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Video politics, media concentration and the right to 
communication in Latin America. An overview. 
 
Raúl Trejo Delarbre  
 
Media communication and democracy composes a necessary, even 
inevitable relation. Frequently, media and democracy obstructs one to 
the other; in another occasions they have complementary functions. In 
contemporary societies, mass media –specially television– have 
twisted not only essential spaces for the consensus construction. 
Moreover, they are the citizens main source to get the necessary 
information about public affairs. The insufficiencies of the partiality of 
that information will mean consequences in the appreciation that the 
citizens can acquire about that public affairs. In other words, the mass 
media deficiencies can turn, immediately, in some of the democratic 
regimes deficiencies. And on the contrary, when a society is 
democratic that system will establish a appropriated background for a 
more professional perform by the media. 
   There are plenty reflections about the media and democracy relation. 
Nowadays is difficult to find a political or scholar analysis about 
democracy that not take into account the fundamental role that media 
have the same in the consolidation than in the weakness of 
democracy. In the same manner the effects of the media, not only 
politics but either cultural, social, ideological, are recognized as part of 
the contemporary democratic construction. 
   We are not going to delay, here, in that discussions. We merely want 
to confirm that the media significance in the strength or powerlessness 
of democracies is already an essential component in the politicians  
and scholars worries in Latin America. Recently, the most serious 
research that has been made about the democracy in that world‘s 
region, accomplished from an extend poll among Latin American 
leaders and scholars, has confirmed that the media can be factors to 
limit but, also, to reinforce the political power: 
   ―The great influence of the media is seen as part of the rise in 
controls that have allowed the exercise of government to be 
democratized. However, based primarily on the perceptions of the 
politicians consulted, it is also seen as a restriction on the democratic 
process. The media has the capacity to generate an agenda, to prompt 
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public opinion to be in favor or against different initiatives and to erode 
the image of public figures through the manipulation of exposés. There 
was broad consensus among those consulted that the great influence 
of the media limits the power of political institutions. In fact, it has 
always enjoyed significant influence and politicians have always 
attempted to exploit this fact. What is new, apart from the greater 
exposure of the public to the views of the media, is that the latter has 
come out of a period in which most media bodies were linked to 
political parties—in some cases, political parties exercised a certain 
amount of control over them. Many media organizations have gained 
independence from party structures and now form part of economic 
groupings that are not subordinate to political power centers and have 
extremely diverse interests‖ 1. 
   However, not always is recognized the media relevance to affect and 
to contribute to shape the citizens perceptions about public affairs. An 
attentive observer and former protagonist of the public policies in the 
international landscape, recently accepted that it is necessary ―avoid 
the concentration property‖ in the mass communication media. And 
deplored: 
   ―Competence functions and it is important to avoid monopolies. In 
president Clinton‘s government, when it was necessary to reform the 
telecommunication laws, we were highly worried. However, when the 
International Monetary Fund gone to Russia to apply its shock politics, 
never worries to avoid the media concentration. Its only priority was to 
privatize the media at any cost. The result was that the television 
stations concludes in hands of  one or two persons and they used that 
power to reelect Boris Yeltsin. And in Russia, today, there is a 
tremendous disappointment about the free press. It is say that ‗before 
we only had the Communist Party perspective, now we have the 
Communist Party and the Mafia perspectives‘ ‖ 2. 

                                      
1 Programa de Naciones Unidas para el Desarrollo. La democracia en América 
Latina. Hacia una democracia de ciudadanas y ciudadanos.  Buenos Aires, 2004, 
pp. 161-162. 
 
2 Joseph E. Stiglitz, ―Globalización, organismos financieros internacionales y las 
economías latinoamericanas‖. In Programa de las Naciones Unidas Para el 
Desarrollo (PNUD). La democracia en América Latina Hacia una democracia de 
ciudadanas y ciudadanos. contribuciones para el debate. Buenos Aires, 2004, pp. 
430-431. 
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   The author of that assessment is professor Joseph E. Stiglitz, 
Economy Nobel Prize and former vice president in the World Bank. In 
that declaration he recognizes the capacity of the media –specially 
television– to impact in a significant way in the citizens political 
education. But, essentially, he underline the importance than the 
property and therefore the media enterprises concentration can 
accomplish in the building and sustenance of the democracies. 
   Concentration in the enterprises property in this area has been the 
main impediment in order to the media contribute to the strength of 
democracy. Financial alliances and technological development 
contributes to place many media in a few hands. The profitability 
objective, frequently generates media enterprises mergers. And the 
facility that the new communication technologies offers to made 
possible that the contents from a few media can be reproduced in 
many more, whether simultaneously or in a delayed manner, makes 
that concentration easy. 
   A large number of authors have discussed the effects that the media 
concentration has over the plurality that is desirably in all society. Many 
media in a few hands means restrictions to the approaches diversity 
that the citizens has the right to obtain. That is, many media in few 
hands is one of the main limitations to pluralism in the contemporary 
societies. Professor Gillian Doyle has considered about that priority: 
   ―Pluralism is generally associated with diversity in the media; the 
presence of a number of different and independent voices, and 
differing political opinions and representations of culture within the 
media. Citizens expect and need a diversity and plurality of media 
content sources‖ 3. 
   In the same way that pluralism is necessary in the political 
competence, is one of the main values in the conformation of the 
political culture that is essential in every democratic regime. ―‘Political 
pluralism –says the author mentioned above– is about the need, in the 
interests of democracy, for a range of political opinions and viewpoints 
to be represented in the media. Democracy would be threatened if any 
single voice, with the power to propagate a single political viewpoint, 
were to become too dominant‖ 4. 

                                      
3 Gillian Doyle, Media Ownership. The economics and politics of convergence and 
concentration in the UK and European media. Sage, London, 2002. Pp.11-12. 
4 Ibid, p. 12. 
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   And that is that happens in most of the main electronic media in Latin 
America. The ownership of the most important media companies by a 
few tycoons, usually well related with political interested groups, has 
consequences in the quality of the democratic life. Maybe it is not 
necessary to emphasize the importance that the diversity of 
communicational options has to the political pluralism. Many 
international concerns has been said about that issue. The UNESCO, 
in its World Communication Report, has identified this problem among 
the undesirable consequences of the contemporary industrialization of 
cultures. ―The globalization of markets forces these businesses to meet 
fierce competition head on, in a context in which only the most 
powerful survive, thereby becoming real power structures – to the 
extent of raising the issue of the ‗governability of the earth‘. This 
process of concentration, which increasingly impedes the entry of new 
players, or excludes the weakest of them, is a matter of particular 
concern. It has the potential to put an end to freedom of information 
and pluralism. What is more, the international character and hegemony 
of the big global oligopolies constitute a threat to the cultural products 
of small markets and increase the risk of standardization or 
impoverishment of local cultures‖ 5. 
   The media concentration is a tendency in all the world. But in some 
countries in Latin America that reality of the media landscape is most 
serious due to the fact that there is not national legislations with limits 
to the ownership of many media in a small number of hands. And, 
moreover, the media concentration it is not a frequent issue in the 
considerations of the political and social actors about the necessary 
conditions to acquire a plenty democracy. 
   However, several voices are increasingly worried about the 
distortions that the media concentration can impress in the democratic 
process. The Brazilian professor Venicio de Lima, author of a number 
of studies about the television weight in the political process, has an 
recognized opinion about that predicament: 
   ―As we know, two liberal democracy fundamental principles are 
plurality and diversity in communications. Plurality means guarantee of 

                                      
5 UNESCO, World Communication Report. The Media and the Challenge of the 
New Technologies. Paris, 1997, p. 13. 
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competence and absence of oligopolies or monopolies, just like legal 
previsions to ban to the same owner to control –in the same market– 
different communication media. For instance: newspaper and television 
or radio. In another words, laws than don‘t allow the cross property. 
Diversity, on the other hand, means the presence, on the media, of 
contents that express the great quantity of opinions that are in the 
society. It must to be, therefore, legal previsions to guarantee the 
diversity of information and entertaining production sources. That 
diversity can no be mistaken with the market segmentation or with the 
difference in contents that certainly attend the advertisers necessities 
but do not interfere the public representation of interests in conflict‖ 6. 
   Table One –taken from a study made by two Argentine researchers– 
shows a comparison between the main media companies in four Latin 
American countries and its extensions to several branches of the 
entertainment industry. As we can see in that chart until the main 
interest of the most powerful communication groups remains in open 
television they have a growing participation in another areas in the 
media business. The production originally made for the open television 
can be spread by cable and satelital systems. The strong influence that 
this diversified activities can give to the media companies is reflected 
on the usually narrow relation between the television businessmen and 
the political elites in each country. In other works we have called 
―mediocracy‖ –mediocracia– to the social and political influence of the 
television and media companies, specially in Mexico 7. In this paper we 
only want to explore the possible connection among the television 
concentration and the proclivity to democracy in several Latin 
American countries. 
 
 

 
 
 

                                      
6 Venicio A. De Lima, ―Existe concentracao na midia brasileira? Sim‖. En Luiz 
Egyto, org., O forró do cartel da mídia. Propriedade cruzada, concentracao, 
diversidade em risco. Observatório da Imprensa, 2004, at: 
http://observatorio.ultimosegundo.ig.com.br/biblioteca/index.asp 
 
7 Raúl Trejo Delarbre, Mediocracia sin mediaciones. Prensa, información  
elecciones. Cal y Arena, México, 2001. And Poderes salvajes. Mediocracia sin 
contrapesos. Cal y Arena, México, 2004. 

http://observatorio.ultimosegundo.ig.com.br/biblioteca/index.asp
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Table One 
 Four big Latin American communication groups 

 

 BRAZIL 
Group Globo 

MEXICO 
Group Televisa 

VENEZUELA 
Group Cisneros 

ARGENTINA 
Group Clarín 

Television Rede Globo Televisa Venevisión 
Chilevisión 
CCN (Caribbean) 
Caracol (Colombia) 

Canal 13 

TV Cable Globocabo Cablevision GTC Multicanal 

TV DTH Sky Sky DirecTV 
Vía Digital (Spain) 

DirecTV 

Video Globo Video Group Videovisa Videomovil  

Radio Rede Globo Radiópolis Radio Chile Radio Mitre 
FM 100 

Music Som Livre Discos Melody Rodven  

Newspapers O Globo Ovaciones  Clarín 

Magazines Editora Globo Editorial Televisa  AGEA 

News 
Agencies 

Agencia Globo ECO  DyN 

Movie 
companies 

Globo Films Televicine Cinematik Patagonik 

Educational 
Television 

Foundation 
Roberto Marinho 

Foundation 
Cultural Televisa 

  

Promotion Vasglo Promovisión   

TV 
Distribution 

Marketing 
International 

Protele  Proartel 

USA 
Television 

Univisión Univisión 
Galavision 

Univisión 
 

 

Telecommuni
cations 

Cellular Phones PanAmSat  CTI Telephony 
Mobil 
CTI Telephony 
Vocal Basic 

Internet Globo.com Es mas AOL 
Eccelera 
El Sitio 

Ciudad Internet 
Ciudad Digital 

  
Source: Table, slightly modified, taken from Guillermo Mastrini and 
Martin Becerra, ―50 años de concentración de medios en América 
Latina: Del patriarcado artesanal a la valorización en escala‖. 
Universidad de Buenos Aires, Facultad de Ciencias Sociales at:  
http://catedras.fsoc.uba.ar/mastrini/textos/tv_latina_times.doc  
 
 
 
Towards a media concentration  
diagnostic in Latin America 

http://catedras.fsoc.uba.ar/mastrini/textos/tv_latina_times.doc
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   There are plenty reflections about the danger that media 
concentration could means to the democratic process. But we don‘t 
have many information about the general effects that the media 
concentration has in the political culture in specific countries. 
   For the purpose of compare the media situation in a selection of Latin 
America countries we searched, at first, for some important information 
about the television resources. Usually, it is not easy to get complete 
data regarding the media property, of its audiences in some of these 
countries.  
   In Argentina (Table Two) the audiences are spread in several 
televisual options. Telefe –Channel 11 in Buenos Aires– is operated by 
Grupo Telefe and usually has the main rating. Channel 13 is property 
of Grupo Clarín, the most powerful media group in the country and 
publisher of the successful newspaper with that name. Channel 7 is 
government owned and has the small audiences among the national 
networks.  
   In order to made a comparison with other national situations, we take 
some of that figures and calculate an index concentration based on the 
Herffindal method 8. Then we have the following concentration indexes: 
2211 for stations owned or used by the main companies; 3150 in 
national audience, and 3346 in nightly national audience. Afterward, 
we are going to take advantage of this concentration data. 

                                      
8 The Herfindahl-Hirschman Index (HHI) is useful to measure market 
concentrations. Is calculated by summing the squares of the market shares held by 
the respective firms. For example, an industry consisting of two firms with market 
shares of 70% and 30% has an HHI of 70²+30², or 5800. Herfindahl-Hirschman 
Index Calculator, at http://www.unclaw.com/chin/teaching/antitrust/herfindahl.htm 

http://www.unclaw.com/chin/teaching/antitrust/herfindahl.htm
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Table Two 
ARGENTINA: Television Networks, National Audience 

 
Network National audience  

participation (a) 
National audience from 

22 to 23 hours (b) 

Telefé 15.2 % 33.6 % 

Channel 13 11.5 36.4 

Channel 9  7.9  5.8 

America 2  5.5 12.8 

Channel 7  2.7 11.3 

Concentration Index  2785 

Sources: 
(a) National audience percentages (august 2004), taken from Clarín, Buenos Aires, 
September 2, 2004, at: 
http://www.clarin.com/diario/2004/09/02/espectaculos/c-00201.htm 
(b) National audience prime time, from Julio Aresco, ―Rating e investigación de 
mercado en tiempo real‖, at: www.aresco.com Figures from July 18, 2003. 
Concentration Index: Own elaboration. 

 
 
   For the Brazilian televisual landscape we found extremely useful the 
De Lima research that is summarized in Table Three. As we can see, 
one single network concentrates 51% of the Brazilian television 
national audience and 78% of the advertising segments. Rede Globo, 
the main media group in the country, covers all the Brazilian territory 
and maintains about the half of the audience all the day. Its main 
contender, Sistema Brasileiro de Televisão, SBT, has the same 
number of stations but only one quarter of the national audience. That 
two companies dominate 73% in that national rating.  
 
 
 
 
 
 
 
 
 
 
 

http://www.clarin.com/diario/2004/09/02/espectaculos/c-00201.htm
http://www.aresco.com/
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Table Three 
BRAZIL: Television Networks, Audience and Advertising 

Network Broadcas 
ting 
stations 
(Owned, 
associated 
and 
affiliated) 

Munici 
pal 
coverture 

Coverture 
in houses 
with 
television 

National 
audience 
participa- 
tion 

National 
audien- 
ce from 
18 to 24 
hours 

Adverti 
sing 
segments 
participa- 
tion 

Globo 113 98.91 % 99.86 %   49 %    51 %       78 % 

SBT 113 89.10 97.18   24    25       -- 

Bandei- 
rantes 

 75 60.65 87.13    5     5       -- 

Record  79 42.13 76.67    9     6       -- 

RedeTV  40 65.52 79.71    3     3       -- 

CNT   --  4.36 36.67   --     --       -- 

Gazeta   --  4.87 21.92   --     --       -- 

Other   --  --   --  11     9       -- 

Concentrati
on index 

   3150   

Sources:  
-Information about Brazilian networks: Castro, D., ―SBT alcanca Globo em número 
de afiliados‖. Folha de Sao Paulo, 17/12/2002. Grupo de Mídia de Sao Paulo, Mídia 
Dados 2002; Castro, D., ―Quem sao os donos‖, Folha de Sao Paulo. Inter-Meios 
M&M, 06/03/2002. ―Audience‖ column registers the 10 main markets.  
Table from Venizio De Lima ―Existe concentracao na midia brasileira? Sim‖. En Luiz 
Egyto, org., O forró do cartel da mídia. Propriedade cruzada, concentracao, 
diversidade em risco. Observatório da Imprensa, 2004, at: 
http://observatorio.ultimosegundo.ig.com.br/biblioteca/index.asp 
-Concentration Index : own elaboration. 
 
 
   Table Four shows a few data about the Chilean television. We only 
have information for audience and advertising presence in the national 
networks but it will be sufficient for a simple comparison. In Chile there 
is a legislation that bans the monopolization in the media industry. That 
is the reason for the audience dispersion without a clearly dominant 
company. Canal 13 national network, owned by the Catholic Chilean 
University and Televisión Nacional, property of the Chilean 
government, have about an eighth portion, each one, of national 
audience. However, the first of that networks receive more than 32% of 

http://observatorio.ultimosegundo.ig.com.br/biblioteca/index.asp
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national advertising in television. The concentration index is similar in 
both topics. 
 
 

Table Four 
CHILE: Television Networks, Audience and Advertising 

Network National audience 
participation (a) 

Advertising segments 
participation (b) 

Mega Channel 9  7.3% 28.3 % 

TVN 12.9 22.6 

Chilevisión  4.9  8.4 

RedTV Channel 4  4.6  7.7 

Canal 13 Universidad Católica 
TV 

12.4 
 
 

32.1 

UCV Universidad Católica de 
Valparaíso 

n.d.  0.9 

Concentration Index  2473 

Sources:  
(a) and (b) Audience and advertising percentages taken from: Osvaldo Corrales 
Jorquera y Juan Sandoval Moya Concentración del mercado de los medios, 
pluralismo y libertad de expresión. Fundación Chile 21. Colección Ideas, No. 53, 
mayo 2005. At: http://www.chile21.cl/ 
Concentration Index : Own elaboration. 

 
 
   The Mexican television –Table Five- is, unquestionably, one of the 
most concentrated in the world. Only two companies monopolize the 
national audience. There is 461 commercial stations in Mexico 9. The 
94% from them are owned by these two companies. Televisa has 257, 
the 56% of all commercial TV stations in all the country. Television 
Azteca has 176, the 38%. Two thirds of the advertising investment are 
concentrated in Televisa frequencies and the other third in Azteca. The 
national audience belongs to Televisa in 72%. Azteca receives the 
remain viewers. 

 

 

 
Table Five 

                                      
9 Secretaría de Comunicaciones y Transportes: www.sct.gob.mx  
   

http://www.chile21.cl/
http://www.sct.gob.mx/
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MEXICO: Television Networks, Audience and Advertising 
Network Broadcas- 

ting 
stations 
(a) 

Coverture in 
houses with 
television 
(b) 

National 
audience 
participa- 
tion (c) 

National 
audience 
from 16 
to 23 
hours. (d) 

Advertising 
segments 
participa- 
tion (e) 

Channel 2 
Televisa 

128 99 % 30.9 % 32.5 % ------------ 

Channel 5 
Televisa 

 66 91 20.3 18.3 ---------- 

Channel 4 
Televisa 

  1 23.1 10.1  8.1 ----------- 

Canal 9 
Televisa 

30    74.1 10.5  9.2 ------------- 

Televisa 
affiliates 

32 (+) n.d. ------ ------ ------------ 

TELEVISA 
NETWORKS 

257 ------ 71.8 ------    66 % 

Channel 7  
TV Azteca 

 87 61 13.1  29.9  -----------     

Channel 13 
TV Azteca 

 89 63 (b1) 15.1 ---------- ----------- 

TV AZTECA 
NETWORKS 

176 ---------- 28.2 ----------     33 

Channel 11 (f) 
Government 

 12  
 

n.d. ----- ---------- ----------- 

Concentration 
Index [channels 
by separate] (g) 

  1979   

Concentration 
Index [Two 
companies] 

  5950  5555 

 
(+) 32 local stations transmits their own programmation and receive in part the 
Channel 4 and Channel 9 programs. 
 
Sources:  
(a) Elaboration from Secretaria de Comunicaciones y Transportes, Infraestructura 
de estaciones de televisión. 2003, and Televisa, TV Azteca and Canal 11 
documents. 
(b) Grupo Televisa, Reporte Anual to the Mexican Stock Exchange, December 31, 
2003. 
(c) (d) (e) Ibid., and TV Azteca, Ten years of dreams and passion. Annual Report 
2003. 
(f) www.oncetv-ipn.net 
(g) Own elaboration. 

http://www.oncetv-ipn.net/


 13 

   In Venezuela, besides the political confrontation in which the private 
media have performed a very active role, there is a relative diversity at 
least in the social presence of several broadcasting companies. Radio 
Caracas and Venevisión embrace, each one, about a third in the 
national television audience. But one of that companies, Venevisión, 
has almost 50% of the advertising segments in all the national 
television. That situation means that the concentration in the 
Venezuelan television is more in the publicity field than among the 
audience. The governmental network, Venezolana de Television, has 
more stations than any of the private ones but reaches only to 4% of 
the regular audience. To face the powerful presence of the private 
stations the Venezuelan government enforce them to link in 
compulsory simultaneous transmissions that are not recognized in our 
Table Six. 

Table Six 
VENEZUELA: Television Networks,  

Audience and Advertising 
Networks Broadcasting 

stations (a) 
National 
audience 

participatión (b) 

Advertising 
segments 

participation (c) 

Radio Caracas 
Televisión RCTV 

32    34 %  38.1 % 

Venevisión 35    30  48.94 

Televen  26      7  5.9 

Venezolana de 
Televisión 
VTV (governmental) 

50      4  6.85 

Cable n.d.     8    ----- 

Globovisión n.d.     6    ----- 

Meridiano n.d.     2    ----- 

Otros n.d.    11    ----- 

Concentration Index 
(d) 

 2255  3945   

Sources:  

(a) Gustavo Hernández Díaz, ―Diagnóstico de la televisión en Venezuela‖.  At:  

http://www.ucv.ve/ftproot/anuario-ininco/ininco10/contart7.htm 
(b) AGB Venezuela, Libro de Hábitos y tendencias televisivas. At:  
http://www.agb.com.ve/libro2002-03/ 

(c) Calculated from information available in Bernardino Herrera, ―La estructura 
publicitaria en Venezuela‖. At:  

http://www.ucv.ve/ftproot/anuario-ininco/ininco10/contart6.htm#n12 
(d) Own elaboration 

http://www.ucv.ve/ftproot/anuario-ininco/ininco10/contart7.htm
http://www.agb.com.ve/libro2002-03/
http://www.ucv.ve/ftproot/anuario-ininco/ininco10/contart6.htm#n12
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Towards a measure of media concentration 
effects in Latin America democracies  
   The preceding information is useful to get a radiography of the 
power, disparities and social and political presence that the 
concentration affords to the main broadcasting media in some Latin 
American countries. The sole exposition of that figures allows to 
understand the great influence that the media enterprises gets in our 
countries. However, the analysis of the media concentration frequently 
is studied in separated ways than the research about political culture or 
the reflection about the difficulties for the transition and consolidation to 
and in democratic regimes. 
   In order to get a simple comparison, we crossed some of the media 
concentration indexes with several information about the democratic 
convictions in the studied Latin American countries. The 
Latinobarometro is, undoubtedly the most systematic study about the 
political culture in Latin America. In regular basis, that investigation 
explores the opinions that the citizens have about their political 
systems. From the Latinobarometro 2004 10 made with surveys 
performed between May and June in that year, we have taken some 
indicators to compare with the media concentration data. The result of 
this exercise is in the following figures. 
   One of the questions presented by the Latinobarometro in several 
Latin American countries was: With what of the following phrases do 
you have more agree? The democracy is preferably to each other 
government form. In some circumstances and authoritarian 
government could be preferably to a democratic one. To the people 
like me is the same a democratic regime than a not democratic one . 
The approving answers to the first option (democracy is preferably) 
were 34% in Argentina, 28% in Brazil, 40% in Chile, 17% in Mexico 
and 42% in Venezuela. The Figure One intersects that results with the 
television concentration index in that countries. Unfortunately we did 
not be able to include the Chilean data because we don‘t have the 
concentration index for the Chilean television audience. 

                                      
10 Corporación Latinobarómetro de Chile, Informe-Resumen Latinobarómetro 
2004. Una década de mediciones. Santiago de Chile, August 13, 2004. Document 
available at: www.latinobarometro.org 
 

http://www.latinobarometro.org/
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Figure One
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   The former Figure don‘t shows the effects, in the Mexican social 
landscape, of the concentration of audiences in only two enterprises 
because we used the index calculated between all the national 
networks by separated. In order to illustrate the audience concentration 
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in the channels owned only by Televisa and Azteca, we made the 
Figure Two.  
   In the four countries we can observe a certain relation between 
television concentration and affection to democracy. Less media 
concentration coincides with better democracy value, we could say. 
We cannot assert that the television concentrations means, 
automatically, less friendliness to democracy. But the relation that we 
can see in this Figure is, at least, significative. 
 

Figure Two
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   Almost meaningful seems, in Figure Three, the similarities –not at all 
definitives of course– among television concentration and the proclivity 



 17 

to authoritarian positions. The Latinobarometro polls question, in this 
case, was: There is people who say that a bit of strong hand it is not 
bad to the (here, the nationality in each country). Others, say that 
strong had from the government it is not necessary at all. Which 
phrase is more narrow to your way of thinking? The people who 
answered positively to the phrase ―a bit of strong hand it is not so bad‖ 
were 69% in Argentina, 43% in Brazil, 76% in Chile, 54% in Mexico 
and 53% in Venezuela. Crossing with the television concentration 
index the results are in Figure Three. 
 

Figure Three 
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   One thing is the appreciation of the reality that they are living and, 
another, the believes of the citizens. In addition of the former 
questions, the regional poll questioned about the support to 
democracy. To the sentence “Democracy is preferably to any other 
form of government”, the positive answers were 64% in Argentina, 41% 
in Brazil, 57% in Chile, 53% in Mexico and 74% in Venezuela. We can 
see in Figure Four the intersection of that data. 
 

Figure Four
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   And what is the direct weight that could mean the diversity of 
enterprises in the television industry and the civic believes among the 
citizens? In order to get a comparison we have crossed, in Figure Five, 
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the democratic satisfaction data with the single number of enterprises 
that controls the property of national networks in each country. We 
have included only the companies that, in according to the rating data, 
have national presence in open television. In Argentina: Telefé, 
Channel 13, Channel 9, America 2 and Channel 7. In Brazil: Globo, 
SBT, Bandeirantes, Record and RedeTV. In Chile: Mega Channel 9, 
TVN, Chilevisión, RedTV Channel 4 and Channel 13. In México: 
Televisa and Televisión Azteca. In Venezuela: RCTV, Venevisión, 
Televen and Venezolana de Televisión. 
 

Figure Five
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   As we can see in that Table, with the same number of national 
enterprises in the open television market Argentina, Brazil and Chile 
have similar democratic satisfaction ranges –between 28% and 40%–. 
The peculiar cases are Mexico and Venezuela. In the first of that 
countries, the concentration of the open television in only two 
companies match with a notably low index in the satisfaction with the 
democracy in that nation. And in Venezuela, due the particular political 
situation in that country we have the greater democratic satisfaction 
index in our selection with a relatively reasonable plurality in the open 
television. 
   Our last Figure, Number Six, uses the same data about satisfaction 
with democracy in each country but, now, crossing with an indicator of 
the advertising concentration. We have selected the percentage of 
participation in the publicity market of the main television firm, in each 
country: Globo has the 78% advertising portion in the Brazilian 
television, Mega Channel 9 the 28% in the Chilean market, Televisa 
66% in Mexico and Venevisión 49% in Venezuela (we don‘t have 
reliable data for Argentina).  
   In general terms, we can say that the higher advertising 
concentrations to a single company coincides with less satisfaction 
with democracy –Brazil, Mexico–. And the two countries with a less 
concentrated advertising market –Chile and Venezuela– have, 
significantly, better indexes in the citizens affection with their own 
democracies. 
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Figure Six 
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   Exercises like the preceding data and comparisons could be useful –
we hope– to understand some of the effects that the media 
concentration can achieve in the Latin American social and political 
landscape. If the right to communication is tightly related with the 
society access to the media, then the property concentration is, more 
and more, a major impediment to a plenty expansion of democracy. 
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