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Methodology
ÅAdvertising spend data including over 340K parent companies 

was collected by Nielsen Monitor Plus in English and Hispanic 
(Spanish/Bilingual) media.This data was analyzed by Santiago 
Solutions Group for AHAA.

ÅFirst, SSG identified the Top 500 OverallSpending (English + 
Spanish) parent companies. 

ÅSecond, SSG classified the overall 500 ad spenders into 5 Tiers 
according to the percent allocation to Hispanic Media 
corresponding to previous AHAA Ad Spend Allocation reports. 

V Best-in-Class (more than 14.2%)

V Leaders (6.4%-14.2%)

V Followers (3.6%-6.3%)

V Laggards (1.0%-3.5%)

V On-The-Sidelines (Less than 1%)

ÅThe process was repeated for years 2010 and 2014, thus 
permitting the analysis of broad trends in the marketplace. 
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EnglishMedia Hispanic Media

Cable TV Cable TV

FSI Coupon FSI Coupon

Local Mag Local Magazine

Local Newspaper Local Newspaper

Local Sunday Supplement Local Sunday Supplement

National Magazine National Magazine

National Newspaper National Newspaper

National Sunday National Sunday Supplement

Network Radio Network Radio

Network TV Network TV

Span Language Cable TV

Span Language Network TV

Spot Radio Spot Radio

Spot TV Spot TV

Syndicated TV Syndicated TV

Excluded English 

Media

Excluded Hispanic 

Media

B2B B2B

Display Display

Outdoor Outdoor

National Cinema

Regional Cinema



ÅWhile overall ad spend among the top 500 advertisers 
increased by 5%from $79.0Bn to $83.1Bn from 2010 to 
2014, marketers made a steep increase in Hispanic Ad 
Spend, jumping 61% from $4.4Bn to $7.1Bn. 

ÅHispanic allocation jumped to 8.5%of all US top 500 
marketers ad spend from 5.5% in 2010 moving from 
Follower to Leader tier.

ÅEnglish Media Ad Spend increased by 2%from $74.6Bn 
in 2010 to $76.0Bnin 2014
ÅThe English share of ad spend among the top 500 US marketers 

is down to 91.5% in 2014 from 94.5%in 2010.

Overall AdSpend Context

Hispanic Share of AdSpend Soared to 8.5% in 2014.  Top 500 Advertisers Increased 
Hispanic Media Spend by $3Bn or 61% vs. only $1.5Bn or 2% in English AdSpend 
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$74.6 $76.0 

$4.4 
$7.1 

2010 2014

Eng NH AdSpend Hisp Media AdSpend

5.5% 8.5%

$79.0 Bn $83.1 Bn

+2%

+61%

+5%



Index: ( )
Index

Pharma 29

Appliance-Electronics 41

Apparel 84

Home Repair-Furnishing 104

Tech-Telecom-Entern 128

Restaurant 134

CPG Manufacturers10.9%

CPG Retailers            9.3%
Other Categories Avgs.

Top 500
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Companies in Category

Average Top 500

6 Categories by Hispanic Allocation Tiers

1.0%

Allocation 

Tiers

2.5%

3.5%

8.8%
10.9%

11.4%

7.1%

Restaurant

Pharma

Appliance-
Electronics

Home Repair-Furnishing

Apparel

Tech-Telecom-Entertainment

Home Repair-Furnishing, Tech-Telecom-Entertainment & Restaurant above Avg. 
Hispanic allocation while Apparel, Appliance-Electronics & Pharma fall below



5

B-I-C 0 2 6 0 3 -1 10

Leader 2 1 -2 2 10 5 18

Follower 1 -1 -2 1 -6 -2 -9

Laggard -2 1 0 3 -3 -4 -5

On-The-Sidelines -11 -2 -4 -3 2 -7 -25

Total Change Among Top 
500 In Category -10 +1 -2 +3 +6 -9 -11

Appliance-
Electronics

Apparel
Home Repair-

Furnishing

Tech-Telecom
Enternt.RestaurantPharma

6 Cats

Total Tiers 

Change

Nº Coôs

BIC & Leader companies grew in number while On-The-Sidelines had 
sharpest decline.



Right Spend = Allocation foundation + Competitive AdSpend 
Re-calibration

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

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

ÅAd spend provides a category wide competitive perspective.

In a high ad spend competitive category marketers may have to heighten ad 
spends & allocations to attain goals.
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Hispanic Ad Spend Trends 2010-14

Apparel Category



The Apparel Category aggregate Hispanic AdSpend increased 19%. The average Apparel 
Company increased Hispanic Dedicated AdSpend to $8.0M boosting their Hispanic Allocation 

by 1.8 percentage points to 7.1% moving from Follower Ą Leader tier.

$263M
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Total Hispanic AdSpend* 
$$ Millions

Hispanic % of Overall Apparel 

AdSpend*

7.1%

5.3%

*Among Top 500 in 2014

$221M
$6.9M

$8.0M

Average Apparel

Hispanic AdSpend* 
$$ Millions

2014201020142010

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

2010 2014

+15%+19% +1.8%

points
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ADIDAS

BIG 5

CALLAWAY GOLF

COACH

DILLARDS

GIORGIO ARMANI

GLOBAL LEADING BRANDS HOUSE HOLDNGS

JOS A BANK CLOTHIERS

NM MARIPOSA HOLDINGS

PRADA HOLDING

PVH

RALPH LAUREN

HUDSONS BAY

GUESS

LIMITED BRANDS

DSW

KERING

BELK

VF

HENNES & MAURITZ

SKECHERS

MENS WEARHOUSE

HANESBRANDS

TJX

SCHOTTENSTEIN STORES

ROSS STORES

PAYLESS HOLDINGS

KOHLS

GAP

NIKE

MACYS

SEARS HOLDINGS CORP

JC PENNEY
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ADIDAS

BIG 5

CALLAWAY GOLF

COACH

DILLARDS

GIORGIO ARMANI

GLOBAL LEADING BRANDS HOUSE HOLDNGS

JOS A BANK CLOTHIERS

NM MARIPOSA HOLDINGS

PRADA HOLDING

PVH

RALPH LAUREN

HUDSONS BAY

GUESS?

KERING

LIMITED BRANDS

VF

DSW

TJX

BELK

SKECHERS

MENS WEARHOUSE

HENNES & MAURITZ

HANESBRANDS

KOHLS

MACYS

SCHOTTENSTEIN STORES

ROSS STORES

GAP

PAYLESS HOLDINGS

SEARS HOLDINGS CORP

JC PENNEY

NIKE

JC PENNEY, SEARS, MACYS = 64% of Ad spend. 
NIKE, GAP, KOHLS, PAYLESS = 25% of Ad spend.  
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Hispanic % of Overall Allocation (7.1% CAT. AVG - LEADER)Hispanic Ad Spend $ (000õs)

ACTIVE SPENDERS

NIKE, JC PENNEY, SEARS & PAYLESS 
lead in Hispanic Allocation

AVG. +

Top 7 = 89% 

of Total

Ad Spend

BIC

Top 4 = 70% 

of Total Cat

Ad Spend
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Payless, Sears, JC Penney, 
Nike, Ross Stores & The Gap 

Increased Hispanic 
Allocation By >2.5 points 
and Hispanic AdSpend by 
>$4M each since 2010 
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Apparel: 2010-2014 Hispanic AdSpend & Hispanic Allocation Change
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COACH
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Vast Majority Of Active Players Growing In Both Ad Spend & Hispanic 
Allocation Since 2010



Hispanic Ad Spend Trends 2010-14

Appliance-Electronics Category



Aggregate Hispanic AdSpend By Appliances Increased 3.3x, Allocation jumped 2.6 percentage 
points & Average Company Hispanic Dedicated AdSpend increased to $7.3M.  

The category, however, resides on the cusp of Laggard Ą Follower allocation tier.
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3.5%

0.9%

*Among Top 500 in 2014

$27M

$117M

$1.0M

$7.3M

2014201020142010

Appliance-Electronics Category (Appliances, Devices, Electronics) Among Top 500 US Advertisers

2010 2014

+3.3x +6.3x +2.6%

points

Total Appliance-Electronics

Hispanic AdSpend* 
$$ Millions

Hispanic % of Overall 

Appliance-Electronics

AdSpend*

Average Appliance-Electronics

Hispanic AdSpend* 
$$ Millions


















































