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The Audience

Hispanic Population in U.S./Geography/Education & Work Background
Hispanics represent the largest minority group in the United States. In 2004, there were 41.3 million Hispanics in the U.S., representing 14.2 percent of the total U.S. population.
 

According to the 2000 United States Census, Spanish is spoken most frequently at home by about 28-31 million people age 5 or over. Although there are various estimates from different sources, there were 41,870,703 Hispanics/Latinos included in the 2005 U.S. Census
, making the United States one of the top 5 Spanish-speaking countries in the world including Mexico, Spain, Colombia and Argentina.
 Roughly half of all Spanish speakers in the US speak English very well.
 

In a recent study by the Pew Research Center, it was revealed that some 20 million Hispanics—57 percent of the total—live in neighborhoods in which Hispanics make up less than half of the population, according to an analysis of data from the 2000 Census. In these neighborhoods, only an average of 7% of the residents are Hispanic. 
The remaining 43 percent live in large communities where Latinos are a majority, and are growing faster than neighborhoods in which Latinos are a minority. Between 1990 and 2000, the Hispanic population grew most in big cities which already had large Hispanic populations, such as New York and Los Angeles, but are not the norm for the Latino population.

Roberto Suro, director of the Pew Hispanic and co-author of the report said, "These findings have important implications for the way we understand the process of assimilation. Most Latino immigrants are living in neighborhoods where the folks next door are likely to be native-born, English-speaking, non-Hispanic Americans…[and are] being exposed to a lot of English and a lot of non-immigrant Latinos."

The Pew report shows immigrant and native-born Latinos have dispersed to states other than those with long-standing Hispanic populations. Overall, the Latino population in the eight states which collectively make up the so-called “new settlement states” grew by 130 percent between 1990 and 2000. These states are Massachusetts, Virginia, North Carolina, Georgia, Arizona, Nevada, Oregon and Washington.

Nearly 4 million Latinos lived in these new settlement states by 2000, and growth in minority-Latino neighborhoods accounted for nearly three-quarters of all growth of the Hispanic population in these states. As of 2000, as many as 3 million Latinos lived in these minority-Latino neighborhoods within new settlement states. Fewer than one million Latinos in these new settlement states lived in concentrated Latino neighborhoods.
These are the major summaries of the study:
· In 2000, 57 percent of Latinos lived in neighborhoods where they constituted less than half of the population. 43 percent lived in census tracts where Latinos were a majority of the population. 

· The number of Hispanics living in majority-Latino neighborhoods grew faster (76%) than the number in minority-Latino neighborhoods (51%) between 1990 and 2000. 

· A greater share of the Hispanic foreign-born population (48%) lived in majority-Latino neighborhoods than the native-born (39%). Most people in both nativity categories lived in minority-Latino neighborhoods. 

· Language is a powerful factor in neighborhood distribution. Over three-quarters of Latinos who speak only English lived in minority-Latino neighborhoods. Spanish-monolingual Latinos were more evenly divided between neighborhoods where Latinos predominate and those where they do not. 

· Spanish is spoken to some degree by most Hispanics living in neighborhoods where Latinos are the majority population, but English is also a strong presence. In 2000 more than half (58%) of the Latino residents of these neighborhoods were bilingual in English and Spanish and another sizeable share (14%) spoke only English. Individuals who spoke only Spanish constituted a little more than a quarter (28%) of the population in census tracts where more than half of the residents were Hispanics. 

· Although Latinos with higher incomes are more likely to live in minority-Latino neighborhoods, all income ranges are well represented both in majority- and minority-Latino communities. 

· Nearly half of the Latino population living in poverty was located in communities where most of their neighbors are not Hispanics. 

· In states with large, long-standing Hispanic populations, Latinos were almost evenly divided between majority- and minority-Latino communities in 2000. In the new settlement states, however, the number of Hispanics in non-Latino neighborhoods was more than three times larger than the number in heavily Latino communities.

In 2003, Hispanics made up 18% of the nation’s elementary and high school students—triple the proportion in 1970 at the crest of the baby boom’s school enrollment. In 2004, 58% of Hispanics age 25 and older had at least a high school education, and 12% had a bachelor’s degree or higher. In 2005, 68% of the Hispanic population 16 years old and over were in the labor force, which was slightly higher than the levels of participation for the total U.S. population. Despite comparable rates of labor force participation among these groups, Hispanics experienced an unemployment rate (5.3%) in August 2006 that was higher than that for the total U.S. population (4.7%). In 2006, less than one in five (18%) Hispanics work in managerial, professional, and related occupations. One in four (24%) work in service occupations; 22% in sales and office jobs; 15% in construction, extraction, and maintenance jobs; and 19% in production, transportation, and material-moving occupations. The real median income of Hispanic households in 2005, statistically unchanged from the previous year, was $35,967. In 2005, the poverty rate among Latinos was 21.8%, statistically unchanged from 2004.

The Reach of Hispanic Radio

On August 14th of 2007, it was reported there are 1,075 total Spanish-language radio stations (7.8% of all stations) out of a total of 13, 714 stations in the United States. This fall, both Clear Channel Communications and Viacom-owned Infinity Broadcasting, the two largest radio broadcasting companies in the United States, announced plans to expand in Hispanic radio – another indicator that the segment is one of the hottest sectors in radio.
 In the last 5 years, Latin radio stations have increased by 2-3% (about 335 stations). 
Non-Latino Listeners
It’s true. In cities like New York City or Los Angeles, one of the developments in the last decade is that the Spanish radio stations have been the number one rated station in the market. Obviously, this is indicative of large, steady growth of the Spanish population in these areas. An interesting fact, however, is not all of the listeners of these stations are Hispanic. In a 2004 MARS study, 21,054 adults in the United States were surveyed. “1% of the respondents answered "No" to the US Census-like question "Are you Spanish/Hispanic/Latino?" and yet indicated that they have listened to Spanish-language/Latino radio programs in the preceding seven days [indicating they do so on a regular basis].” One percent doesn’t seem like a lot in the context of the survey, but when translated to the scale of the U.S. population, this is not a small number in terms of absolute size. What is even more interesting is that most of the respondents who fit this category tend to be 18-24 year old females (.8 to 1.1 male-female ratio).

This is not as paradoxical as a first glance might suggest. In the US Latino community, “Hispanic-dominant Colombians in the U.S. might refer to [someone] as [non-Latino]. But many people in the U.S. would generally label [them as Latino].”
 Dominant Hispanics do not necessarily have two completely Hispanic parents. Other reasons could include non-Latinos who are either learning Spanish or fluent in Spanish and simply prefer to listen to Spanish radio.
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Most non-Hispanic listeners tend to live in larger cities. This makes sense, considering that most concentrations of Hispanics are steadily growing in larger cities such as NYC, Los Angeles, and San Francisco. This would logically lead to the top Spanish stations in the U.S. being located in larger cities, and the facts support this. As indicated earlier in the report, 43% of Hispanics are living in areas where they are the majority. As a result, Hispanic radio, television, and other media venues are engrained in the local culture. 
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Types of Radio


Of the 13,714 stations in the U.S., 8,255 of them fall into either the “commercial” or “non-commercial” category.

Radio is broken down into two main categories: Commercial and Non-Commercial. If a station promotes itself on billboards and TV, it is probably a commercial station. If a station rarely or never seems to strongly advertise, then it is a non-commercial station. 

There are approximately 10,000 commercial stations and 2,500 non-commercial stations in the United States. Here is a rough breakdown of the ones that have new-music formats: 

Commercial: 
	Adult Contemporary
	692

	Hot Adult Contemporary
	335 

	Modern Adult Contemporary
	59 

	Soft Adult Contemporary 
	376 

	Adult Album Alternative 
	75 

	Urban 
	176 

	Urban Adult Contemporary 
	103 

	Rhythmic Top 40 
	61

	Top 40 
	292

	Spanish 
	495 

	Rock and Modern Rock 
	306 

	Alternative 
	103

	Country (all forms) 
	1,990

	Jazz 
	85

	Smooth (contemporary) Jazz 
	80 

	Classical 
	32 

	Kids 
	36 

	Religious 
	1,067 


Non-Commercial (consists of college, community, and NPR stations): 
	All styles on one station
	1,000 

	Religious
	500 

	Classical
	272 

	Jazz
	120 



Stations that are not listed here are either news/talk, oldies, foreign language (besides Spanish), traffic info, or some other non-new-music format.
 
As mentioned before, these two categories add up to a total of 8,255 stations out of 13,714. Talk radio is among the remaining 5,459 stations, yet it is interesting to note that Bryan Farrish, the author of the article, mentions that the foreign language portion excluded the Spanish stations. In other words, he indirectly indicates that Spanish radio has a very large presence in the U.S.; large enough to be included with regularly aired stations. 
 As of 1999, there were 12,615 radio stations in the United States, according the Federal Communications Commission: 4,783 AM, 5,766 FM and 2,066 FM Educational stations. The two formats broadcast different numbers of hours each day: 20 hours for FM stations and 16 hours for AM. Total US broadcasting hours would therefore be roughly 85 million hours per year.
 
Online Radio

In the year 2000, there were 2,786 online radio stations (“streaming” radio stations) in the U.S. alone.
 In 1994, the Voice of America became the first broadcast news organization to offer continuously updated programming on the Internet.

According to the Arbitron Inc./Edison Media Research 2006 study, developments in technology have dramatically increased options for audio programming.  Internet streaming is at the forefront of this emerging field, and online radio is poised to grab a significant portion of desired audiences.

Hispanic Americans are more likely than Americans in general to say radio is the “most essential” media (24% vs. 17%) according to recent research from Edison Media Research and Arbitron. They are also more likely than the general population to consider newspapers the least essential among major media, 40% vs. 30%. Hispanic Americans are more likely to consider the Internet the “most cool and exciting” medium (41% for Hispanics compared to 34% for the general population). Hispanics are slightly more likely to tune in to radio for breaking news (14% vs. 10%) than the general population and they are more likely to listen to the radio while working: 52% vs. 44%.

However:

A Pew Research study showed that US Hispanics who are born outside the 50 states are far less likely to go online. 76% of US Hispanics use the Internet compared with 43% of those who were born outside the US. Foreign-born Hispanics tend to be Spanish-dominant, bolstering the idea that language is a factor in Internet use.
Less than a third of anyone who did not graduate from high school use the Internet, regardless of ethnicity. Among Hispanics, 41% have not completed high school, according to the study. Hispanics from South America are most likely to be online (70%), while only 52% of Hispanics of Mexican descent uses the Internet. Among offline US Hispanics:

53% did not have internet access
18% were not interested in Internet access
10% found going online too difficult or frustrating
6% said it was too expensive
5% said they were too busy or didn’t have the time to go online

The “The AOL Latino 2006 Hispanic Cyberstudy” conducted by Synovate in September 2006 found that there are more than 16 million Hispanic Americans online, 55% of the total US Hispanic population. Of those online, 77% have broadband access. According to Millie Carrasquillo of Telemundo, 80% of online Hispanics use broadband. The “Chronicle” report by Mercanti Group said US Hispanic consumers have some of the largest disposable incomes of any minority group. Hispanic American buying power will grow to a projected $1.3 trillion in 2011, up from $838 billion in 2006.
 Nineteen percent of persons age 18-34 have listened to Internet radio in the past week, more than eight in ten Americans are online from any location, and internet radio audience skews male and younger, but attracts a wide range of ages.

Among Hispanics in established communities who use the internet, 40% regularly visit Hispanic or Spanish-language websites. This number jumps to 61% in emerging communities.

Top 10 Web Properties for the U.S. Hispanic Audience 
	1
	Yahoo Sites

	2
	Time Warner Network

	3
	Microsoft Sites 

	4
	Google Sites 

	5
	Fox Interactive Media 

	6
	eBay

	7
	Ask Network 

	8
	Amazon Sites 

	9
	Apple Computer

	10
	Wal-Mart


Source: comScore 

Top 10 Web Properties for the U.S. Population as a Whole 
	1
	Yahoo Sites

	2
	Time Warner Network

	3
	Microsoft Sites 

	4
	Google Sites 

	5
	eBay

	6
	Fox Interactive Media

	7
	Amazon Sites

	8
	Ask Network 

	9
	Wal-Mart

	10
	Viacom Digital 


Source: comScore 

Top 10 Spanish-language Web Sites
Sites visited in the 'last 30 days' by users 

	1
	Univision.com

	2
	Telemundo.com

	3
	Terra.com

	4
	Espanol.Yahoo.com

	5
	Lamusica.com

	6
	Latino.AOL.com

	7
	Esmas.com

	8
	CNNEspanol.com

	9
	HispanicVista.com

	10
	Migente.com


Source: Experion Simmons 

The weekly Internet Radio audience has increased 50% over the past year.         [image: image3.jpg]Weekly Internet Radio Audience
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Internet radio attracts an upper-income audience, with weekly Internet radio listeners 36% more likely to live in a household with annual income of $100K+ than the general US population 18+.
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Projections

Assuming the current rate/trend stays the same (1,075 of 13,714 stations or 7.8% of U.S. stations are Hispanic), we know there were 12,615 stations in the U.S. in 1999. At this rate, 989 stations were Hispanic in that year. If national stations continue to grow at 1,099 stations every eight years, this means 137 new stations are added every year. We can project the following:

	Year
	Total # of Stations
	Hispanic
	Other

	2008
	13,848
	1,080
	12,768

	2009
	13,985
	1,090
	12,895

	2010
	14,122
	1,101
	13,021

	2011
	14,259
	1,112
	13,147

	2012
	14,396
	1,122
	13,274

	2013
	14,533
	1,133
	13,400

	2014
	14,670
	1,144
	13,526

	2015
	14,807
	1,154
	13,653


Radio Trends

According to Radio and Internet News, radio listening has been down more than 10 percent (at home, work, and other places) since the year 2000.  Redlands CRC writes, "According to C|Net and The NPD Group, the number of listeners to radio media has declined by 4 percent against the previous year, and the number of people listening to music on their computer has risen 22 percent. The study has also shown that online radio station listeners have increased to 53.5 million this March, up from 45.3 million a year ago. Music streaming also saw a greater uptake in listeners this year, with an increase of 37 percent compared to the previous year."  Numbers like these demonstrate that radio’s primary competition seems to be the internet and iPods.
 Along with plans to bring internet radio to the iPod, the competition can only rise.

Crown Financial Ministries: What Are We Doing?
Communication Mix (Radio, Newsletters, Newspapers, Direct Mail, Email, etc.)
Crown is currently on a total of 254 Spanish stations in the U.S. Most of these are talk radio with little music in between, if at all. Eighty-one of these stations air the 5-minute daily and 173 air the Money Matters program. 

Megan Pacheco, Media Director of Crown Financial Ministries says, 
As far as our programming is concerned, we have never paid a penny to air programs. What the stations are looking for is good quality programming (which is still not that common in Spanish broadcasting). Once they find quality programs, they often air for free. [They are] very relational, always eager to have [a] live interview with Andres. According to Edwin's [Media Director in Guatemala] record we have 853 [Spanish] stations but 1708 actual outlets that air our programming.
This means that 29.7% of the Spanish stations Crown is on are represented in the U.S. 
In regards to direct mail, she says, “As far as I can re-call we have had only 1 direct mail to the Hispanics in the US…promoting the Small Group. I am pretty sure we did not have much response. I am not sure if Direct mail would be the way to reach Spanish-speaking audience here in the US.”
Stations now tend to come to us because of the extent of the programming. We conducted a promotional campaign from 2000-2001 but since then, the Spanish radio ministry has been mostly referral based related to growth. Limited resources at Crown have prevented full-time pursuit of radio programming growth.  

In speaking with Curtis Schwartz, I found it is very difficult to find a permanent Hispanic church. Most of them are very transient (churches as well as individuals, which is why mass media is the best way to reach them). We spent thousands of dollars for about $1,000 return on the initial test direct mail (10,000 pieces) for Spanish SGS in late 2005. TV and radio are the primary ways to reach them, but we have to pick markets for this specifically. This has to be driven toward who knows Crown (do the people in the area for targeted radio know Crown well?). They prefer certain markets- expensive and very focused targeted markets. We are not experienced in TV, and products are not being embraced in the US the way they are overseas. 
There are many success stories of positive interaction with Spanish radio stations. Here are a few:

Lee Menendez, Catholic Team Leader in South Florida says:
Eva Cordova and I were interviewed last month at Radio Paz, which is a Spanish and catholic radio station in south Florida.  Eva gave a short presentation about Crown at a ministry meeting in which the radio announcer was present. She became interested in Crown, signed up to become a small group leader and asked Eva if we could be interviewed on the radio. We provided the announcer with the questions, which made it much easier.
Gerald Gillespie from Crown Financial Ministries also says:

“We have an internet based Hispanic Radio station offered by WMIT in Black Mountain NC. Here is a link with more information about their programming.  http://www.wmit.org/programming/la_luz_de_cristo.html. We have a great relationship with WMIT.”

Spanish Seminars/Other Spanish Events 

“My church Providence Baptist Church is planning a Journey to True Financial Freedom seminar on December 1 in Spanish and English.  We are planning on getting BB&T bank to run several radio ads for the seminar. Juan and I discovered that most of the Spanish churches we were discussing Crown activities did not know who Crown was at all, so it was a little difficult to get as many small groups and seminars as we want to for the area.  So we decided that we needed to get the word out that Crown was getting started in the area.”  

“We have had several opportunities to work with a Spanish radio station. Our Spanish Team Leader, [JTFF] Seminar instructor, Money Map Coach and Money Map on-line Coach, Juan Barco, participated on a live call in show.  The name of the radio show was “Radio Palante” on 103.5 FM (also on-line) out of Carrboro and Chapel Hill, NC.  He was on the air for three Friday afternoons from 5 pm to 6 pm on March 2, 9, and 16 of 2007.  The target audience [was] Hispanic teenagers. The show has a small market.  We received several request for Money Map coaching in Spanish after the show.  It was a great experience for Juan to get him comfortable with the format. Some of the issues discussed were personal budgeting, setting personal goals, opening saving accounts, completing a 30 day diary, contentment, counting the cost, setting limits, etc. I know that San Antonio, Austin and the Rio Grande Valley also run Crown programming on their stations, but I do not know of any personal contacts with Crown field staff in those areas.”

“The Houston Spanish radio personality is Dolly Martin, KHCB Radio network, broadcasting in Houston, Galveston and Kerrville Texas 105.7 FM. This station broadcasts in both English and Spanish and they broadcast “Hey Howard” in English on the Spanish stations. Martha and Ricardo de la Fuente have a local relationship with Dolly…as Martha has been interviewed by Dolly as a Spanish speaking Christian CPA and Dolly also has a pretty good relationship with Andres Panasiuk.  I believe Crown has had a relationship with this station for about 10 years.  Andres comes to Houston once a year to preach at Lakewood Church (largest in the country)…to their Spanish congregation (5 to 6,000) and Dolly promotes Andres’ trips to Houston each year.

Spanish Product Sales (equivalent product available in English)
	Title 
	Jan – Dec 2006
	Jan – Aug 2007

	Crown 10 Week Bible Study
	2,225
	1,231

	Leader’s Guide to SGS
	548
	286

	Business By the Book
	196
	13

	Your Money Counts
	2,213
	2,252

	Using Your Money Wisely
	55
	40


In order to promote our Spanish web presence we can do the following…
1. Get involved in other websites besides our own, preferably with “viral” capabilities.

2. Growing Leaders, a ministry directed by Tim Elmore which focuses on cultivating leadership in youth, is now on Facebook. There is a whole group on Facebook dedicated to this ministry, and people are encouraged to get into the group and share their stories related to the ministry by “posting” on the wall of the group. What acceptable social online networks can Crown become a part of to attractively communicate to the younger generations?
3. Bill Davis, Area Director in SE Florida, says “[We need to] attach information in Spanish on the Small Group Study on the SGS page on the website…Spanish brochures/inserts for the Small Group Study and Seminar, since those are the items we have in both languages.”
4. If we have the means of bringing on a promotional/advertising position, this should improve our radio airtime, not to mention product lines, attendance at seminars and other events through planning and follow-up, and an overall larger awareness of the value of what we present—not only in the waiting opportunities of reaching the Hispanic community, but reaching the world with the much needed message of financial stewardship. 
Dale Vick, Crown Area Director of Hispanic Ministry in Dallas TX, says:
The Hispanic radio market today in the USA is a fast growing market. There are currently 300 million Americans. (The 300th million American was born in October, 2006 in New York to a Puerto Rican, Nicaraguan, Cuban parent.) 
The Hispanic community has not yet learned how to give to support those radio ministries to which they listen much less do they support their local church in a biblical tithe. For that reason, many local Hispanic pastors have to work a part-time or full-time job just to support their families. As a result, the churches stay small (100+) because the pastor does not have the time to adequately shepherd his flock.
I [Dale] am the President and CEO of the Hispanic Christian Radio Network a partner of Criswell Communications here in the Dallas-Ft. Worth area. The cost to purchase an AM station in the Dallas-Ft. Worth area would cost $5 to 20 million dollars. We were not able to raise the funds through the local Hispanic community so we used the sub-carrier frequency of a Christian Radio station (KCBI 90.9 FM) and built and sold (at a subsidized price) 7,000 sub-carrier radios to minister in some way to the people in their language, Spanish. For the most part, the Anglo and African American community supported financially this ministry. It has been very difficult raising financial support from the Hispanic community for projects like these.
The number of Hispanic people listening to radio weekly is fairly consistent across genders for people 18-64, with Hispanic Women 18+ tuning in just slightly more than Hispanic Men 18+. Interestingly, older Hispanic people 65+ of both sexes are the least likely to tune in to radio each week. Among Hispanic men, share of radio listening (96.5%) peaks among 25- to 34- year olds. For Hispanic females, listening peaks among young adults 18-24 (97.6%)

Radio listening among the Hispanic audience starts picking up at 6 AM weekday mornings and remains strong through 6 PM, after which it starts to taper off. Peak listening times on Saturday and Sunday center around the noon hour – from 9AM to 3 PM. Listening is lowest on both weeknights and weekend nights from 12 midnight to 5 AM. On weekdays before 7AM and after 7PM the vast majority of Hispanic listeners are listening at home. Between those hours a giant shift occurs, with more than 60% of Hispanic listeners, on average, tuning in someplace away from their homes. Around-the-clock, at least half of Hispanic listeners tune in at home. Away-from-home weekend listening is highest from 12Noon through 7PM. Hispanic women in general are more likely to listen at home whereas the Hispanic Man 25-54 are most likely to listen at places outside the home. Women and Men 65+ are more likely to listen at home.
Favorite Hispanic Radio Formats
Mexican Regional 18.4%

Spanish Contemporary 12.0%

Spanish Tropical 7.3%

Spanish News/talk 3.4%

Tejano 1.0%

The Christian Spanish stations did not make the Arbitron cut.

Areas with the strongest influence

1. Los Angeles 

2. New York 

3. Miami-Ft. Lauderdale-Hollywood 

4. Chicago 

5. Houston-Galveston 

6. San Francisco 

7. Dallas-Ft. Worth 

8. McAllen-Brownsville-Harlingen 

9. Phoenix 

Atlanta is # 21.

Bottom line is the Hispanic people listen to the radio all the time. For retail sales it is a billion, maybe trillion dollar business. We just have a major financial problem with the Hispanic Christian community in supporting their local non-profit Hispanic Christian radio network. We thank the Lord for the continued support of the other cultures who give their financial support so that the message of God’s love in Spanish can be heard, but the Hispanic community must step up and support the ministries they benefit from.

The last Saturday of every month I [Dale] host a half hour radio program (8PM-8:30PM) in Spanish on 91.7 FM (KVTT) here in the Dallas area. Appreciate your prayers as we battle to inform the Truth of God’s Word.

Summary
How can we provide the best solutions and reach the most people while still representing Christ in an excellent way? The first step is to know our audience: how many, where they live, what they do, what they value. If we keep going at the current rate, we will have 1,154 Hispanic stations airing Crown programs in the United States in the year 2015. Since most Hispanics listen to the radio primarily away from home, keeping it shorter is key. Most people’s attention spans are less than ½ hour today! Somehow, advertising these stations should be done. Just because someone is a believer, it doesn’t guarantee they listen to Christian radio stations; they could very well listen, but many do not know about Crown’s broadcast at all. 
As everyone knows, there are many types of radio, and online radio is becoming more and more of a competitor of regular terrestrial radio, especially with the upcoming use of portable radio streaming devices, specifically iPods. Terrestrial radio seems to be ebbing more than growing, and could forecast potential changes in the near future. However: this trend does not seem to greatly involve the Hispanic population; at least not currently. Most non-U.S. Hispanics tend to prefer terrestrial radio over “streaming” radio. Although U.S. Hispanics go online more than non-U.S. Hispanics, it doesn’t seem like they are primarily listening to online radio (yet). This could change in the next few years, however, and knowing the trends in these areas will enable us to react correctly while enabling us to move more toward a proactive approach in dealing in reaching this population (and the world) with the priceless principles of being faithful stewards of God’s money and possessions.   
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� � HYPERLINK "http://www2.sims.berkeley.edu/research/projects/how-much-info/broadcast.html#copiesradio" ��http://www2.sims.berkeley.edu/research/projects/how-much-info/broadcast.html#copiesradio�


� � HYPERLINK "http://www2.sims.berkeley.edu/research/projects/how-much-info/broadcast.html#copiesradio" ��http://www2.sims.berkeley.edu/research/projects/how-much-info/broadcast.html#copiesradio�


� � HYPERLINK "http://www.chriskern.net/history/voaFirstOnTheInternet.html" ��http://www.chriskern.net/history/voaFirstOnTheInternet.html�


� � HYPERLINK "http://www.truemeasure.com/onlineStatistics.php" ��http://www.truemeasure.com/onlineStatistics.php�





� � HYPERLINK "http://www.chauy.com/2007/07/hispanic-latino-americans-online/" ��http://www.chauy.com/2007/07/hispanic-latino-americans-online/� 


� � HYPERLINK "http://www.chauy.com/2007/07/hispanic-latino-americans-online/" ��http://www.chauy.com/2007/07/hispanic-latino-americans-online/� 


� � HYPERLINK "http://www.truemeasure.com/onlineStatistics.php" ��http://www.truemeasure.com/onlineStatistics.php�


� � HYPERLINK "http://www.stateofthenewsmedia.org/2007/narrative_ethnicalternative_publicattitudes.asp?cat=7&media=10" ��http://www.stateofthenewsmedia.org/2007/narrative_ethnicalternative_publicattitudes.asp?cat=7&media=10� 


� � HYPERLINK "http://www.stateofthenewsmedia.org/2007/printable_ethnicalternative_contentanalysis.asp" ��http://www.stateofthenewsmedia.org/2007/printable_ethnicalternative_contentanalysis.asp� 


� � HYPERLINK "http://www.truemeasure.com/onlineStatistics.php" ��http://www.truemeasure.com/onlineStatistics.php� 


� � HYPERLINK "http://www.commonfrequency.org/radiofuture.html" ��http://www.commonfrequency.org/radiofuture.html� 





� � HYPERLINK "http://www.kurthanson.com/archive/news/090507/index.shtml" ��http://www.kurthanson.com/archive/news/090507/index.shtml� 


� Pedro Rosario, Crown District Director, North Carolina


� Jim Bice, Crown District Director, South Texas


� Dale Vick, Area Director Hispanic Ministry, Dallas TX
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