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Methodology

Qualitative sessions in :

New Rochelle and Chicago February 4 _ February 6

« 6 in-depth interviews and 4 mini New Rochelle Chicago
focus groups conducted across
both markets (n=24)

* Moderated by Horowitz Research

All Participants:

» Watched Telemundo mostly or only for
special event* coverage and watched
standard Telemundo programming
across varying levels of regularity

Participant Participant
+ Watched a mix of English language Backgrounds: Backgrounds:
and Spanish language content across Dominican Republic ' Honduras
a variety of platforms Ecuador Mexico

Honduras Puerto Rico
Mexico Venezuela
Puerto Rico

* Represented a cross-section of U.S.
born and non-U.S. born who have
lived in the U.S. for some time
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Special events included: 2020 Decision, LAMAs, Premios Billboard, Miss Universo, FIFA Men’s/Women’s World Cup, Copa América, FIFA Beach Soccer, British Premier League NBCUniversal J
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Families | SLTV Is
Are Cultural a Choice
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