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Take a
journey
through our
important
border state

markets.

Entravision television and radio stations serve approximately
seven million Hispanics living in six international metroplexes
on the border of the United States and Mexico. These metro-
plexes form vital agricultural, manufocturing and retail hubs
for both nations. A tour of our exciting border markets begins

at the westernmost urban area, San Diego/Tijuana.
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Television Station Portfolio

Maorket
Harlingen-Weslaco-

Brownsville-McAllen, Texas

Albuguerque-Santa Fe, New Mexico

San Diego, California

£l Paso, Texas

Denver-Boulder, Colorado

Washington, D.C.

Orlando-Daytona Beach-
Melbourne, Florida

Tampa-St. Petersburg
{Sarasota), Florida

Boston, Massachusetts
 Corpus Christi, Texas

Las Yegas, Nevada

Hartford-New Haven, Connecticut

Monterey-Salinas-Santa Cruz,
California ’

Laredo, Texas

Yuma, Arizona-El Centro, California

Colorado Springs-Pueblo, Colorado
QOdessa-Midland, Texas

Santa Barbara-Santa Mario-
San Luis Obispo, California

22 Entravision

Hispanic
Market Rank

10

t

20

21

24

25

28

29

34
35

36
37
39

Call Letters
KNVO-TY, Channel 48

KLUZ-TV, Channel 41
KTFQ-TV, Channel 14®
KTFA-LR Channel 48

KBNT-CA, Channel 17¢
KHAX-LP, Channet 49
KDTF-LP. Channel 36
KTCD-LP Channel 46

KINT-TV, Channel 26
KTEN-TV, Channel 65

KCEC-TY, Channel 50
K43FN, Channel 43
KTFD-TV, Channel 14®
KDVT-LP Channel 36

WMDO-CA, Channel 47¢
WFDC-TV, Channe!l 14%
WIAL-TV, Channel 68

WVEN-TV, Channel 26
WVYCI-LP, Channe! 16
W46DB, Channe! 46
WOTF-TV, Channel 43®

WVYEA-TV, Channel 62
WFTT-TV, Channel 50®
WVEA-LP, Channel 46

WUNI-TY, Channel 27
WUTF-TV, Channel 66®

KORO-TY, Channel 28
KCRP-CA, Channe! 41®

KINC-TV, Channel 15
KNTL-LB Channel 47
KWWB-LP Channel 45
KELV-LP Channel 27

WUVN-TY, Channel 18
WUTH-CA, Channel 47%
KSMS-TV, Channel 67
KDJT-CA, Channel 33®
KLDO-TV, Channe! 27
KYYE-TV, Channel 7
KAJB-TV, Channel 54%
KGHB-CA, Channel 27®
KUPB-TV, Channel 18
KPMR-TY, Channel 38
K100G, Channel 10
K17GD, Channel 17
K28FK, Channel! 28

K35ER, Channel 35
KTSB-LP, Channel 43

Programming
Univision

Univision
TeleFutura
Home Shopping Network
Univision
Univision
TeleFutura
Telemundo
Univision
TeleFutura
Univision
Univision
TeleFutura
TeleFutura
Univision
TeteFutura
English-Language
Univision
Univision
Univision
TeleFutura
Univision
TeleFutura
Home Shopping Network
Univision
TeleFutura
Univision
TeleFutura
Univision
Univision
Univision
TeleFutura
Univision
TeleFutura
Univision
TeleFutura
Univision
Univision
TeleFutura
Univision
Univision
Univision
TeleFutura
TeleFutura
TeleFutura
TeleFutura
TeleFutura




Lubbock, Texas

Palm Springs, California

Reno, Nevada

Springfield-Holyoke, Massachusetts

San Angelo, Texas

Tecate, Baja California,
Mexico {San Diego)

Tijuana, Mexico {(San Diego)

40

45

56

57
78

Source: Nielsen Media Research 2004 universe estimates.

#With the exception of KUPB-TV, Odessa-Midland, Texas, the FCC has granted to each of our owned futl-service analog television stations a paired
channet to deliver our programming on a digital basis. These paired channel authorizations will remain in place until such time as we are required to
aperate solely on a digital basis. With the exception of KCEC.TV, Denver, Colorado and WJAL-TV, Hagerstown, Maryland, we are currently broadcasting
on dfi of the paired digital stations pursuant to FCC authorizations thot allow us to do so using facilities at lower power levels then our FCC permits
otherwise calt for. We will commence digital operations in Denver and Hagerstown following the issuance of necessary authorizations from the FCC,

B We run the sales and marketing operations of this station under a marketing and sales arrangement.

@*CA” in call tetters indicates station is under Class A television service.

KBZO-LP Channel 51

KVER-CA, Channel 4%
KVES-LP. Channel 28
KEVC-CA, Channel 5®

KNVV-LP. Channel 41
KNCV-LP Channel 48

WHTX-LP, Channel 43

KEUS-LP, Channel 31
KANG-CA, Channel 419

XUPN-TV, Channel 49¢

XHAS-TV, Channel 33
XETV-TV, Channel 62

Univision
Univision
Univision
TeleFuture
Univision
Univision
Univision
Univision
TeleFutura
UPN

Telemundo
Fox

“'We hold a minority, limited voting interest {neutral investment) in the entity that directly or indirectly holds the broadcast license for this station, We

provide the programming and related services available on this station under a time brokerage arrangement. The station retains control of the contents

and other broadcast issues.

Radio Station Portfolio

Market

Los Angeles-San Diego-
Ventura, California

Miami-Ft. Lauderdale-
Hollywood, Florida

Houston-Galveston, Texas

Chicago, lHlinois

Dallas-Ft. Worth, Texas

Hispanic
Market Rank

Call Letters

KLYY-FM 97.5 MHz

KDLD-FM 103.1 MHz
KDLE-FM 103.1 MHz
KSSC-FM 107.1 MHz
KSSD-FM 107.1 MHz
KSSE-FM 107.1 MHz

WLQY-AM 1320 kHz

KGOL-AM 1180 kHz

WRZA-FM 99.9 MHz
WZCH-FM 103.9 MHz
WNDZ-AM 750 kHz

KTCY-FM 101.7 MH:z
KZMP-FM 104.9 MHz
KKDL-FM 106.7 MHz
KZMP-AM 1540 kHz
KRVA-AM 1600 kHz

Format

Cumbia

Alternative Rock (English)"®
Alternative Rock (English)™®
Super Estrella®

Super Estrella™

Super Estrella™

Time Brokered™

Time Brokered™

Super Estrella’
Super Estrellg™
Time Brokered®®

Super Estrella

Cumbia®

Rhythmic Dance (English)
Cumbia®

Time Brokered®*

Border markets 23




San Francisco-San Jose, California

Phoenix, Arizona

Harlingen-Weslaco-Brownsville-
McAllen, Texas

Albuquerque-Santa Fe, New Mexico

Sacramento, California

Stockton, California

Modesto, California

El Paso, Texas

Denver-Boulder, Colorado

Aspen, Colorado

Tucson/Nogales, Arizona

Los Vegas, Nevada

Monterey-Salinas-Santa Cruz,
California

Yuma, Arizona-El Centro, California

Lubbock, Texas

Palm Springs, California

Reno, Nevada

Market rank source: Nielsen Media Research 2004 universe estimates,

™ Simulcast station.

23

25

29

35

40
45
56

KBRG-FM 100.3 MH:z
KLOK-AM 1170 kHz

KLNZ-FM 103.5 MHz
KDVA-FM 106.9 MHz
KVVA-FM 107.1 MHz
KMIA-AM 710 kHz

KFRQ-FM 94.5 MH:z
KKPS-FM 99.5 MHz
KNVO-FM 101.1 MHz
KVLY-FM 107.9 MHz

KRZY-FM 105.9 MHz
KRZY-AM 1450 kHz

KRCX-FM 99.9 MHz
KCCL-FM 101.9 MHz
KRRE-FM 104.3 MHz
KMIX-FM 100.9 MHz
KCVR-AM 1570 kHz
KTSE-FM 97.1 MHz
KCVR-FM 98.9 MHz

KOFX-FM 92.3 MHz
KINT-FM 93,9 MHz
KHRO-FM 94.7 MHz
KSVE-AM 1150 kH:z
KBIV-AM 1650 kHz

KIJMN-FM 92,1 MHz
KXPK-FM 96.5 MHz
KMXA-AM 1090 kHz
KPYW-FM 107.1 MHz

KZNQ-FM 98.3 MHz
KZLZ-FM 105.3 MHz

KRRN-FM 92.7 MHz
KQRT-FM 105.1 MHz

KLOK-FM 99.5 MHz
KSES-FM 107.1 MHz
KMBX-AM 700 kHz

KSEH-FM 94.5 MHz
KMXX-FM 99.3 MHz
KWST-AM 1430 kHz

KBZO-AM 1460 kHz
KLOB-FM 94.7 MHz
KRNV-FM 102.1 MHz

Radio Romantica
Cumbia

Radio Tricolor
Radio Romantica®”
Radio Romantica™”
La Consentida

Classic Rock (English)
Tejano

Latin Adult Contemporary
Adult Contemporary (English)

Radio Tricolor
La Consentida

Radio Tricolor
Oldies (English)
Radio Romantica
Radio Tricolor

La Consentida
Super Estrella
Radio Romantica

Oldies (English)

Mexican Regional
Alternative Rock {English}
La Consentida

Country (English)

Radio Romantica

Radio Tricolor

La Consentida

Radio Tricolor

Radio Tricolor®
Radio Tricolor

Super Estrella
Radio Tricolor

Radio Tricolor
Super Estrella
La Consentida

Super Estrella
Radio Tricolor
Country (English)

Radio Tricolor
Radio Romantica

Radio Tricolor

 Operated pursuant to g joint sales egreement under which we grant ta o third party the right to sell advertising time an the station but we retain

control over the station’s operations and programming.

 Qperated pursuant to a time brokerage arrangement under which we grant to third parties the right to program the station.

“'We have entered into a definitive agreement to sell this station and anticipate that such sale will be consummated during the first or second quarter of

2004,

© Dperated pursuant to a time brokeroge agreement under which a third party grants to us the right to operate the station.
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Entravision Communications Corporation
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Entravision Communications
Corporation is a diversified Spanish-
language media company with major
interests in television, radio and

outdoor advertising.

Entravision’s media properties reach approximately 80% of
U.S. Hispanics. Entravision owns and/or operates 45 primary
television stations in 23 U.S. markets and is the principal
affiliate group of Univision Network and TeleFutura Network,
Univision Communications Inc.’s two national Spanish-
language television networks. Univision is the leader in
Spanish-language television broadcasting in the United States.

Entravision owns and/or operates 57 FM and AM radio stations
clustered in 22 U.S. markets with large Hispanic populations,
making it one of the largest Spanish-language radio compa-
nies in the United States. Entravision also owns approximately
10,900 outdoor facings in predominantly Hispanic areas of
New York City, Los Angeles and Fresno.

Entravision’s headquarters are located in Santa Monica,
California. The company’s stock is traded on The New York‘

Stock Exchange under the symbol "EVC.”
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2003 vs
2002
In thousands, except share and per share data 2003 2002 % Change 2001
Net revenues $ 237,956 | $ 218,450 913 189,049
Operating expenses 157,052 146,147 7 126,318
Broadcast cash flow 80,904 72,303 12 62,731
EBITDA as adjusted 66,606 57,003 17 48,541
Net income (loss) 2,267 (10,645) (121) (65,795)
Net loss per share from discontinued
operations applicable to
common stockholders $ (0.16) | § (0.18) an s (0.67)
Net income per share
from discontinued operations $ 0.08 | $ 0.01 700 | $ 0.01
Net loss per share, basic and diluted $ (0.08)] $ (0.18) (56)| $ (0.66)
Weighted average common shares
outstanding, basic and diluted 112,611,511 119,110,908 | — 115,223,005

Annual Report 3




To Our Fellow
Stockholders

Success on Key Fronts

In 2003, we excelled in each of the three areas that we believe most
important to our investors: operating performance, strategy execution and
corporate governance.

We have positioned ourselves exceptionally well for the future. Our fundamental
assets - television and radio stations that deliver high quality Spanish-
language broadcasting - are clustered in the fastest-growing and
highest-density Hispanic media markets in the United States. We are one of
the leading Spanish-language media companies in the nation, serving a
Hispanic audience that is growing rapidly and will do so for the foreseeable
future. The Hispanic market continues to be one of the most dynamic
elements in the U.S. economy, yet is still in the earliest stages of its development.
Here is what we accomplished last year and what we set as goals for the

coming year.

Operating Performance

In 2003, we produced high single-digit increases in revenue and double-digit
growth in EBITDA, as adjusted, and we increased our audience share in both
television and radio. These accomplishments were made in the face of a third

consecutive year of difficult business conditions in the United States.

Revenue and Cash Flow Growth, Expanded Advertising Base
Advertising for broadcast media companies moved slowly toward recovery
during 2003, as did the economy in general. However, Entravision’s excellent
positioning and strong execution in our media markets enabled the company
to produce revenue growth among the highest of all public media companies,

regardless of language, in both television and radio.

4 Entravision




In 2003, revenue grew to by 9% to $238.0 million, while broadcast cash
flow increased by 12% to $80.9 million and EBITDA, as adjusted, by 17% to
$66.6 million.

We were especially successful in 2003 in conveying the increasing size and
buying power strength of the U.S. Hispanic market to national advertisers, a
number of whom advertised with us for the first time in 2003. These included,
among others, CitiBank, Nationwide and VISA in finance, Chrysler and Jeep
in automotives, Verizon and Nextel in communications, Kaiser Permanente
and PacifiCare in healthcare and Kmart and Kroger in retail. They join a formi-
dable group of mainstream companies with strong national brands who now

advertise on Entravision television and radio stations.

Well-Controlled Expenses

We exercised tight control over expenses in 2003. Our ability to hold down
costs without impairing the growth of our businesses is due to many factors.
In television, for example, we have a unique business model that enables us
to be a leader in our markets without having to make significant cash invest-
ments in programming costs and content creation. Because we are the
principal affiliate group of Univision, the leading company in Spanish-
language television programming in the United States, we are able to
broadcast the full program offerings of Univision’s two national networks,
Univision Network and TeleFutura Network. We thus save substantial
programming production outlays. We invest primarily in focal news program-
ming, which allows us to brand our television stations and achieve number one
or number two positions in news in any language in nearly all of our markets.

In radio, we utilize a centralized broadcast facility that custom programs

music and local news formats for most of our radio stations across the coun-
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try and transmits the signals to the stations by satellite. This has proven to be
a cost efficient and highly effective operating model, one that is unique in
Spanish-language radio broadcasting.

In addition, our strategy of clustering radio stations in targeted markets
enables us to realize substantial operating efficiencies in these markets.
Stabilizing costs and growing revenue expand our potential for cash flow
leverage and thus enhance stockholder value. Our results in the past year
reflected increased costs for investments made in the strategic acquisition of
three FM radic stations in the greater Los Angeles market from Big City
Radio, Inc. We expect these investments to provide attractive future revenue
streams and income.

For television and radio as a whole, we achieved among the best EBIDTA, as

adjusted, growth rates in each of the respective broadcast industries.

Improved Margins, Acquisition Success

We improved our margins in both television and radio for the year. In addi-
tion, while we increased total debt {everage by acquiring the Big City radio
properties, we subsequently lowered total debt through the use of free cash
flow and the targeted disposition of non-core assets.

Based on share growth, the Big City acquisition has been an enormous
success. |t greatly strengthened our existing cluster of radio stations in Los
Angeles, the largest Hispanic radio market in the United States. We stated in
last year’s annual report that we expected the Big City acquisition to double
our share of the Los Angeles area radio market. In fact, we nearly tripled it
to a 4.2 share at the close of 2003, up from a 1.5 share at the end of 2002.
We also said that we would reduce the debt leverage added to our balance
sheet by this acquisition to 2002 levels within 12 months of the acquisition.
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In fact, we lowered our ratio of debt to EBITDA to near 2002 levels less than
nine months after closing the acquisition. Our debt ratio was reduced from

6.7 times after the acquisition to 5.4 times at year-end.

Strategy Execution

Goals Made, Goals Met
Our strategy since the formation of the company in 1996 has been to
achieve a leadership role in Spanish-language television broadcasting by
concentrating ownership of Univision-aoffiliated television stations in Hispanic
markets where we could be a major competitive force. In addition, we have
sought to build a powerful radio broadcast group by clustering stations that
could be leaders in attractive U.S. Hispanic markets.
To reach these goals, we have pursued an aggressive acquisition strategy
since the company’s formation that has given us media properties in 13 of
the 15 fastest-growing major U.S. Hispanic markets and 12 of the 15 high-
est-density U.S. Hispanic markets. Our ownership of broadcast properties is
highly concentrated in California and Texas, the two states where approxi-
mately 50% of all U.S. Hispanics reside.
We have acquired television stations in top 10-50 Hispanic markets steadily
over the last seven years and now have the leading Spanish-language
stations in the 23 television markets that we have entered. We also have
capitalized on our ability to add TeleFutura affiliates in markets where we
have existing Univision properties, launching 16 TeleFutura markets since
the network went on the air in January 2002.
Similarly, we have strengthened our media position in target markets by
acquiring and clustering radio stations in fast-growing U.S. Hispanic

markets, many of which are also Entravision television markets. We now
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have 57 radio stations, 46% of them in markets where we own television
stations. Forty of our 57 radio stations at the end of 2003 were clustered in
the top 15 U.S. Hispanic markets.

in addition, our approximately 10,900 outdoor facings are strategically
positioned primarily in Hispanic areas of New York and Los Angeles, the two
U.S. cities with the largest Hispanic populations.

We have built the systems and controls to operate our properties successfully
and integrated our many acquisitions into three complementary and
smoothly operating divisions. With our initial positioning objectives now
largely met, we have moved into a new phase of corporate evolution that is
emphasizing internal development to realize the substantial organic growth
opportunities for the television and radio stations we have acquired and
developed.

We believe we will continue to demonstrate our ability to control costs and
grow our businesses at industry-leading rates. We have made a substantiat
investment in establishing our media “footprint” and will continue to seek

the best return possible on the capital that has been expended.

Strategy Refinements

With a sharp focus on our goals, we maved in 2003 to sell assets that were
not fundamental to our core businesses of television, radio and outdoor
advertising.

In July, we announced the sale of our New York City Spanish-language
newspaper, El Diario/la Prensa, to a private investment group for $19.9
million. The newspaper, the nation's oldest major Spanish-language daily,
was acquired as part of a larger transaction in 2000 that brought us several

of our core radio properties. We thank the employees of El Diario/la Prensa
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for their service and dedication to the New York Hispanic community and
wish them continued success as they enter their 91st year of operations.

In late 2003 and early 2004, we entered into negotiations to sell radio
stations in Fresno and Chicago, markets where we had limited opportunities
to achieve significant radio station clusters. We anticipate that the sale of
these stations will be completed in the first and second quarters of 2004.
Upon completion of the sale of these radio stations, along with that of a
non-strategic AM radio station in Dallas, we will have realized a total of
approximately $60 miilion from the sale of non-strategic assets. We have
used and will continue to use these proceeds to reduce our debt leverage,
as we promised our stockholders we would do. We have not divested any
television properties and do not intend to do so.

We continue to seek acquisitions of television stations that will enable us to
enter emerging markets with Univision Network and TeleFutura Network
affiliates. In addition, we continue to seek acquisitions that will enhance our
existing radio station clusters and enable us to be increasingly competitive
and successful in our present markets. We are applying a rigorous “return
on invested capital” analysis to all potential television and radio station
acquisitions to insure that we sustain the long-term equity value of our
stockholders.

Corporate Governance

Stockholders have an important and legitimate interest in knowing that
their investments are well protected. Since our debut as a public company,
we believe we have exercised “best practices” in corporate governance. We

further believe that we have complied and will comply with new regulations
and guidelines of The New York Stock Exchange (“NYSE”) and the
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Sarbanes-Oxley legislation in advance of their required implementation
dates. For example, we have had a strict insider trading policy and
completely independent Audit and Compensation Committees since the day
we became a public company.

Our Board has adopted a code of ethics as required by the NYSE for all
employees of the company and an additional one for all senior financial
officers. A majority of our Board members now are independent, and we
have added an independent financial expert on the Audit Committee of our
Board. In addition, we are well underway toward documenting all internal
controls and procedures, which Sarbanes-Oxley requires by the end of 2004,
Finally, we have established a comprehensive corporate governance portal
on our web site (www.entravision.com) with information about our officers
and directors, their trading activities in our stock and other governance
information that we believe is important to our stockholders. We welcome
comments and suggestions from our stockholders regarding further

improvement of our governance practices.

Univision Relationship

We have had a close and collaborative relationship with Univision since
the inception of our company. Univision was an investor in our company
well before our initial public offering. We remain Univision’s largest televi-
sion affiliate group, owning and operating 23 primary television stations
broadcasting Univision Network programming and 16 primary television
stations broadcasting Univision’s second Spanish-language network,
TeleFutura.

All of our Univision Network television stations are the number one Spanish-

language stations in their markets and most of our TeleFutura television
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stations are the number two or three Spanish-language stations in their
markets. Univision is the leading Spanish-language television broadcaster
in the United States, and its two networks capture over 82% of the U.S.
Spanish-language prime time viewing audience. Entravision represents
approximately 26% of Univision’s broadcast distribution.

In 2003, Univision acquired a competing Spanish-language radio broadcast
company, and, as a condition for government approval of this acquisition,
agreed to divest its holdings of our stock to @ maximum of 15% by March
2006 and 10% by March 2009. At the end of 2003, Univision held approxi-
mately 28% of our outstanding stock.

We continue to work closely with Univision as a strategic partner in the tele-
vision area, one of our core businesses. We have long-term network
affiliation agreements with Univision Network and TeleFutura Network that
run through 2021.

Border Markets

In The Markets part of this annual report, we take readers on a journey to
the cities of our border markets to highlight their cultural and business
attractions. Entravision has more media infrastructure along the
U.S./Mexican border than any media company in the country. The majority
of the people in our U.S. border cities are of Hispanic descent. They repre-
sent a loyal audience for our media, making us number one in television
ratings for all Spanish-language television stations in our five border
markets. In addition, we are number one or number two against all compe-
tition regardless of language (including all of the major English-language
networks) in four of those five markets. Similarly, our radio stations are lead-

ers in Spanish-language broadcasting in these markets.
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Prospects for 2004

We believe three fundamental factors will contribute to our organic growth
in 2004 and beyond.

First, we believe that the Hispanic population will continue to be one of the
fastest-growing segments of any population group in the United States for
at least the next two decades and that our television and radio stations will
continue to capture a large audience share in their markets for this population.
Hispanics represent the latest in a series of immigration waves that have
built our nation over its entire history. They believe in the American dream
and are living it every day. They want a good education for their children
and good housing for their families and are willing to work hard to achieve
these goals.

Hispanics are the audience for our media and the consumers of our adver-
tisers’ products. They are becoming mainstream influences of every aspect
of American life, from sports and entertainment to politics and cuisine. As
U.S. Hispanic consumers grow in number and prosperity, we expect they will
carry us like a wave to ever-greater successes.

Second, we believe that Spanish-language television and radio audiences
are still significantly undercounted relative to their English-language coun-
terparts. We are working closely with the companies who publish audience
ratings, Nielsen in television and Arbitron in radio, to improve their overall
sampling methods so that Spanish-language audiences are more accurately
represented.

Third, we believe we will continue to capture more of the large unrealized
revenue pool that we believe has been lost because advertisers historically
have paid a lower rate for a Spanish-language audience share than for an
English-language audience share. Because of the powerful momentum of

Hispanic population and buying power growth, advertisers are turning to an
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increasing degree to Spanish-language media in order to achieve their own
growth objectives. As a consequence, the rate gap is diminishing. We believe
that parity with English-language advertising rates will be achieved in the
coming years.

In summary, we believe we will produce substantial organic revenue growth
because our audiences are growing dramatically, our advertising base is
broadening and deepening and our advertising rates are moving steadily
toward parity with English-language broadcasting. Furthermore, many of our
television and radio stations are still in the developmental stage and offer
substantial opportunities for margin improvement in the next year and
beyond. We also believe that our outdoor business will resume its historical
growth patterns in 2004.

In addition, we expect to benefit from a steadily improving economy and
from the extensive political advertising that takes place in a presidential elec-
tion year, an historically greater portion of which will be directed to
Spanish-language media in 2004.

We have every expectation that Entravision will achieve above-average
growth again in 2004. We are grateful to each of our employees, most of
whom are fellow Entravision stockholders. Their hard work and exceptional
dedication have made our success possible. We look forward to another year
of achieving our most critical mission, building growth and value for all of

our stockholders.
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