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Simplified Spectra

Spectra connects Consumers , Products , and Stores.
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Spectra Answers Four Fundamental Questions

WHO Are They? WHERE Do
" They Shop?

=

WHAT Do HOW Do You
They Buy? TARGET Them?
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How Spectra’s Data Integration Works
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Spectra HispanlQ

Hispanic

Consumption Acculturation
Behavior Linguistic Ability

 Many CPG marketers and researchers use Language Spoken as a
proxy for Acculturation to help them understand Consumption
Behavior

» But language alone does not provide the full picture of Hispanic
consumers’ CPG consumption behavior
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Measuring Hispanic Consumption Behavior

Hispanic
Consumption
Behavior

Acculturation

Children  Income

Linguistic Ability
Employment

Age
efc...

» Spectra redefined acculturation for the CPG industry to measure
the similarity or difference between Hispanic and non-Hispanic
consumption behavior

« Spectra’s definition of acculturation captures demographics and
other cultural variables, in addition to language spoken, that predict
consumption differences
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Methodology

e Examine Hispanic consumption behavior for all FMCG
categories and brands within Simmons Market Research
National Survey and Hispanic Survey, and assess the
differences between Hispanic consumption behavior and
non-Hispanic consumption behavior.
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Methodology

» Assign a score to each Hispanic respondent, based on
the degree of similarity or difference of his/her
consumption behavior to the non-Hispanic consumer

Most
Acculturated

Least
Acculturated

Consumption Consumption Behavior

Behavior is different is similar to that of the
than non-Hispanic Non-Hispanic
consumer consumer’s
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Methodology

* Develop an acculturation model that defines the
relationship between the demographic and cultural
variables of the respondents and their acculturation score
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Methodology

 Sort Hispanic respondents into 3 groups based on their
scores
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Methodology

* Develop an acculturation-based profile for each product,
media preference, lifestyle activity, attitude/opinion

Media
Activities

Attitudes
Consumption

Acculturation

BehaviorStage Least Most ed
9 Acculturated Bi-Cultural Acculturated
Los Chicos (Start-Up Families)

HHs with Young Children Only <6 120 112 90
Familias Pequefias (Smaller Families)

Small HHs (2-4) with Older Children 6+, HOH <45 126 119 89
Familias Grandes (Larger Families)

Large HHs (5+) with Older Children 6+, HOH <45 145 108
Familias Maduras (Older Families)

Any Size HHs with Older Children 6+, HOH 45+ 102 108 99

Tu Y Yo (Younger Singles & Couples)

1-2 Person HHs, No Children, HOH <55 90 87 86
Todos Nosostros  (Younger All Adult Families)

3+ Person HHs, No Children, HOH <55 75 92 95

Los Mayores (Older Adults)

Any Size HHs, No Children, HOH 55+ 89 97 75
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Methodology

e Assign acculturation levels to each block group, based on
the demographics of its Hispanic respondents

B Least Acculturated
, B Bi-Cultural
B Most Acculturated
e - [] Non-Hispanic
I,
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Methodology

 Create an acculturation profile for each geography,
account and/or store

B Least Acculturated
B Bi-Cultural

B Most Acculturated
[J Non-Hispanic
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Methodology

* Link geographies, accounts, and stores to Consumption
and Media behavior

Media
Activities
Attitudes

Consumption
Geography
Account
Store

BehaviorStage

Least

Acculturation

Most

Most
Culturated

ted

Acculturated Bi-Cultural Acculturated
Los Chicos (Start-Up Families)
HHs with Young Children Only <6 90 120 65
Familias Pequefias (Smaller Families)
Small HHs (2-4) with Older Children 6+, HOH <45 87 115 78
Familias Grandes (Larger Families)
Large HHs (5+) with Older Children 6+, HOH <45 75 125 73
Familias Maduras (Older Families)
Any Size HHs with Older Children 6+, HOH 45+ 28 106 87
Tu Y Yo (Younger Singles & Couples)
1-2 Person HHs, No Children, HOH <55 104 99 90
Todos Nosostros  (Younger All Adult Families)
3+ Person HHs, No Children, HOH <55 103 105 81
Los Mayores (Older Adults)
Any Size HHs, No Children, HOH 55+ 87 100 83
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Addressing Business Issues
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In-Depth Executional Insights

Spectra HispanlQ

>
I Al

Media What'’s the best media
Execution for reaching them?

Store Level Which Stores attract
Execution my consumers?
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“In Language” targeting may lead CPG marketers down the wrong path
* Which Hispanic consumer buys my product?

Language

. Spanish English

BehaviorStage Dominant | Bilingual | Dominant | Total
Los Chicos (Start-Up Families)
HHs with Young Children Only <6 106 95 89 97
Familias Pequefias (Smaller Families)
Small HHs (2-4) with Older Children 6+, HOH <45 89 85 98
Familias Grandes (Larger Families)
Large HHs (5+) with Older Children 6+, HOH <45 97 90 110
Familias Maduras (Older Families)
Any Size HHs with Older Children 6+, HOH 45+ 66 76 98
Tu Y Yo (Younger Singles & Couples)
1-2 Person HHs, No Children, HOH <55 119 55 89 97
Todos Nosostros (Younger All Adult Families)
3+ Person HHs, No Children, HOH <55 80 85 100
Los Mayores (Older Adults)
Any Size HHs, No Children, HOH 55+ 101 86 78 82
Total 111 84 83 100

Acculturation-based (“In Culture”) targeting offers a more accurate view of your
product’s consumer profile that delivers actionable results

Acculturation

BehaviorSt Least Most
ehaviorotage Acculturated | Bi-Cultural | Acculturated | Total
Los Chicos (Start-Up Families)

HHs with Young Children Only <6 94 108 80 97
Familias Pequefias (Smaller Families)

Small HHs (2-4) with Older Children 6+, HOH <45 100 106 62 98
Familias Grandes (Larger Families)

Large HHs (5+) with Older Children 6+, HOH <45 8 109 96 110
Familias Maduras (Older Families)

Any Size HHs with Older Children 6+, HOH 45+ 92 58 98
Tu Y Yo (Younger Singles & Couples)

1-2 Person HHs, No Children, HOH <55 4 100 73 97
Todos Nosostros (Younger All Adult Families)

3+ Person HHs, No Children, HOH <55 116 80 85 100
Los Mayores (Older Adults)

Any Size HHs, No Children, HOH 55+ 108 109 74 101
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* Which Hispanic consumer buys my product? What's their
acculturation level and BehaviorStage?

Focus your targeting & marketing efforts by segmenting your consumers
based on the differences in their consumption behavior (acculturation)

Brand A (Volume

Acculturation
Least Most
Acculturated | Bi-Cultural | Acculturated | Total

BehaviorStage

Los Chicos (Start-Up Families)
HHs with Young Children Only <6 94 108 80 97

Familias Pequefas (Smaller Families)

Small HHs (2-4) with Older Children 6+, HOH <45
Familias Grandes (Larger Families)

Large HHs (5+) with Older Children 6+, HOH <45
Familias Maduras (Older Families)

Any Size HHs with Older Children 6+, HOH 45+
Tu Y Yo (Younger Singles & Couples)

1-2 Person HHs, No Children, HOH <55

Todos Nosostros (Younger All Adult Families)

3+ Person HHs, No Children, HOH <55 100
Los Mayores (Older Adults)

Any Size HHs, No Children, HOH 55+ 108 109 74 101
Total [ 110 112 76 100

106 62 98

109 96 110

08
o T Target Consumer
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 What are my consumer’s demographics?

. Tota.l Target Consumer
Hispanics
% Pen % Pen Index
Heritage Mexican 67.5% 67.9% 101
Cuban 4.4% 4.4% 101
Puerto Rican 7.9% 7.3% 93
Other Hispanic 20.3% 20.4% 101
Generation Order  Foreign Born 61.7% 70.5% 114
Parents foreign born 13.5% 13.0% 96
One parent foreign born 7.8% 6.4% 82
Resp & parents US born 17.0% 10.2% 60
18 -20 9.4% 10.8% 116
21-24 10.8% 12.2% 113
25-34 25.3% 25.2% 99
35-44 22.2% 20.0% 90
45 - 54 14.9% 12.4% 84
55 - 64 9.0% 9.4% 104
65-74 6.0% 7.1% 118
75+ 2.4% 2.9% 124
Number of None 42.1% 37.1% 88
Children 21.4% 23.6% 110
19.0% 19.9% 104
10.5% 11.4% 109
6.9% 8.0% 115
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 What other brands are my Hispanic consumers buying?
What does my competition look like?

| Brand A Penetration = 16% |

Total Bi-Cultural

% Pen % Pen Index

Brand B 2,126,000 274,000 222

Brand C 3,401,000 14% 415,000 30% 210

Brand D 2,430,000 10% 214,000 16% 152

Brand E 1,416,000 6% 123,000 9% 150

Brand F 4,020,000 17% 317,000 23% 136

Brand G 3,312,000 14% 244,000 18% 127

Brand H 689,000 3% 50,000 4% 125

Brand | 1,790,000 8% 123,000 9% 118

Brand J 730,000 3% 42,000 3% 99

Brand K 890,000 4% 46,000 3% 89

Brand L 573,000 2% 28,000 2% 84

Brand M 1,038,000 4% 40,000 3% 66

Totals 23,751,000 100%| 1,380,000 100% 100
Helping marketers identify brands that can potentia lly compete with their brand
and helping them determine brands for possible tie- In and partnerships
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 What are my consumer’s psychographics? What are the
attitudes and opinions?

Total Target Consumer
National Psychographics (000) %Pen | Index
General Opinions 23,751 37% 100
I ENJOY TAKING RISKS 7,910 34% 92
SACRIFICE TIME WITH FAMILY TO ADVANCE 9,599 40% 111
LITTLE | CAN DO TO CHANGE MY LIFE 4,308 42% 112
Health Opinions
FIRST TO TRY NEW HEALTH FOOD/NUTRIT PROD 4,453 41% 110
PAY ANYTHING WHEN IT CONCERNS MY HEALTH 10,496 40% 107
DONT HAVE TIME PREPARE/EAT HEALTHY MEAL 9,116 33% 87
Media Opinions
ALL TV ADVERTISING ANNOYS ME 5,035 41% 110
SPANISH ADS ARE THE BEST SOURCE OF INFO 7,619 45%
SPANISH ADS RESPECT MY HERITAGE 10,925 39% 105

Helping marketers understand their Hispanic consume

I's attitudes and

opinions with regards to Health, Media, Purchasing, Technology...etc.
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Media
Execution

What's the best media for reaching them?

 What is the most effective way to reach my consumer through
targeting programs and promotions on the national o r local
level?

Total US Index to Total Hispanics
Highest Quintile H|span|c§ Least Bi-Cultural Most
(% Penetration) [ Acculturated Acculturated

Spanish Magazines 17.1% 115 42
Radio-All Day 22.5% 69 105 114
TV-All Day 20.1% 113 103 82
Spanish TV-All Day 15.8% 103 17
Spanish Radio-All Day 18.4% 112 118 50

Helping Marketers identify their consumer’s media preferences to
effectively reach their consumers
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 What are the acculturation levels within my account’s

geography?

20% Account A Most Cultural Account B
AcC. 75%

10%

Other

Helping Retailers and Category Managers focus their efforts on reaching their target
Hispanic consumer by understanding the acculturation profiles across accounts
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 How can | increase my shelf
space and/or distribution?

Brand A

Acculturation

BehaviorStage Least

Los Chicos (Start-Up Families)
HHs with Young Children Only <6
Familias Pequefias (Smaller Families)

Small HHs (2-4) with Older Children 6+, HOH <45
Familias Grandes (Larger Families)

Large HHs (5+) with Older Children 6+, HOH <45

101

89

108

Accultir-*2 2 Pi-Cultural | Acculturated

Familias Maduras (Older Families)

Any Size HHs with Older Children 6+, HOH 45+
Tu Y Yo (Younger Singles & Couples)

1-2 Person HHs, No Children, HOH <55

Todos Nosostros (Younger All Adult Families)
3+ Person HHs, No Children, HOH <55

Los Mayores (Older Adults)

Any Size HHs, No Children, HOH 55+

110

BehaviorStage

Los Chicos (Start-Up Families)
HHs with Young Children Only <6

Store 123

Acculturation

Least
Accl ™ awcu | o “ultural | Acculturated

Familias Pequefas (Smaller Families)
Small HHs (2-4) with Older Children 6+, HOH <45

89

Familias Grandes (Larger Families)
Large HHs (5+) with Older Children 6+, HOH <45

108

Familias Maduras (Older Families)
Any Size HHs with Older Children 6+, HOH 45+

78

Tu Y Yo (Younger Singles & Couples)
1-2 Person HHs, No Children, HOH <55

111

Todos Nosostros (Younger All Adult Families)
3+ Person HHs, No Children, HOH <55

85

Los Mayores (Older Adults)
Any Size HHs, No Children, HOH 55+

110

Helping retailers and category managers uncover additional sales
opportunities among Hispanics through better alignment of brands and
shelf space with the store’s Hispanic population

nielsen
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 How do | distribute or/and allocate my funds across
markets & stores?

Hispanic Shoppers

Distribution
Account 123 State % Hispanics Least Acc. Bi-Cultural

Store 1 X 43% 8%
Store 2 X 35% 20%
Store 3 X 41% 8%
Store 4 X 42% 23%
Store 5 X 32% 24%
Store 6 X 40% 48% 35%
Store 7 X 33% 46% 34%
Store 8 X 37% 44% 44%
Store 9 X 36% 46% 31%
Store 10 TX 31% 46% 29%
Store 11 X 49% 24% 34%
Store 12 X 37% 28%

Spend your dollars where it matters most by identifying specific
Hispanic stores for reaching your target Hispanic consumer

-_ e ©. 0. 0.0 0 0 0 00
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* What stores should have Spanish POS for my brands?

% Spanish
City State % Hispanic Speaking

Account 456

Store 21 Los Angeles CA 89% 79% B oy
Store 22 Maywood CA 84% 76% B p—
Store 23 Huntington Park |CA 75% o p—
Store 24 Los Angeles CA
Store 25 Bell Gardens CA —
Store 26 San Bernardino |CA
Store 27 Panorama City [CA
Store 28 Pomona CA
Store 29 Long Beach CA

|dentify the Hispanic stores for focusing your Spanish
language promotions and materials
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Thank you

nielsen
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BEVERAGES

Supplier Case Study




® srowN-FORMAN Who Are We?

BEVERAGES

e Founded in 1870

e Top 10 global wine/spirits company

 Publicly traded; stock symbol BFB

* Fifth generation of active Brown family management
* 25 brands marketed in 135 countries

« 4,000 employees; 1,000 in Louisville, Kentucky

 Industry leader in social responsibility/moderation



A Broad & Diverse Portfolio

@ BROWN-FORMAN  of Premium Wines & Spirits

BEVERAGES

s




Brown-Forman’s Investment In Tequila

» Casa Herradura, founded in 1870
» Acquired by Brown-Forman in 2007
 Fully vertically integrated — field->store

* US product line includes
e Herradura
* Antiguc
*New Mix
el Jimador



The el Jimador Consumer

“Soclal Explorers”

LDA-29 males and females who are in
their transition years, having fun with
friends as they build their lives.

Primary: Secondary:
1 & 2 G Méxican General
Hispanic Market

*Carlos *Ana *Susan cAaron



Lifestyle/Activities

« Embracing America while enjoying products and
activities that remind them of Mexico

* Television (American & Mexican)
* Dining out/cooking (authentic cuisine)
* Like all types of music.

» Spend time with friends and family, in and out of
home

» Tech-savvy (internet, smartphone usage)

* “The Firsts” — home, car, career, etc.



Why el Jimador?

*The #1 selling tequila in Mexico; the #1
sellinc Reposad in Americe

*High quality; great value for the money;
easily found.



Targeting Lightly Acculturated
Hispanic Consumers For El Jimador

Owner’s Manual

by: Lou Willsea

Market Consumer Planning Manager
Brown-Forman Beverages
949-863-8003 (ofc)
lou_willsea@b-f.com



Project Rationale:

Using US Census Bureau demographic data, Spectra consumer
demand information, and Brown-Forman depletion data, target
off-premise, broad market distribution opportunitie
neighborhoods that include high percentages of lightly
acculturated Mexican adults.



Spectra Acculturation Study — Sortable & Siftable Deliverables

* Custom study done by Spectra for Brown-Forman
* Developed in 2007; updated in 2009

*Drilldown by zip code, by state (AZ, CA, CO, FL, GA, MI, MN, MO,
NC, NJ, NM, NY, OH, OR, PA, TX, WA, WI, DC)

* Number of adults by national origin (Mexico, CuPaerto Rico, A/O)

eAcculturation Level -- (Unacculturated, Bicultur&hilly Acculturated)



Output Examples

e 25.0MM total adults; 8.6MM
Hispanic adults (34.5%)

* 1.9MM Unacculturated adults
(22.3%

* Virtually all zips skew to
either Unacculurated/
Bicultural; or Bicultural/
Acculturated.

» 306 zip codes index high for
Hispanics overall AND
Unacculturated; 1.1MM
Hispanic adults.



El Jimador Distribution Project Methodology

* |solate zip codes in the acculturation study where:
» At least 10% of the Hispanic adults are
unacculturated, and/or
* There are at least 500 unacculturated Hispanic adults
In the zip code

» Generate a report for stores in each zip code showing
depletion activity (El Jimador and total B-F portfolio)

e This is the El Jimador distribution opportunity.



Account Targeting — Who SHOULDWe Target?

» Accounts that do significant business on
(suggests B-F and/or YMCO relation

e overall portfolio

e But NOT doing business on El Jimador.

*Sources: Spectra Enlighten, Brown Forman B/W RAD, 12 mos ending 5/08



Account Targeting —
Who SHOULDN'T We Target?

» Accounts where a high percentage — if not a substantial
majority — of business is already on El Jimador.

e NO point in going here, these accounts are already familiar
with the brand, and sell a lot of it.

*Sources: Spectra Enlighten, Brown Forman B/W RAD, 12 mos ending 5/08



Combine Spectra And Sales Data To Build A Targst Li

« Combine Spectra and account-level data feeds both using TD
Linx numbers

* Resulting target list shows current activity in the account, as
well as the demographics of its zip code.



Bilingual Sell Sheets For Street Selling Purposes




The Results

* |n a 90-day period, 95 new points of distribution
» 243 incremental cases = 2.5 cases average perrdccou

 Summer 2008 — post-Cinco; pre-holiday; NOT a focersqal for
tequila

 Incremental add-on sales of other Brown-Forman yectsl= 167 cases

« Small for you? Huge for us!



But Wait. . . There’s More!



Zip Code Targeting — Part I
Doorhanger Media Campaign

® PowerDirect.net (2009 and 2010 exhibi

» Targeted, ‘on-home’ direct delivery of advertising,
couponing and promotional messaging.

» Higher response rates and lower cost/unit tharctdire
mail. High retention and recall rates.

 Stronger penetration against general market than
conventional MIR/IRCs.

 Typical customers include fast food, banks, finahci
services, telecoms,satellite services, buildindesa

Jumbo Doorhangers
*17"x5.5”

* Die-cut to hang on doorknob
* 6-color glossy card stock

* Prints two-sided

* Bilingual available

Advertisers L
Ace Hardware Clt!zen s Bank McDonald's
Allstate Coinstar Mervyn's
Alitel Comcast old Navy
AOL Comp USA Pearle Vision
AT&T Cost Plus Petco
BankOne Dell Pier One
Bank Of Computer PNC Bank
America Dwec'l"V Qwest
Bell South Earthlink Target
Best Buy Homle Depot Toys 'R Us
Blockbuster Kohl S True Value
Blue Cross L.A. Fitness U.S. Cellular
Charter Cable Lgnscrafters Verizon
Cingular quens N Walmart
Wireless Things

Lowe's

Citibank




Putting It Into Action — Phase |

* February 2010 (post-holiday, pre-tax season, pre-Cinco. No
competing activities).

» Multiple calls to action ($3 IRC, recipes on back, etc)
* 25,000 units distributed (see purple areas in map below)

* Redemption rate (0.8%) actually better than our normal
expectations for i-store IRC< with none of the potenti:
theft/fraud issues.



Putting It Into Action — Phase I

« July 2010 (key holiday weekend)

» Multiple calls to action (two IRCs; Angels game schedule, etc)
* 25,000 units distributed (see purple areas in map below)

* Angels Spectra feed

* Redemption rate TBD at press ti



The Good News:

You can closely approximate these results without
anything fancier than a regular InfiNet licer



Attitudinal Statements:

Here’s H oWw: “| often celebrate

Hispanic holidays.” and

Spectra syndicated “| often celebrate
product profiles for American holidays.-
Jarritos and Tecate, National Psychographics, NCS Adult
found in the Usage, found in the National Lifestyles
HomeScan Product & Leisure Library
Library

Use Race-Hispanic, and/or create your own Ad-Hoc
consumer profile. Skews: Hispanic, LDA-34, blue collgr
occupations, Urban Lifestyles and Young Family
Lifestages.




Add the six measures together, and divide by six, to
get a “Hispanic Index” that fits in the usual Spectra
100-point scale. \

| \

9

152+142+170+16/7+167+167 = 161
6




Potential Uses

e Distribution plan for new products

 Close distribution voids on existing products

e Target stores for promotions

 Allocate POS materials

e Identify best stores for co-promotions

 “Size of the prize” dimensionalization of national brand plans

e And so much more!



Thank You!



