





We've Changed




Not a Melting Pot, But a Salad Bowl...




And Our Culture Has Changed Too...

 People are busier than ever ‘
— We're never “off the clock”

— No downtime, always reachable

— “stressed and pressed”

 People are more savvy, empowered than

ever F— \
— Ability to edit, compile and L
customize info we want: T

o Caller ID, Spam filters, pop-up blockers,
TiVo/DVR’s.




How to Break Through?

Recognize me as the
individual | am —

diversity marketing




Diversity Comes In Many Forms

Gender
Religion
Political views

Age/Generation

— Matures (seniors)
— Boomers

— Gen X

— GenyY

Gay/Lesbian
Physical abilities

Rural / Metro

Military/Civilian
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Diversity Comes In Many Forms

Racial
— White, African-American, Asian, Native American

Ethnic/Linguistic
— Hispanic, Indian, etc.

Nativity
— Foreign-born or U.S. born

Lifestage
— New moms/dads, retirees, college students, empty-nesters

Lifestyle/Affluence
— Working poor, middle class, wealthy, filthy rich

Core values
— Environmentalists, vegetarians, home schoolers MeDONALD




And there Is diversity within
diversity...




U.S. Asian Composition

Chinese
Filipino
® Asian Indian
¥ Viethamese
B Korean

Japanese

Source: U.S. Census 2000 McDONA L D




Country of Origin for U.S. Hispanics

Mexico

M Puerto Rico

W Cuba

Central America

Other

Source: Synovate US Hispanic Report




The Hottest Market Segments Now

The Boomers
They're big and affluent

Hispanic Market

They’re new and growing

The African-American Market
They’re loyal and lucrative

GenY ,
They're powerful and elusive
i




Feeling the Boomers’ Influence

Dockers now the best-selling brand of men’s
pants, not Levi’'s jeans -

Eyeglasses as fashion statement
— Frames became more stylish

Yoga explosion

Popularity of “adventure vacation”, experiences
— Safaris, bike tours through Italy, mountain climbing




Feeling the Hispanic Influence...




Feeling the AA Influence...

General Foods identified key differences among
AA consumers and General Market consumers

AA’s use cornbread rather than loaf bread for
stuffing

H— o

AA'’s refer to the food as “dressing”
rather than “stuffing”

Ads created with special tagline:

— “The box says stuffing but the
taste says dressing”




Feeling the Gen Y Influence

U hgry 4 za? (Are you hungry for pizza?)
Emoticons )

LOL, BTW, TTYL
GGP (Gotta go — parents!)

Blending promotions and media

— Using AT&T Wireless cell-phone text messages to
vote in American ldol




Try This Exercise!

When asked to name how Kennedy died...

Matures & Boomers
— Gunshot In Dallas

Gen X
— Plane crash near Martha’s Vineyard

GenY
— “Kennedy who?”




Matures, Boomers, Gen X, Gen Y

Key emotional drivers and icons




Matures (age 66 and older)

lconic entertainer:

HHI:

Defining Idea:
Style:

Work is:
Education is:

Reward because:

Home stuff:
Money:
Family:
Technology:

Frank Sinatra

$40,400

Duty |
Team player A s
an inevitable obligation

a dream

you've earned it

Timex, milk and cookies
put it away, pay cash
traditional nuclear

slide rules and rotary phones




Boomers (age 46-65)

lconic entertainer: Mick Jagger

HHI: $59,800

Defining Idea: Individuality

Style: Self-absorbed

Work is: an exciting adventure
Education Is: a birthright

Reward because: you deserve it

Home stuff: Casio, milk and Oreos
Money: buy now, pay later
Family: disintegrating
Technology: calculators, touchtone phones




Generation X (age 30-45)

lconic entertainer:
HHI:

Defining Idea:
Style:

Work Is:
Education is:
Reward because:
Home stuff:
Money:

Family:
Technology:

Madonna fﬁ,

$49,500 - 4
Diversity ; “P
entrepreneur |

a difficult challenge

a way to get there

you need it

Swatch, milk and Snackwells
cautious conservative: save, save

latchkey kids
spreadsheets and cell phones




Generation Y (age 16-29)

lconic entertainer:
HHI:

Defining Idea:
Style:

Work is:
Education is:
Reward
Home stuff:

Money:
Family:
Technology:

Black-Eyed Peas

control $160 B

In spending

Authenticity

Worldly

a chance to do some good
an incredible expense
because you can share it

use phone to tell time, iPods,
WIi, organic

earn to spend
merged families

all access, 111
text messaging oo




The Hispanic Market is el futuro




A Country Within a Country

50.5 million Latinos in U.S.

Mexico 104.9 MM
U.S. 50.5 MM
Colombia 42.3 MM
Spain 40.3 MM
Argentina 39.1 MM
Peru 28.9 MM
Venezuela 25.0 MM
Chile 15.8 MM

Source: Synovate 2010




More Latinos than Canadians in Canada!
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A Population Trend that Can’t Be Ignored...

2010 2020

Hispanic

14% A-A

B Asian
66%

M \White

Source: Synovate 2010




In Texas, The Hispanic Population Will Eclipse
The Anglo Population by 2015

PAONRS

Source: 2008 Texas State Data Center’s Biennial Population Projections.

_ 4%

Anglo
B Hispanic
Black

m Other




Top 10 U.S. Latino Markets by Population - 2010

Market Latino Pop. Latino Rank %06 Latino
Los Angeles 8,106,800 1 43.8%
20.6%
32.1%
45.0%
19.2%
25.7%
21.8%
27.4%
53.6%
88.1%

New York 4,588,100
Houston 2,063,900
Miami 2,033,600
Chicago 1,985,100
Dallas-Ft. Worth 1,846,900
San Francisco 1,570,400
Phoenix 1,455,200
San Antonio 1,318,000
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McAllen-Browns 1,161,400

Source: Synovate 2010




Fastest-Growing Latino Markets

Top 15 Hispanic DMA's - % Growth
Greensboro-High Pt.-Winston Salem, NC
Charlotte, NC

Ft. Smith, AR

Chattanooga, TN

Atlanta, GA

Wilmington, NC

Harrisonburg, VA

Florence-Myrtle Beach, SC

Sioux City, 1A
Greenville-Spartanburg-Ashville, SC-NC
Huntsville-Decatur, Florence, AL
Raleigh-Durham, NC

Bowling Green, KY

Nashville, TN

Sioux Falls (Mitchell), SD

1
2
3
4
5
6
4
8
)

Source: U.S. Census 2000

Hispanic
673.8%
623.9%
621.7%
420.6%
404.9%
393.4%
382.6%
379.1%
368.8%
365.9%
364.8%
354.9%
351.3%
329.6%
316.9%

Non-Hisp.

13.6%
PAORSEZ
24.7%
11.8%
31.9%
29.6%
14.4%
15.9%
-0.4%
15.1%
12.7%
21.9%
15.9%
21.1%
6.0%

McDONALD




Shifting Migration Patterns Within The U.S.

B Increase of more than 100% Hispanic population
[ ] Increase of 50 — 100% Hispanic population

|| Increase of up to 25% Hispanic population

[ | Loss of Hispanic population

From U.S.A. Today
Source: U.S. Census July 1, 2006 County Estimate (Growth 2000-2006)




Growing Iin Size, Growing in Affluence

e Latinos now have the greatest purchasing
power of any minority

* Average Latino HHI:

$52,725

Prime income-earning years
ahead of them

Source: Claritas 2009




Fountain of Youth?

Latino population is the youngest of all ethnic
groups

Mean age by ethnicity:

— Latino 27.9
— African American 32.0
— Asian 32.6
— White 38.6

Starting their lives as adults
Financial needs changing rapidly

Source: U.S. Census 2000




Foreign-Born Hispanic Adults are Majority

Foreign-Born

®U.S. Born

Source: Synovate 2008




Language Use and Preferences

Language most Language spoken at
comfortable speaking home

English
B Both

Source: Synovate 2008




Acculturation, Not Assimilation

o Assimilation:
— Forfeiting one’s culture and adopting another

e Acculturation:

— The acquisition of a second culture while
retaining one'’s first culture




Latino Acculturation Stratification™

UNACCULTURATED

CULTURAL CULTURAL
LOYALIST™ EMBRACER™

Foreign Born
Recent arrival
Spanish
dependent

Traditional values

Foreign Born
U.S. is home now
Spanish
preferred

Aspirational

ACCULTURATED

U.S. Born

First generation
Bilingual &
Bicultural
Professional

In touch with roots

2nd 3rd Generation
English Preferred
Latino Proud
Retro-acculturation

Influential

McDONALD




U.S. Hispanics Acculturation

B Partially

Unacculturated

B Acculturated

Source: Synovate 2008




Strategies for Diversity Initiatives




Strategy #1:. Be Relevant

 |dentify what people want, then
give it to them

« Example: Target vs. K-Mart

— Relevance: “Style on a budget”

e Benefit: value with dignity




Strategy #2: Build Your Infrastructure

e Diversity efforts
require examination
of infrastructure

 Angelika theatre
In Dallas:




Strategy #3. Know Thy Target

 Bad example: Wireless company:
— Cinco de Mayo themed ads in Miami

 Good example: San Francisco: Bank of
America partnered with AT&T to tap into huge
Asian population

— Open a new checking account, get AT&T prepaid
calling card good for calls to Asia

— AT&T customers received free checking at B of A

e Goal: 1,500 new accounts
e Actual: 22,000 new accounts




Strategy #4. Be Respectful

B . SRt . When two accounts become one
With you when &up accoundt becotme one

Vel ey i Lia




Strategy # 5. Tap into Values

Gen Y Cares About & Expects
Demonstrated commitment to diversity

Soclal consciousness
— Green efforts
— Community involvement

Providing education and advice
— “companies should help people”

Personalized everything
— Personalized welcome screens online




Strategy #6: Recognize Different Needs

Young vs. Old

— Online vs. face-to-face interaction

e Each customer group would describe the above as a “non-
negotiable”

Hispanic vs. Non-Hispanic
— Speed & efficiency not as important as being given all the time |

need, a “live person” to answer my questions. Transactions are
relationship-oriented: high touch over high tech

Men vs. Women

— Upscale salad restaurant (Greenz) created salad with men In
mind
« Sliced steak instead of chicken, served in an edible pretzel bowl.

Verbatim: “Feels like bar food, but it's good for me”




Strategy #7:. Create Specific Products

o Starbucks Detroit:
sweet potato scones
created to satisfy
demand by A-A
customers

 Moving companies
now offering
compassionate
moving services for
the elderly




Strategy #8:. Use Consumer Insights

* Hispanic life insurance questions

 \Women want testimonials/customer
reviews online




Strategy #9: Be Fearless

It may feel weird and unconventional to you, but
If It's what the customer wants, then it’s the right
thing

HARLEY-DAVIDSON




Strategy #10:
Train for Cultural Sensitivity

e Law firm partner took young associate out to lunch

as part of mentoring program. Partner is older
White gentleman, associate is African-American.

 “Where are your people from?”

w .
1:‘_" *-I"i- |

e “Talking louder does not make me bilingual”




Final Thoughts

« Pay attention to the shifting demographics and
values of customers and community around you

« Meaningful marketing has growing relevancy
with youth, Hispanic, Asian, AA and generational
consumers as the desire for connection grows

 Good marketing is always about tapping into
closely-held values




My Book Can Help!




It's on the Inc. Bestseller List

Inc. 8ooccoread

The Business Book Bestseller List

The Thank You
Economy

A guidebook to change the
way you think about social media and how to

leverage it to improve your business

3. """ The Now Revolution
NCW

your company or organization to make real

Gives the blueprints for

reexamining and retoolin

tme business work “for® vou.

Practically Radical

APRIL 2011

Make It in America

anufacturing sector

4. HOW#
MARKET
B PEOPLE

How to Market to
People Not Like You

Challenges this traditional
thinking about core customer bases, giving
vou a new approach to expand your

Nistomer base and your business

Relations
Economics




Reviewed & Recommended by Forbes, Fast Company,
The Street and BusinessWeek!

Forbes

10 Lessons From the Coolest
Company Anywhere

|BusinessWeek|

Named one of the “Top 5 Best Business Books of 2011







For more information about
multi-cultural consumers, marketing and trends, contact
Kelly McDonald at
214-880-1717 or kelly@mcdonaldmarketing.com

©2011 McDonald Marketing
2909 Cole Avenue Suite 115
Dallas, TX 75204
214-880-1717, Fax 214-880-7596

All rights reserved.
No part of this material may be reproduced
In any form without permission by the author.
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