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Company Profile

Televisa is the largest media company in the Spanish-speaking world based on its market capitalization and a 

major participant in the international entertainment business. It operates four broadcast channels in Mexico 

City, produces and distributes 25 pay-TV brands for distribution in Mexico and the rest of the world, and exports 

its programs and formats to the U.S. through Univision Communications Inc. (“Univision”) and to other television 

networks in over 50 countries. 

Televisa is also an active participant in Mexico’s telecommunications industry. It has a majority interest in Sky, 

a leading direct-to-home satellite television system operating in Mexico, the Dominican Republic and Central 

America. Televisa also participates in Mexico´s telecommunications industry in many regions of the country 

where it offers video, voice, and broadband services. 

Televisa also has interests in magazine publishing and distribution, radio production and broadcasting, 

professional sports and live entertainment, feature-film production and distribution, the operation of a 

horizontal Internet portal, and gaming. 

In the United States, Televisa has equity and debentures that, upon conversion and subject to any necessary 

approval from the Federal Communications Commission (“FCC”) in the United States, will represent 

approximately 38% on a fully diluted, as-converted basis of the equity capital in Broadcasting Media Partners, 

Inc. (“BMP”), the controlling company of Univision, the leading media company serving the United States 

Hispanic market.

As the world evolves our audiences and customers 

become more demanding and sophisticated, Televisa 

remains always present delivering to our audiences high 

quality entertainment and to our customers competitive 

video, voice, and data services.
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TELEVISA
AT A GLANCE:

Content

In 2014, Televisa produced more than 94,000 hours of content 

for free-to-air and pay-TV

Contribution to Sales: 42.8%

Contribution to OSI*: 48.1%

Advertising

Televisa operates four broadcast channels —2, 4, 5, and 9— in 

Mexico City and complements its network coverage through 

affiliated stations, throughout the country, in which it provides 

advertising services. Televisa also sells advertising on its pay-TV 

networks and internet assets. 

Contribution to Sales: 31.2%

Network Subscription Revenue

Produces and distributes 25 pay-TV brands and close to 50 

feeds. In the United States, Televisa distributes its pay-TV chan-

nels through Univision. Produced approximately 24,500 hours of 

content in 2014 for pay-TV networks.

+40.3 million pay-TV subscribers

Contribution to Sales: 3.5%

Licensing and Syndication

Exports its programs and formats to television networks around 

the world. In the United States, Televisa distributes its content 

through Univision under a Programming License Agreement 

(PLA). The PLA, which was extended in 2010 to at least 2025, 

resulted in royalties to Televisa of US$313.7 million in 2014. The 

royalty rate is set to increase from the current 11.91 percent on 

much of Univision’s audiovisual revenues to 16.22 percent start-

ing in December 2017. 

Over 80 countries worldwide (approximate reach)

Contribution to Sales: 8.0%



- 3 -

Sky

A leading direct-to-home satellite television system. Sky oper-

ates in Mexico, Central America and the Dominican Republic. 

Demographic expansion through new packages: VeTV. More 

than 622,000 subscribers added in 2014.

Subscriber base: 6.6 million

Contribution to Sales: 21.5%

Contribution to OSI*: 25.5%

Telecommunications

Our cable operations offer video, voice, and broadband services 

in Mexico City, Monterrey, Tijuana, Zapopan, Ciudad Juárez, 

Querétaro, Mérida, Mexicali, Chihuahua, San Luis Potosí, Aguas-

calientes, and other cities in Mexico. Bestel provides data and 

network services, and value added services for enterprises in 

Mexico and the United States.

Contribution to Sales: 25.7%

Contribution to OSI*: 24.4%

In January 2015, Televisa acquired Telecable, which contribut-

ed with an additional 650,000 RGUs the majority of which are 

video RGUs.

* Operating segment income (OSI) is defined as operating income before corporate expenses, depreciation and amortization, and other expense, net. For a reconcilia-
tion of total operating segment income with consolidated operating income, see Note 25 to our year-end consolidated financial statements.

Other Businesses

Publishing: The leading Spanish-language magazine publisher; 

in 2014 produced 182 titles. 

Gaming: Casino sites and online lottery business.

Soccer: A first division soccer team of the Mexican league and 

Mexico’s Azteca stadium.

Radio: Network of owned radio stations, complemented by affil-

iated radio stations owned by third parties.

Feature-Film Distribution: Distributes movies in Mexico and the 

United States. 

Publishing Distribution: Distributes publications in Mexico and 

Latin America.

Contribution to Sales: 10.0%

Contribution to OSI*: 2.0%

Unconsolidated businesses

Univision: 8% direct economic interest in the leading Span-

ish-language media company in the United States and the num-

ber five network regardless of language. Upon conversion of the 

debentures held by Televisa and subject to obtaining any neces-

sary approval of the FCC, Televisa will hold approximately 38% of 

the equity capital of Univision on a fully diluted basis.

Ocesa Entretenimiento: 40% equity interest in a live-entertain-

ment company in Mexico and Central America. Organized nearly 

4,100 events in Mexico and Central America in 2014. Most suc-

cessful show: Festival Corona Capital 2014.

Segment net sales

43% Content
  31% Advertising
   8% Licencing and Syndication
   4% Network Subscription Revenue

26% Telecommunications
21% Sky
10% Other Businesses

Operating segment income

48% Content
26% Sky
24% Telecommunications
  2% Other Businesses

RGUs1

Video 3,356,732

Broadband (data) 2,288,709

Voice 1,228,182

Total RGUs 6,873,623
1 Includes Cablevisión, Cablemás, TVI, and Cablecom.
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The past year was transformative for Televisa. The resulting 

changes in Mexico’s broadcasting and telecommunications 

industries have created challenges and opportunities for all 

participants. We have prepared well for this transformation 

and are using our unparalleled expertise in the production of 

content, investments in infrastructure, sound balance sheet 

and unique business model to strengthen our company and 

expand our opportunities for growth.

The past year was transformative for Televisa. The resulting 

changes in Mexico’s broadcasting and telecommunications in-

dustries have created challenges and opportunities for all par-

ticipants. We have prepared well for this transformation and are 

using our unparalleled expertise in the production of content, 

investments in infrastructure, sound balance sheet and unique 

business model to strengthen our company and expand our op-

portunities for growth.

The regulatory framework for the broadcasting and telecom-

munications industries underwent a dramatic transformation. 

In March 2014, Televisa was designated by the regulator as a 

preponderant economic agent in Mexico’s broadcasting indus-

try, resulting in a number of specific measures applicable to our 

broadcasting business including the requirement to share our 

passive broadcast infrastructure with third parties. These mea-

sures were on top of the measures that resulted in the loss of our 

retransmission revenue a year prior. Furthermore, the regulator 

has awarded a license for a new broadcast network in order to 

expand the number of viewing choices and increase competi-

tion in such sector. Televisa welcomes competition. Throughout 

these regulatory developments, Televisa has complied with all 

the measures applied, in a rigorously and timely manner. 

Similarly, significant regulatory changes were put in place in 

Mexico’s telecommunications sector and on that sector’s pre-

ponderant economic agent. These changes include, among 

others, price controls for fixed and mobile rates, more efficient 

number portability, the elimination of domestic long distance 

charges and asymmetric interconnection payments. All of these 

will level the playing field and result in greater competition 

and opportunities for telecommunications companies. These 

changes, which are necessary for the development of Mexico’s 

telecommunications industry, will greatly benefit the end user 

with better services at lower prices. Over the years Televisa has 

made substantial investments in this industry that, together with 

a new regulatory environment, should allow us to create further 

value for our shareholders.

Shifting demographics and market dynamics are in our favor 

both in and outside of Mexico. In Mexico, advertising represents 

an underdeveloped revenue stream at only around 0.40 percent 

of GDP, lower than that of Brazil and Argentina. Notably, on a per 

capita basis, Mexico’s advertising spend represents one tenth of 

advertising spend in the United States. Further development of 

the economy in Mexico should lead to greater spending on ad-

vertising as many underrepresented categories gain relevance. 

DEAR FELLOW 
SHAREHOLDERS:
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In addition, regulation now put in place to increase the degree 

of competition in many industries, such as the telecommunica-

tions and oil and gas industries, should help expand spending 

on advertising.

The number of Mexican households with pay TV, at slightly over 

50 percent, is low. We consider there is potential for pay TV 

penetration to continue growing at a solid pace over the next 

few years. In addition, within our own cable video customers, 

data penetration is very low, and voice penetration is even low-

er. Accessible video, voice and data offerings should continue 

driving the growth in the number of households subscribing to 

these services. 

Beyond Mexico, the Hispanic population in the United States is 

among that market’s fastest growing segments, both in terms of 

size and purchasing power. Distributed through Univision, Tele-

visa’s content represents U.S. Hispanics’ preferred form of au-

diovisual entertainment. Univision’s extensive reach and follow-

ing in the United States is unparalleled, and the content licensing 

agreement between Univision and Televisa is very favorable to 

both parties.
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2014 was also a year of refocusing our efforts and our uses of 

capital. We sold our 50 percent interest in Iusacell, the mobile 

telephony operator. The divestiture of our stake in Iusacell elimi-

nated an element of uncertainty for Televisa in terms of potential 

additional capital needs. This step allowed us to put that capital 

to work in our telecommunications segment, where we are able 

to generate greater returns.

Televisa will continue to seek ways to offer mobility to our cus-

tomers, but we do not contemplate doing so in a capital inten-

sive way. The regulatory changes have created opportunities to 

apply business models that have been successful in other parts of 

the world and do not require the capital intensity of a traditional 

mobile operator. We are exploring such opportunities carefully, 

developing the relationships with a number of global leaders in 

this industry, and evaluating platforms and business models to 

ensure Televisa has a successful participation in mobile.

Televisa’s strategy to diversify its sources of revenue continues to 

be highly successful. Over the past decade, our dependence on 

cyclical advertising revenues has declined substantially and now 

represents less than one third of consolidated revenues. Going 

In 2014 we invested close to 

US$700 million 
to upgrade our cable plant 

and support further growth
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forward, we will continue to expand our sources of content rev-

enue and grow our distribution business. Over the medium to 

long-term, three opportunities for revenue growth stand out:

• First, we believe that the U.S. Hispanic market will continue to in-

crease in relevance. Hispanics in the United States are our most 

important demographic after Mexico, and therefore, serving this 

market is a key component of Televisa’s long- term strategy. Un-

der our long-term content licensing agreement with Univision, 

we provide them with unlimited access to substantially all of the 

content we produce and Univision makes a royalty payment to 

Televisa of close to 12 percent of their audiovisual revenue. In 

2014, this payment was equivalent to US$314 million. Most im-

portantly, the royalty rate is set to increase by about 36 percent 

in three years at no incremental cost to Televisa. Separately, we 

own approximately 8 percent of the equity capital of Univision 

and we own convertible debt for an additional 30 percent. We 

are an economic beneficiary of Univision and we have a vested 

interest in its continued success.

• Second, Sky, the DBS operation that we own in partnership with 

DirecTV, is a unique asset with a tremendous opportunity. Sky 

has tripled in size since 2009, when we launched its low-cost, 

pre-paid offering, and today has a very loyal customer base of 

close to 6.6 million subscribers. During 2014, Sky continued to 

have solid success with net subscriber additions for the year of 

over 622 thousand. Two thirds of subscribers spend, on average, 

less than US$11 dollars per month. As the macroeconomic envi-

ronment improves and households express a desire to subscribe 

to richer pay TV offerings, Sky will have a unique opportunity to 

accelerate its revenue growth.

• Third, we have continued to extend our Telecommunications 

footprint in Mexico in order to expand our growth potential in 

this industry. In the last six months alone we acquired two more 

cable companies, and in 2014 we invested close to US$700 

million to upgrade our cable plant and support further growth. 

In the aggregate for our cable operations as of year-end 2014, 

our share of voice and data subscribers in the country was only 

6 percent and 17 percent, respectively. For us, this is just the 

beginning. We believe that we are well positioned to continue 

growing our presence in these segments.

For Televisa 2014 was an important, strategic year of develop-

ment. Establishing new company records, Televisa’s consoli-

dated revenues were up by 8.6 percent and operating segment 

income was up by 8.1 percent over the year. Televisa’s balance 

sheet is sound and its net debt to operating segment income 

ratio is 1.3x, among the lowest in the industry. A strong balance 

sheet is one of the pillars of Televisa’s business strategy. We are 

committed to growing the value of Televisa for the long-term. In 

this regard, we concluded 2014 as the 5th largest publicly traded 

company in Mexico by market capitalization. In sum, 2014 was 

a year of both transformation and opportunity. Our success in 

navigating the significant regulatory changes in Mexico proves 

that Televisa can adapt and thrive.

Finally, I would like to note that Televisa has adopted a sustain-

ability strategy with clear and measurable objectives that will 

result in actions that are aligned with our business strategy. As 

part of this strategy, Televisa is focusing on managing social, cor-

porate governance and environmental risks that could have an 

economic impact, in order to protect the value of our brand and 

our business. 

We are excited about our long-term business growth potential. I 

strongly believe that we have the leadership, the experience and 

the right business model to continue creating long-term value 

for our shareholders. Our focus will continue to be producing 

exceptional content and ensuring it is available broadly, expand-

ing the value and potential of Sky, investing in our cable infra-

structure to support growth and turning our multiple cable oper-

ations into a world-class telecommunications enterprise. 

My profound gratitude to our employees, management team, 

and Board of Directors for their hard work; to our audiences and 

customers for their loyalty; and to our shareholders for the trust 

you place in Televisa.

Emilio Azcárraga Jean

Chairman of the Board, President and CEO of Grupo Televisa
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FINANCIAL 
HIGHLIGHTS

2014 2013 VAR. % 

Consolidated net sales Ps. 80,118 Ps. 73,791 8.6

Operating segment income1 32,280 29,860 8.1

Segment margin 39.6% 39.7%

Operating income 13,956 18,738 -25.5

Margin 17.4% 25.4%

Net income attributable to stockholders of the Company 5,387 7,748 -30.5

Earnings per CPO 1.87 2.71

Shares outstanding at year-end (in millions) 338,056 335,501

Cash and cash equivalents at year-end Ps. 29,729 Ps. 16,692 78.1

Temporary investments at year-end 4,789 3,723 28.6

Long-term investments at year-end 5,973 4,647 28.5

Total debt at year-end2 80,998 60,056 34.9

Net debt position at year-end 40,507 34,994 15.8

1 Operating segment income (OSI) is defined as operating income before corporate expenses, depreciation and amortization, and other expense, net. For a recon-
ciliation of operating segment income with operating income, see Note 25 to our year-end consolidated financial statements.
2 Total debt is presented at its principal amount net of finance costs incurred.

In millions of Mexican pesos, except per CPO amounts and shares outstanding.
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Segment 
net sales
billions of pesos (as reported)

Operating 
segment income
billions of pesos (as reported)
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As one of the leading producers of Spanish-language content in 

the world, Televisa has been able to consistently expand its con-

tent revenues year after year, while maintaining strong profitability, 

and 2014 was no exception. Key to our steady growth has been 

the diversification of our sources of revenue that derive from our 

content. These range from advertising in free to air television, pay-

TV, and digital platforms, to network subscription revenue, to li-

censing and the export of our content worldwide.

In 2014 our Content segment faced many challenges including a 

weak economic environment, which translated into a slow adver-

tising market, and the impact of the must-offer regulation. Despite 

that, our Content Segment revenue expanded 3.1 percent and de-

livered an operating segment income margin of 44.6 percent thanks 

to the consistency in the success of our shows and the financial dis-

cipline with which we run all our businesses. 

In 2014 we produced over 94,000 hours of content including tele-

novelas, newscasts, and reality shows. These content producing 

capabilities allow us to consistently deliver high quality program-

ing that can then be monetized in different markets and different 

platforms. Moreover, it encourages us to experiment in the cre-

ation of new shows and formats that are appealing to different 

audiences and new advertisers. For example, in 2014 we produced 

a variety of new shows and formats aimed at a younger audience 

that we distribute through Channel 5 and its affiliated networks, 

under the brand “Barra PM”. We believe these shows will also find 

an audience in the U.S. Hispanic market and in other countries 

around the world. 

By employing the best talent, developing the most attractive 

stories, and leveraging our content production expertise, we will 

continue to produce high quality content that transcends our 

borders and that fuels the performance of our three sources of 

content revenue: Advertising, Network Subscription, and Licens-

ing and Syndication.

PRODUCING AND DELIVERING HIGH 
QUALITY SPANISH-LANGUAGE CONTENT  
to our audiences in Mexico and around the world

ALWAYS PRESENT 

• Producing and distributing content for more than 55 years

• Generating content for all demographics 

• Developing a long lasting bond between our viewers and Televisa

• Creating new formats that find an audience in Mexico and are 

exported internationally

• Delivering our content through free-to-air TV, pay-TV, and new 

interactive media platforms

Our Content Segment
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CONNECTING OUR AUDIENCES WITH 
OUR ADVERTISING CUSTOMERS

ALWAYS PRESENT 

• Evolving commercially together with technology 

and our clients’ needs

• Delivering new and innovative shows that reach 

every segment of the population

• Helping our customers communicate the value of 

their brands

Content: Advertising

Our four free-to-air channels in Mexico City —2, 4, 5, and 9— 

which Televisa operates through a combination of owned and 

affiliated network stations throughout Mexico, generate the larg-

est portion of our advertising revenues. These channels broad-

cast high quality and relevant content which maintains an im-

portant share of the free-to-air TV audience. 

We also generate advertising revenue through our portfolio of 

pay-TV networks. These networks contributed 6.0 percent of ad-

vertising revenue in 2014, growing by 20.0 percent. Thanks to the 

combination of free-to-air channels, pay-TV networks, and new 

media platforms, Televisa is well positioned to continue expand-

ing its advertising revenue base.

In 2014, advertising represented 73.0 percent of Televisa’s con-

tent revenues, and 31.2 percent of consolidated revenue. Our 

advertising revenues were positively impacted by the transmis-

sion of the 2014 Soccer World Cup, but faced the challenge of 

a weak Mexican economy, and the introduction of regulation 

that restricts television advertising during certain time slots for 

high-caloric food and beverages. As a result advertising revenues 

grew 2.4 percent in 2014. 

Today Televisa has a multiplatform advertising strategy that in-

cludes free-to-air channels, pay-TV networks, and digital plat-

forms. Through these platforms, and thanks to our unique con-

tent offering, our advertising customers can reach their market-

ing goals and access their desired demographics.

In 2014, advertising  
revenues represented

31.2%
of segment net sales
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Revenues
billions of pesos (as reported)
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24,500 hours
of content for its pay  
tv networks

By leveraging our large library of content and as one of the 

world’s leading producers of original Spanish-language content 

for pay-TV platforms we now commercialize 25 pay-TV brands 

through approximately 50 domestic and international feeds 

reaching 40.3 million subscribers around the world. During 2014, 

Televisa produced over 24,500 hours of content for its pay-TV 

networks, adding more than 4.5 million new subscribers with an 

average of 6.0 networks per subscriber. 

This year, Televisa Networks extended its entertainment offer-

ings with the launch of the UFC Network, a channel showcasing 

high-profile UFC championships and events.

In spite of strong competition, in 2014, Televisa’s pay-TV net-

works remained among the most watched networks on pay-TV 

platforms in Mexico and our audience levels increased by 14% 

versus 2013. 

• Reaching an expanding pay-TV audience through orig-

inal programing

• Leveraging our content library to develop new pay-TV 

networks

• Bringing together new advertising customers with their 

target audiences

OFFERING A DIVERSIFIED PORTFOLIO 
OF PAY-TV NETWORKS 

Content: Network Subscription Revenue

ALWAYS PRESENT 
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PRODUCING STORIES WITH  
UNIVERSAL APPEAL

ALWAYS PRESENT 

Content: Licensing and Syndication

Televisa’s content has universal appeal; as a result, our content 

reaches millions of people around the world. In 2014, we ex-

ported close to 87,000 hours of our original programming to 

over 80 countries.

Growth in our licensing business has been driven primarily by 

our Program License Agreement (PLA) with Univision. In 2014, 

we received US$313.7 million in the form of royalties from Uni-

vision, a 14.8 percent increase from the previous year. Televisa’s 

content fills the entire prime-time grid of Univision Network. 

Televisa´s content is also used by Univision for its second free 

to air network and for its portfolio of pay TV networks. Our 

content has great appeal in the U.S. For example, our novelas 

have allowed Univision to become the most watched network 

on Friday nights, surpassing every other broadcaster in the U.S., 

regardless of language. 

Under the current license agreement with Univision, Televisa re-

ceives a royalty of 11.91 percent of substantially all audiovisual 

revenue generated by Univision. The agreement includes an in-

crease in the royalty rate on December 2017 to 16.22 percent 

of substantially all audiovisual revenue generated by Univision, 

subject to certain exclusions and deductions.

87,000 hours
of original programming  
exported to over 80 countries

• Delivering stories with high production values that 

transcend borders, languages, and cultures

• Expanding our reach to new territories 

• Exploring new formats and collaborating with 

production houses around the globe

• Developing alternative strategies to monetize our 

large library of content
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Univision royalties
US$ millions
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BUILDING A  
TELECOMMUNICATIONS NETWORK  
that delivers state of the art pay-TV, telephony, and broadband services

7.5 million
Revenue Generating  
Units (RGUs)

2014 was an important year for Televisa’s Telecommunications 

segment. We continued with our strategy of consolidating the 

cable industry in Mexico through the acquisition of 100% of the 

equity interest of Cablecom, a telecommunications company 

operating in central Mexico. We started consolidating Cable-

com in our financial reports in September. Then, in January 

2015, we acquired 100% of the equity interest of Telecable, 

another telecommunications company with operations in the 

states of Guanajuato, Jalisco, Aguascalientes, Querétaro, Tam-

aulipas, and Colima.

Cablecom and Telecable complement our telecom assets, 

which reach many important cities in Mexico with a network of 

over 125,000 kilometers1 of fiber and coaxial cable. 

As of year-end 2014, Televisa’s Telecommunications segment pro-

vides video services to 3.4 million RGUs, broadband services to 2.3 

million RGUs, and voice services to 1.2 million RGUs throughout 

the country. The Telecable acquisition expanded the number of 

RGUs by 650,000 the majority of which are video RGUs.

1 Includes close to 18,400 kilometers of fiber operated by GTAC a consortium 
formed by Televisa, Telefónica, and Megacable to lease dark fiber of the Mexican 
Electricity Commission (CFE)

Telecommunications

ALWAYS PRESENT 

Through these acquisitions, Televisa reiterates its confidence in 

Mexico and in the telecommunications sector and continues to 

pursue its strategy to establish a telecommunications company 

with national coverage that delivers more and better services 

through state of the art technology and internationally compet-

itive prices for the benefit of end users.

• Expanding our telecommunications network providing 

customers with more options

• Expanding the number of services, originally only with 

pay TV in Mexico City and now with attractive triple play 

offerings in ever expanding areas of the country

• Delivering reliable and affordable telecommunications 

solutions to Mexican families
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REACHING EVERY CORNER OF  
MEXICO AND CENTRAL AMERICA

ALWAYS PRESENT 

• Delivering a wide range of pay-TV packages for all 

tastes and budgets

• Offering exclusive sports content and the richest 

pay-TV packages

• Providing low-income segments of the population 

with access to pay-TV

• Deploying state of the art technology to reach an 

ever more demanding customer base

Sky

Sky is our direct-to-home (DTH) satellite television business. 

Although originally aimed at high-end and middle-market seg-

ments, Sky began adding value-added services and lower-priced 

packages, including VeTV, to attract new market segments in 

2009. Since launching VeTV, a prepaid pay-TV package that starts 

at Ps.169 per month, Sky has added close to 4.9 million custom-

ers. Although most of Sky’s new customers subscribe to the VeTV 

package, Sky has been able to maintain strong margins and is to-

day one of the most competitive direct-to-home pay television 

companies in the continent. 

In 2014, Sky continued to expand its customer base adding more 

than 622 thousand subscribers in spite of aggressive competition 

and growing pay-TV penetration. Sky is an important part of our 

pay TV and telecommunications business, allowing us to reach 

every corner of the country with attractive video packages, exclu-

sive sports content, and superior customer service, through the 

use of advanced digital and satellite technologies. 

In addition to offering the right pay-TV package for every budget, 

Sky subscribers can watch soccer matches held in Mexico and 

around the world, and a wide range of U.S. sports programming. 

In 2014, Sky was the only platform in Mexico that provided access 

to all 64 matches of the 2014 Soccer World Cup in Brazil.
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OTHER  
BUSINESSES

Our Other Businesses segment includes 

our publishing, gaming, radio, soccer, 

feature-film distribution, and publishing 

distribution businesses.

Our Other Businesses segment includes our publishing, gaming, 

radio, soccer, feature-film distribution, and publishing distribu-

tion businesses.

Some of these operations serve as an important complement to 

our core businesses, while others present Televisa with opportu-

nities for further diversification of its revenue base.

Publishing

Televisa publishes 182 magazine titles in several countries around 

the world. These titles cover a wide variety of consumer inter-

ests from health, beauty, fashion, and pop culture, to technology, 

travel, sports, and science. Some of our titles aim at capitalizing 

the success of Televisa’s made-for-TV content and engage the 

audience at a deeper level. 

As a result of structural challenges in the publishing industry, in-

cluding shifts in reading habits and growing competition from 

emerging platforms, we have continued to streamline our op-

erations and to seek new ways to extract maximum value from 

our brands. 
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In 2014, our customized magazine business grew 71%. We now 

customize magazines for companies like Walmart, Liverpool, 

COMEX, and FEMSA, among others. We also saw traffic to our 

online sites increase by 388% from 2013, propelling our digital 

revenues up 44%.

We are expanding the reach of our titles through our digital plat-

forms to raise brand awareness, create new business opportu-

nities, and expand content options. Through our wide range of 

titles, our Publishing business continues to offer to advertisers a 

highly targeted medium to reach their audience.

Gaming

2014 marked the fifth consecutive year of double-digit OSI 

growth. Play City, Televisa’s casino business includes 17 sites 

across the country with a total of 5,400 Electronic Gaming Ma-

chines (EGMs) and 4.3 million visitors per year. This business ex-

perienced positive growth due to the closure of irregular casi-

nos by governmental authorities, which opened the door for fair 

competition. Thanks in part to these actions, our casinos experi-

enced an increase in number and length of visits. In addition, Play 

City saw a significant increase in most of its key performance 

indicators like Coin In, Net Win per Unit, and Time on Device, 

driven by the installation of more EGMs and adding extra floor 

space at several locations. 

On the lottery side, the number of traditional lottery consumers in 

the country has been decreasing over the last years. The evolving 

market has drawn our attention and resources to develop new 

products that aim and attract younger market segments. Our 

goal is to create a different gaming experience through highly 

interactive products. As a result and in order to connect the right 

player with the right product, Multijuegos has been redefining its 

business model, which includes more distribution channels, new 

and redesigned games, and a modern platform.

Radio

An important participant in Spanish-language radio, Televisa 

broadcasts news, music, and talk programming through a net-

work of 104 radio stations. Of these stations, 17 are owned and 

87 are affiliates owned by third parties.

Our radio stations use various program formats which target 

specific audiences and advertisers and cross-promote the tal-

ent, content, and programming of many of our other business-

es, including television, sports, and news. We produce some of 

Mexico’s top-rated radio formats, including W Radio (News-talk), 

TDW (Sports), Ke Buena (Mexican music), 40 Principales (Pop 

music), and XEQ Radio (Spanish ballads). Our exclusive broadcast 

of soccer matches and sporting events has placed Televisa’s ra-

dio stations among the highest-rated sports-broadcasting radio 

stations in Mexico. 

2014 marked the third consecutive year of double digit revenue 

growth, outpacing the growth of overall radio advertising reve-

nues, and revenues from digital platforms increased by 84%.

Televisa’s entertainment and information radio programs are broad-

cast to more than 70 percent of Mexico’s population. 

Four of our most popular stations – 40 Principales, Ke Buena, W 

Radio, and XEQ Radio — can be streamed over the Internet as well.

Our Radio business is always innovating by expanding its pro-

gramming and services offerings for the benefit of both our au-

diences and advertising customers.
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In the United States, Televisa has equity and debentures that, 

upon conversion subject to any necessary approval from the U.S. 

Federal Communications Commission (“FCC”) would represent 

approximately 38% on a fully diluted, as-converted basis of the 

equity capital in Broadcasting Media Partners, Inc. (“BMP”), the 

controlling company of Univision Communications Inc. (UCI). 

UCI is the leading media company serving the United States 

Hispanic market and its assets include:

• Univision Network, one of the top five networks in the U.S. re-

gardless of language and the most-watched Spanish-language 

broadcast television network in that country reaching approxi-

mately 94% of U.S. Hispanic television households;

• UniMás, a leading Spanish-language broadcast television ne-

twork reaching approximately 88% of U.S. Hispanic television 

households;

• Univision Cable Networks, including Galavisión, the country’s 

leading Spanish-language cable network, as well as Univision 

tlnovelas, a 24-hour cable network dedicated to novelas, Univi-

sion Deportes Network, a 24-hour cable network dedicated to 

sports, ForoTV, a 24-hour Spanish-language cable network de-

dicated to news, and an additional suite of cable offerings – De 

Película, De Película Clásico, Bandamax, Ritmoson, and Telehit;

UNIVISION

• Univision Local Media, which owns and/or operates 61 televi-

sion stations and 67 radio stations in major U.S. Hispanic mar-

kets and Puerto Rico;

• an Interactive network of online and mobile apps and products 

including UVideos, the first bilingual digital network serving 

Hispanic America, Uforia, the leading Hispanic digital music 

service, and Univision.com, the No.1 most-visited Spanish-lan-

guage website among U.S. online Hispanics;

• Univision Partner Group, a specialized advertising and publi-

sher network.

Headquartered in New York City, UCI has television network 

operations in Miami and television and radio stations and sales 

offices in major cities throughout the United States1.

In 2014, UCI continued its strategy of successfully growing 

revenues and maximizing profitability while increasing the 

long-term value of the company. During the year revenues 

increased by 10.8 percent to US$2.9 billion dollars, fueled by the 

1 Source: http://corporate.univision.com/corporate/investor-relations/ 
financial-information/

The U.S. marketplace is of paramount importance to 

Televisa’s strategy to expand our reach beyond Mexico. 
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transmission of the World Cup 2014, and the continued grow of 

retransmission revenues. 

The U.S. marketplace is of paramount importance to Televisa’s 

strategy to expand our reach beyond Mexico and maintain our 

status as a leading media company in the Spanish-speaking 

world based on our market capitalization. We will continue to 

work closely with Univision to make our content even more 

appealing to Hispanic audiences in the United States, and to 

Univision’s advertising clients.

Univision Network,
one of the top five networks in 
the U.S. regardless of language
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FUNDACIÓN
TELEVISA

Fundación Televisa (Fundación) is a story we have been building 

for over 14 years. Throughout these years we have taken differ-

ent actions that have helped change the lives of millions of Mex-

icans. Every step we take reaffirms our commitment to provide 

more opportunities to those in need.

The results show that Grupo Televisa, through Fundación, pro-

motes social responsibility programs that awaken the develop-

ment potential of people and enhance their standard of living. 

To serve society we leverage the power generated by our media 

assets to join forces and create valuable partnerships that mul-

tiply wills, talents and resources to make a difference for many 

individuals and families.

Developing programs focused on education, Fundación Televisa 

supports students through scholarships, classroom equipment, 

reading encouraging activities, and knowledge contests. As of to-

day, more than 3.7 million students have benefited. We will con-

tinue to work in these programs since we are convinced that a 

country needs to provide quality education opportunities to all its 

citizens if it is to achieve sustained development. In parallel, we 

have trained more than 120,000 public school teachers. Through 

Fundación Televisa (Fundación) is a story 

we have been building for over 14 years. 

Throughout these years we have taken 

different actions that have helped change 

the lives of millions of Mexicans. Every 

step we take reaffirms our commitment 

to provide more opportunities to those 

in need.
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Bécalos, a program created by Fundación Televisa with the sup-

port of the Association of Mexican Banks (ABM) and the contri-

bution of thousands of people who donate their money through 

ATMs, we have achieved great results in the education field. 

Another Fundación project that drives and inspires us is the 

POSiBLE program, which has been instrumental in helping young 

Mexicans develop their skills and careers through solid business 

projects with high social welfare impact. POSiBLE accomplished 

growth of 50% in the number of registered entrepreneurs with 

21,860 applications in its second edition. At the same time, com-

pared to the first edition, the number of business proposals in-

creased close to 400% to 14,185, and the number of completed 

business models increased almost 100% to 3,207. These results 

place POSiBLE as one Latin America’s largest private high-impact 

social entrepreneurship programs.

Grupo Televisa’s everyday audience is also very important for 

Fundación. In addition to providing entertainment through its 

high quality programming, Grupo Televisa aims to raise aware-

ness about the issues and problems concerning the country. The 

campaign to promote values “¿Tienes el Valor o te Vale?” has 

now been running for 13 years, and the book “Vivir los Valores” 

is now in its 10th edition with more than 2.8 million copies dis-

tributed. These efforts are complemented by the “Calendario de 

Valores”, a calendar circulated to all public elementary schools 

around the country, which teaches children, with the support of 

their teachers, the practice of universal values in order to be-

come better individuals. 

Grupo Televisa not only supports social programs in Mexico; 

we are also interested in the consolidation and development 

of the Hispanic community in the United States. Through Tele-

visa Foundation, we launched educational campaigns and 

programs aimed at the development of children and young 

Hispanics in the United States. An example of one of these ini-

tiatives is the program “Live the Dream / Vive tu Sueño”, which 

was launched in San Jose, California by Televisa Foundation 

in partnership with Hispanic leaders in the fields of Science, 

Technology, Engineering, Arts and Mathematics. Our goal is to 

develop close ties with the community, and we achieve this 

through programs like “Learn English with El Chavo” which has 

more than 260,000 downloads and 100,000 unique users. Fi-

nally, and as part of our commitment to the arts, we concluded 

successfully the exhibition “Gabriel Figueroa: Under the Mex-

ican Sky” at the Los Angeles County Museum of Art (LACMA), 

which had over 50,000 visitors.

In 2014, we were able to grow and maximize the impact of our 

social and cultural investments, which not only benefit from 

more resources, but require constant evaluation and measure-

ment. To transcend, we are also taking advantage of digital plat-

forms as tools, not only for communication, but also to reach 

an unprecedented number of people. The media today act as a 

catalysts for the active participation of all citizens.

The achievements mentioned in this section are also future com-

mitments, starting points and agreements to continue working 

with passion and imagination in favor of a country with more and 

better opportunities.

There is still a lot to do, but through the partnership with indi-

viduals, companies and institutions, we will continue to deliver 

great results.


