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Overall AdSpend Context

Hispanic Share of AdSpend Soared to 8.5% 2014. Top500 Advertisers Increased
Hispanic Media Spend by $3Bn or 61% vs. on$§1.5Bn or 2% in English AdSpend

Ad Spend by Media Language
® Eng NH AdSpend mHisp Media AdSpend

A While overalispend among the top 500 advertisers
iIncreased BP6from$79.0Brio $83.1Brirom 2010 to
2014 marketers made a steep increase in Hispanic A
Spend, jumpisd %from$4.4Brio$7.1Bn.

A Hispanic allocation jump@&dBof all US top 500
marketers ad spend fro®5122010 moving from
Follower to Leader tier.

A English Media Ad Spend increasétfiyn74.6Bn

in 2010 t§76.0Bnn 2014

A The English share of ad spend among the top 500 US marke
IS down t81.5%n 2014 fro8v.5%n 2010.

2010 2014
$79.0 Bn 5%  $83.1 Bn

_ahaa |

< l”
e @ =3 3
UNIVERSITY 20162014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for AHAA: The Voiog of Hispanic Mat



Home RepairFurnishing, TechlelecomEntertainment & Restaurant above Avg.
Hispanic allocation while Apparel, Appliancé&lectronics & Pharma fall below

6 Categories by Hispanic Allocation Tiers
Index (

Companies in Cateqoa

TechTelecomEntertainment Average Top 500

10.9%

Home RepaifFurnishingg.8% ) ¢11_40/Restaurant Index

N\ Pharma 29
Apparel 7.1% Appliance-Electronics 41
Apparel 84
Home Repair-Furnishing 104
Tech-Telecom-Entern 128
Appliance Restaurant 134
PRIaNE® 3 504
Electronics ~
Other Cateqgoriesvgs
Pharma?. 5% CPG Retailers 9.3%
CPG Manufacturéfs9%
Allocation
Tiers
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BIC & Leader companies grew in number while GhheSidelines had
sharpest decline.
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Leader 2 1 2 2 10 5 18
Follower 1 -1 -2 1 -0 -2 9
Laggard -2 1 0 3 -3 4 5
OnTheSidelines -11 2 4 3 2 T 25
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Total Change Among To
25500 In Category 10 41 2 +3 +6 9 11
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Right Spend = Allocation foundation +Competitive AdSpend
Re-calibration

AAdvertisers should consider both Hispanic ad spend and allocation when
budgeting.

AProper allocation provides an internal base point for successful Hispanic
marketing.

AAd spend provides a category wide competitive perspective.

Ina high ad spend competitive category marketers may haveighitenad
spends& allocations to attain goals
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Hispanic Ad Spend Trends 2040

Apparel Category
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Apparel Category (Apparel, Apparel-Shoes) Among Top 500 US Advertisers

The ApparelCategoryaggregate HispanicAdSpendincreased 19%. The average Apparel
Company increased Hispanic Dedicated AdSpend to $8.0M boosting their Hispanic Allocation
by 1.8 percentage points to 7.1% movindrom FollowerA Leader tier.

Total Hispanic AdSpend* Averagehpparel Hispanic % of Overalpparel
$3 Millions Hispanic AdSpend* AdSpend*
$$ Millions
$263M

7.1%

2010 2014

ahaa |- *Among Tdg00 in' 2014

S
o g =% 8
UNIVERSITY 20162014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for AHAA: The Voiag of Hispanic Marketin



-

J

JC PENNEY, SEARS, MACYS = 64% of Ad spel

st

nd. NIKE, JC PENNEY, SEARS & PAYLE!
d. lead in Hispanic Allocation

NIKE, GAP, KOHLS, PAYLESS = 25% of Ad spe

Hispanic Adbpend $0 0 0 6 s )

Hispanic ofOverall Allocation (7.1% CAT. AVEADER)

JC PENNEY oA
SEARS HOLDINGS COF_L$;52 $59
MACYS —Mf3$45

$63

NIKE 22%

TP
JC PENNEY mayr=—m 100/
17%

SEARS HOLDINGS CO 5

_ $17 BIC
Top 7 = 89% NIKE  S—m—=e —~ - PAYLESS HOLDING ey pp—————— LA
f Total GAP %@7 GAP - 9%
or lota KOHLS s $16 ROSS STORE Smmr=ror=— g%
Ad Spend PAYLESS HOLDING S $15 SCHOTTENSTEIN STOR BS=pp——— /% AVG. +
ROSS STORESE™s7 $9 MACYS /% :
SCHOTTENSTEIN STORES;, $4 KOHLS = 505%
TIX = $3 HANESBRAND S=pop== 50
HANESBRANDS=% $3 - 0 HENNES & MAURIT D204 70/,
MENS WEARHOUSE= %3 Top 4 =70% MENS WEARHOUSEBm=rss 3%
SKECHERS ™30 $2 of Total Cat SKECHERS FWO-23O/%
HENNES & MAURITE g$2 BELK =995 <%0
BELK * g $1 ACTIVE SPENDERS DSW =g
KERING 1 $1 VF I b30
oW T %0 LIMITED BRANDS%d{0
LIMITED BRANDS $9 KERING m L%,
GUESS 0 m 2014 GUESS? ' 8%
HUDSONS BAY §0 HUDSONS BAY g%
m 2010 RALPH LAURENs Q4
RALPH LAUREN &p
PVH & PVH 6%
PRADA HOLDING 098
PRADA HOLDING & NM MARIPOSA HOLDING§%
NM MARIPOSA HOLDINGSE: J0S A BANK CLOTHIERSDY
JOS A BANK CLOTHIERS#0 GLOBAL LEADING BRANDS HOUSE HOLD%%S
GLOBAL LEADING BRANDS HOUSE HOLDNES GIORGIO ARMANI 8%
GIORGIO ARMANI & DILLARDS » 0%
DILLARDS | $p COACH 8%
COACH & CALLAWAY GOLF 89
CALLAWAY GOLF & o
BIG5 0%
}mﬂ%ﬂv{ BIGS & ADIDAS 8% 9
ADIDAS ¢ : : : : o : : S :
20162014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for AHAA: The Voiog of Hispanic Marketin

UNIVERSITY



Vast Majority Of Active Players Growing In Both Ad Spend & Hispanic
Allocation Since 2010
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Hispanic Ad Spend Trends 2040
ApplianceElectronics Category
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Appliance-Electronics Category (Appliances, Devices, Electronics) Among Top 500 US Advertisers

Aggregate Hispanic AdSpendy Appliances Increased 3.3xAllocation jumped 2.6 percentage
points & Average CompanyHispanic Dedicated AdSpend increasetb $7.3M.
The category, however, resides on the cusp of Lagga#d Follower allocation tier.

Total Applianc&lectronics AverageApplianceElectronics Hispanic % of Overall
HispanicAdSpend* Hispanic AdSpend* ApplianceElectronics
$3$ Millions $3$ Millions *
$117M AdSpend
3.5%
— 0.9% ., 606
D +3.3X points
2010 2014 2010 2014
Lgoa - Among Tda00 in'2014 .
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