
influencers have such a strong social media following we want to leverage their fan base to 
promote Más Que Viernes . While we definitely want to drive traffic to the Más Que Viernes 
Facebook and Snapchat accounts, we propose your influencers use their personal Twitter and 
Instagram accounts to promote the show. The influencers will of course be encouraged to 
promote on all channels, but the focus for influencers will be on Twitter and Instagram. This 
limits the amount of original content and channels Univision has to create and manage for the 
show, allowing the focus to be on the show itself. Facebook and Instagram are platforms that go 

 



hand in hand, so we suggest that your influencers share content on Instagram that serves as a 
visual companion to your Facebook content. If your influencers are visiting locations that have 
been or will be talked about on the show, they should share pictures of this experience on 
Instagram. We also believe the influencers should be active on Twitter, live tweeting during the 
show and engaging with fans using the #MásChicago.  
 
Influencers 

 
Omar Ramos  — Top 40 Latino Sports/Radio, "Acción Deportiva" at 
5 p.m. and 10 p.m. Friday’s through Univision News Chicago 
Twitter: @OmarTvMusica | 3,467 followers | Highly active with new 
posts every hour 
Facebook: 27,088 likes 
Instagram: OmarTVMusica | 5,824 followers 

 
 

 

 

 

Diego Guirado — Entertainment Correspondent, Creative 
Producer and Editor for Univision, 6-time Grammy winner 
Twitter: @DiegoGuiro | 1,247 followers 
Facebook: 624 likes 
Snapchat: Yego88 
Instagram: diegoguiro1 | 537 followers 
 
 

 

 

 

 

Alessandra Martin — Conductor and Associate Producer of 
Chicago Morning Univision 2 segment during “Despierta 
America” 
Twitter: @MartinAlessandr | 12.2K followers,  
Instagram: alessandramartin | 3,657 followers 
 

 

 

Mau Mauricio — Univision Chicago Host/Moderator 
(Despierta Chicago)  
Twitter: @elmaumauricio | 2,251 followers 
Facebook: 42,827 likes 
Instagram: elmaumauricio | 2,929 followers 
 
 
 

 



Measurement 

 

This plan is easily measurable because it relies heavily on social media. Through increased 
likes, follows, shares, and comments you will see measurable success of your social media 
efforts. In addition, platforms like Facebook have internal analytical tools that can help track and 
measure success. Google Analytics will also be helpful when analyzing the overall success and 
viewership of the show from the website Univision creates for Más Que Viernes . Google 
Analytics can determine where website traffic originates from and will allow your team to be 
strategic about which platforms to use and invest more time in in order to effectively reach the 
multicultural millennial audience. The show itself is measurable through ratings, but additional 
analytical tools like Google Analytics and Google Trends, a Google service that compiles data 
based on Google search volume, can help you better understand the success of your social 
media outreach. 

 
 

 

 


