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• Case Studies

• Q&A
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Objective

• To provide examples of the types of findings that can 
be obtained and how to avoid common pitfalls with 
Hispanic-related In Market Tests.

http://www.univision.net/corp/en/index.jsp


Kraft Foods
“In Market Testing for Growth” Background

•IMTG contributes significant $ value to Kraft 
Foods via its In Market Tests
ïprovides test based guidance to improve executions 

ïleads the evaluation of programs, which, if expanded based 
upon test results, would potentially yield incremental $ 

ïsaves the Company $ in lost sales by identifying poorly 

performing programs prior to further expansion

•Collaborates in testing efforts across 
Business Units

•Leads tests spanning retailers 

http://www.univision.net/corp/en/index.jsp


Kraft “In Market Testing for Growth”

• A  ñCenter of Excellenceò for Kraft Foods In Market Testing 

ïPrimary contact for all North America In Market Testing 

ïFocused on delivering world-class in market testing capabilities 

• Responsible for designing, managing, and analyzing In Market Tests (IMTs) 

• Can be leveraged as a competitive advantage 

• Responsible for driving integration and utilization of supplier partners

• An Umbrella organization that works in conjunction with a 
variety of vendor partners to maintain a robust arsenal of IMT 
tools and approaches 

ï Insures  Best Practice standard approach for all tests both in - house 
and supplier led 
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Retailer / Customer Testing Collaboration

IMTG organization provides:

• High Value Consultancy 
• Action Oriented Results 
• Functional/Technical 

Expertise 
• Shopper & Customer Focus 
• Innovative Problem 

Solving 

http://www.univision.net/corp/en/index.jsp


Univision IMT Background

• Univision Brand Solutions helps marketers 
understand consumer insights and size the growth 
opportunity for brands in the Hispanic Market

• Brand Solutions works with Univision’s research team 
in consulting with clients on test market design, both 
at the local and national level

http://www.univision.net/corp/en/index.jsp
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Benefits of In Market Testing

• Measure impact before investing resources to roll out broadly

• Identify ways to improve the performance prior to roll-out

• Understand the true incremental impact of the test beyond underlying 
growth/decline

• Acquire learnings during a shorter test period before investing in a 
year-round campaign

• Test the upside of your Hispanic investment

http://www.univision.net/corp/en/index.jsp
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In Market Testing vs. Other Research Tools

• It is an “In Context” tool that can be used for qualification testing. It 
also can be used in conjunction with or as a complement to primary 
research tools such as:
ï Concept Testing

ï In Home Product Testing or Alienation Testing

ï Communication/Messaging Testing

ï Preference Testing

• Learning from IMT’s can be used to validate earlier learning’s or reveal 
opportunity areas in the initiative or program prior to full investment
ï The success or failure of a program or initiative in a well designed IMT is very likely 

indicative of performance upon expansion

ï By leveraging this tool and the learning we can make better investment choices or in 
other instances optimize programs to improve the ROI

http://www.univision.net/corp/en/index.jsp
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In Market Testing Uses

• In Market Testing (IMT) is a means to determine the impact of 
a change in a variable by introducing a new condition (marketing, 
merchandising, retail coverage, etc.) in a test and then 
comparing sales against a statistically matched control. 

• This methodology can be used to understand the impact of 
• New Item Launches

• Media Heavy Ups

• In Store Marketing Campaigns

• Product/Package Changes

• Aisle Reinventions

• Retail Coverage Models

http://www.univision.net/corp/en/index.jsp


1)   Determine test objectives and metrics for success

2) Ensure the client has clear Hispanic marketing strategy in place before 

testing (and is equipped to handle its implementation)

3)   Determine method of measuring test results

The Testing Process ςa Roadmap

12

4)   Identify test period

5)   Define markets to be tested:

a) Identify test and control groups

6)   Develop Media Strategy (National Theoretical Plan for Local tests)

7)   Execute, monitor, and optimize results (if necessary)

8) Compare results to campaign objectives outlined in Step 1

9) If test was deemed unsuccessful, determine the issues and re-test
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Preparation
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Determining Your Test Objectives
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Clear, upfront objectives are the key to any successful test

Measure Campaign 
Effectiveness

Measure Increase in 
Store Traffic

Optimize Media Mix

Measure Sales Increase

Measure Increase in 
Awareness and Imagery 

metrics
Consumer behavior 

regarding trial, frequency, 
prescriptions, etc.

http://www.univision.net/corp/en/index.jsp
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Ensure Clear Hispanic Marketing Strategy

Copyright © Univision Communications Inc.  All rights reserved.
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Consumer Insights 
& Behaviors

Do Hispanics interact with 
your brand differently than 

Non-Hispanics?  

Does the driving insight behind 
your E-L strategy apply to 

Hispanics?

Brand Familiarity

Does your brand have existing 
equity with Hispanics?  

Will Hispanics have previous 
knowledge of your brand and 

its attributes?

Product/Packaging

5ƻŜǎ ȅƻǳǊ ōǊŀƴŘΩǎ ƭƻƻƪΣ ŦŜŜƭΣ 
taste, smell resonate with 

Hispanics? 

Are there different SKUs that 
connect most with Hispanics?

http://www.univision.net/corp/en/index.jsp


Building the Test
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Determining Test Period and Seasonality
¢Ŝǎǘ ǇŜǊƛƻŘ Ƴǳǎǘ ǊŜŦƭŜŎǘ ǇǊƻŘǳŎǘΩǎ ǇǳǊŎƘŀǎŜ ŎȅŎƭŜΣ ǎŜŀǎƻƴŀƭƛǘȅ ŀƴŘ ŎŀǘŜƎƻǊȅκōǊŀƴŘ ŦŀƳƛƭƛŀǊƛǘȅΥ

Test Period Short
(Minimum 8 wks)

Long
(Minimum 16 wks)

ω9ƴǎǳǊŜ ǘƘŀǘ ǘƘŜ ǘƛƳŜ ƻŦ ȅŜŀǊ ȅƻǳ ŀǊŜ ǘŜǎǘƛƴƎ ƳŀƪŜǎ ǎŜƴǎŜ ŦƻǊ ǘƘŜ ǇǊƻŘǳŎǘ όƛΦŜΦ ŘƻƴΩǘ ǘŜǎǘ 
sunscreen in the winter)

ωCategories and brands that are already familiar to your target audience will take less time to 
show results from a test

Buying Cycle 3x / Week Monthly Yearly

Medium
(Minimum 12 wks)

ÅPurchase Cycle

ÅSeasonality

ÅCategory/Brand Familiarity

http://www.univision.net/corp/en/index.jsp
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Test Market Selection Criteria
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ÅBrand/Category Development

ÅCompetitive Activity

ÅDemographic Composition

http://www.univision.net/corp/en/index.jsp


Brand/Category Development
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Is your brand or category established in the market?

wŀǘƛƻ ƻŦ ǇŜǊŎŜƴǘŀƎŜ ƻŦ ŀ ōǊŀƴŘΩǎ 
sales in a particular area in relation 
ǘƻ ǘƘŜ ǇŜǊŎŜƴǘŀƎŜ ƻŦ ǘƘŜ ŎƻǳƴǘǊȅΩǎ 

population in that area.

BDI Range of 75 ς125 
recommended for any test market

% of Brand X Sales

% of population

wŀǘƛƻ ƻŦ ǇŜǊŎŜƴǘŀƎŜ ƻŦ ŀ ŎŀǘŜƎƻǊȅΩǎ 
sales in a particular area in relation to 
ǘƘŜ ǇŜǊŎŜƴǘŀƎŜ ƻŦ ǘƘŜ ŎƻǳƴǘǊȅΩǎ 

population in that area.

CDI Range of 75 ς125 recommended 
for any test market

% of Category Sales

1% of population

(CPG only)

Volume ratio of your brand to total 
volume distribution available in the 

market 

Client determines minimum for 
effective market

Brand Development 
Index (BDI)

Category Development 
Index (CDI)

Distribution / 
Penetration / ACV

http://www.univision.net/corp/en/index.jsp


Competitive Activity
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How active is your competition in this market?

Media Spending Promotional Activity

DistributionMarket Contamination 
(Spill-in or Spill-out)

ÅHow active will the competition be on a national or local 
basis and will the level of activity be the norm?

ÅAre or were there any local efforts planned in the desired 
test and control markets?

ÅHeavy promotional activity in one of the test or control 
markets can adversely impact results

ÅPrice changes can affect the validity of the test

ÅWill adjoining markets have media which could spill over 
into test market?

ÅDo your competitors have similar levels of distribution? 
Any differences in major chains carrying your products?

http://www.univision.net/corp/en/index.jsp
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Competitive Activity
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Hispanic Market 
Composition

Country of Origin

Median AgeLanguage Stratification

Do the demographics of the test market match those of the country or control?

Avg. Household Income

Relative Cost of Market

Try to match similar markets or clusters if possible!

http://www.univision.net/corp/en/index.jsp


How to Select Test and Control Markets

Hisp Total % Span Dom / Speak Spanish Hisp Hisp Hisp Disp

Owner Market Pop 2+ Pop 2+ Hisp S-E Equal at Home Median Age HH W/Kids Income BDI CDI

U.S. 44,324 292,040 15.2% 67% 88% 28.0% 54% $59,915

RANGE 57-77% 80-96% 26-30% 49-59% $50k-$70k

(000) (000)

UTG Los Angeles 7,352          17,037        43.2% x x x x

UTG New York 4,062          20,093        20.2% x x ** x

UTG Houston 1,926          5,883          32.7% x x x x x

UTG Miami-Ft. Lauderdale 1,881          4,104          45.8% ** ** ** x

UTG Chicago 1,809          9,381          19.3% x x x x x

UTG Dallas-Ft. Worth 1,750          6,786          25.8% x x x x x

UTG San Francisco-Oak-San Jose 1,450          6,719          21.6% x x x x **

UTG Phoenix (Prescott) 1,382          4,982          27.7% x x x

UTG San Antonio 1,184          2,259          52.4% x x x

Entravision Mc-Allen-Harlingen 1,012          1,175          86.1% x x ** x

ωDetermine factors important to a clean and representative test for your brand
ωBDI/CDI
ωCompetitive activity
ωDemographic Composition

ωSelect market based on checklist (full 60-market list available separately)

ωMap factors by market, create criteria checklist

http://www.univision.net/corp/en/index.jsp


Measurement
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Measuring Your Hispanic Test Results

Copyright © Univision Communications Inc.  All rights reserved.
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Category

Consumer Packaged Goods

Restaurants, Retailers

Auto, Financial 
Svcs.,Telecommunications , 

Hospitality, Healthcare

Restaurants, Electronics, 
Packaged Goods

Data Source

Store - level POS data, 
loyalty card data

Cohort of Hispanic Stores, 
Loyalty card data

Database/Surname data

Consumer Panel Data 

Tools

Nielsen Target Track, IRI 
Ethnic Workbench, 
Dunnhumby LHEP

Ad - hoc Panel of stores, 
Geoscape Mapping, 

Spectra

Polk, Surname data, Ethnic 
Technologies, Experian, 

client databases

Nielsen Homescan , IRI 
Panel, NPD.

http://www.univision.net/corp/en/index.jsp


Key Data Watch-outs

ω Is your data source representative of all Hispanics?

ï Consumer Panel data frequently under-represents Spanish-dominant Hispanics, especially panels using 
only online samples

ω.Ŝ ŀǿŀǊŜ ǘƘŀǘ ǳǎƛƴƎ ŀ ŎƻƘƻǊǘ ƻŦ άIƛǎǇŀƴƛŎέ ǎǘƻǊŜǎ ǿƛƭƭ ŀƭǿŀȅǎ ǳƴŘŜǊ-represent actual sales

ï Even store-level data coming from stores over x% Hispanic threshold, will under-represent actual 
Hispanic sales

ï/ƻƴǎƛŘŜǊ ǳǎƛƴƎ ŀ ōŀǎƪŜǘ ƻŦ IƛǎǇŀƴƛŎ ǇǊƻŘǳŎǘǎ ǘƻ ƛŘŜƴǘƛŦȅ άIƛǎǇŀƴƛŎέ ǎǘƻǊŜǎ

ωUse a surname algorithm such as Ethnic Technologies to identify Hispanics on a database, as 
opposed to a simple surname file

Copyright © Univision Communications Inc.  All rights reserved.
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Do’s - Best Practice Approaches to IMTs

• Design to maximize accuracy and optimize decision quality

• Establish well - defined & measurable objectives

• Employ best practice test and control cell matching process

• Apply disciplined and consistent analytic protocol to measure a 
programôs true impact

• Evaluate market appropriateness for Hispanic target

• Confirm Spanish/English language dominance across cells

• Insure effective Latino density in stores

• Invest for a read - able test effect

• Design test programs for Hispanic target relevance

http://www.univision.net/corp/en/index.jsp


Case Study #1
Evaluative Approach

Leverage a range of evaluative methods to determine 
the impact of a Hispanic media effort at both store 
and Hispanic shopper level

1. pre/post/test/control, store-based analysis to measure $lift 
among high density Hispanic stores

Å Cumulative Total, Market Totals, Retailer Total, Brand Totals

2. Pre/post/test/control, loyalty card Hispanic household-based, 
analysis to measure $lift at targeted HH level

Å 2 key retailers 

http://www.univision.net/corp/en/index.jsp


Case Study #1
Executive Summary – Brands

• Brand A demonstrated significant lift at HH level, 
however, this did not translate into measurable 
gains at store level
ïHispanic Households in the combined markets generated 

19% $ sales lift 

ïStore performance was influenced by the general market 
population, as well as promotions, making it difficult to 
tease out impact
•However, Hispanic dominant stores (60%+ Hispanic), 
did show gains, which may suggest an opportunity to 
optimize the execution

http://www.univision.net/corp/en/index.jsp


Case Study #1
Executive Summary - Brands

• Overall, Brand B results were not significant in the 
combined markets, however, statistically significant 
lift was observed in Los Angeles

ïHispanic households in Los Angeles demonstrated 36% $ sales 
lift

ïLos Angeles stores returned a more conservative lift of 5.2%

• Store results were likely influenced by general population and may 
be understating impact on Hispanic HHs

http://www.univision.net/corp/en/index.jsp


Case Study #1
Key Findings: Brand A

• Brand A store level results for the timeframe are not significant 

• Performance is seemingly being influenced by promotion 
overlays

ïIn general, test has not kept pace with control during feature 
weeks

• Test did outpace control when no ad was present, suggesting 
positive outcome could be achieved, however, gains were not 
enough to impact overall performance

*Significance is at 90% Confidence
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Case Study #1
Key Findings: Brand A

• IMT segmentation did show better performance in stores with 
higher concentrations of Hispanic Shoppers

• Conversely, stores with fewer Hispanic shoppers, that reflect 
more of a general market view, demonstrated negative 
performance

*Significance is at 90% Confidence

http://www.univision.net/corp/en/index.jsp


Case Study #1
Key Finding: Brand A

Household Level Test vs. Control
% Chg +19% – Conf: 95%

• In the household sample, Kraft Brand A shows a net lift of +19% (95% 
conf.).
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Case Study #1
Key Findings: Brand A - Houston

CyF + Supp Test vs. Control
% Chg +22% – Conf: 95%
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Case Study #1
Key Findings: Brand A- Los Angeles

CyF + Supp Test vs. Control
% Chg +30% – Conf: 85%
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Case Study #1
Indicated Actions – Brand A

• Leverage current IMT results to guide decision for future media 
efforts

• Consider focusing Brand A efforts to zip codes with the highest 
concentration of Hispanic Shopper to minimize cost and 
maximize return

• Explore extending flights to improve reach, recall, and in-store 
activation

• Consider additional media forms, beyond just TV, to drive 
connections with Hispanic shoppers

• Work to optimize varying marketing and advertising elements in 
a way that drives continuity and best maximizes return on efforts

http://www.univision.net/corp/en/index.jsp
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Case Study 

Kraft Singles
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Kraft Singles Leverages Hispanic Insights to Drive Sales

37

ωaŀǊƪǎ YǊŀŦǘΩǎ ŦƛǊǎǘ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ŘŜǾŜƭƻǇƛƴƎ ŀ 
Hispanic campaign around specific Hispanic 
insights

ω Hispanic preference for natural, dairy-based 
cheese

ω Hispanic passion for gossip and entertainment

ωSingles utilizes cross platform promotion to drive 
awareness through popular Univision 
programming:

Kraft Singles, Univision Play Hispanic 
April Fool's Day Joke     

By Emily Bryson York   December 28, 2009

12%

Hispanic Sales

Increase In Kraft Singles Sales Since 
S-L Campaign Broke in July 2009

NH Sales

http://www.univision.com/content/channel.jhtml?chid=10383&schid=11335&secid=0
http://www.univision.com/content/channel.jhtml?chid=10383&schid=11335&secid=0
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http://images.google.com/imgres?imgurl=http://www.cchooks.com/media/images/kraft-new-format.jpg&imgrefurl=http://www.cchooks.com/promotions/kraft/&usg=__r0NtqmgI4HDXt4LhQJloxLrWaJc=&h=329&w=449&sz=34&hl=en&start=3&um=1&itbs=1&tbnid=a8JSIDLBYa5rjM:&tbnh=93&tbnw=127&prev=/images?q=kraft+singles+logo&hl=en&sa=N&um=1
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TV Spot

Copyright © Univision Communications Inc.  All rights reserved.
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Digital - óDescubre la Verdadô con Singles on Univision.com 

Copyright © Univision Communications Inc.  All rights reserved.
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FIRST EVER Univision.com Portal takeover with curtain ad:

ÅEscándalo TV Article

ÅOver 38,000 page views

Å 166 viewer comments

ÅEl Gordo y la Flaca Article

ÅOver 3,000 page views

Å 107 viewer comments

ÅEntertainment Article featuring Miss Universe Stefania 

Fernandez

ÅOver 34,000 pageviews

ÅCoverage in Advertising Age

ÅMore than doubled impression goal   (215 index) 

Campaign  Results

ÅExtend the campaign to digital leveraging the same insight of 
Hispanic preference for natural, dairy-based cheese combined 
with Hispanic passion for gossip and entertainment

Marketing Objective

Campaign  Execution

Å¦ƴƛǾƛǎƛƻƴ ƭŜǾŜǊŀƎŜŘ ά5ƛŀ ŘŜ ƭƻǎ LƴƻŎŜƴǘŜǎΣέ ŜǎǎŜƴŎŜ ƻŦ ƳŀƪŜ-believe, in-
ŎǳƭǘǳǊŜ ΨƴŜǿǎΣΩ ǘƻ ŎǊŜŀǘŜ Descubre la Verdad con Singles 

ÅUtilized key Univision gossip platforms: Gordo y la Flacaand Escandalo 
TVto send viewers to Univision.com where a homepage takeover, and 
custom articles promoted on the homepage resolves and concludes the 
branded, truth-seeking experience for the Hispanic consumers



Confidential and Proprietary

Segment пvΩлф мvΩмл % Change

Total U.S. $148,995 $164,129 +10%

Non-Hispanic $132,422 $144,206 +9%

Hispanic $16,573 $19,923 +20%

Spanish Preferred $8,247 $11,367 +38%

English Preferred $8,325 $8,555 +3%

The Hispanic net 
increase of $ 3.3M was 

driven by the Spanish 
Only Preferred segment, 

accounting for 93% of 
the growth.

Kraft Singles on the Rise Among Spanish Preferred

ÅSpanish Only Preferred Hispanics returned to purchase Kraft Singles more frequently (every 23 
days versus every 25 days) and spent slightly more on each shopping trip ($4.05 vs. $3.49)
ÅThe percentage of Repeat Buyers was higherŘǳǊƛƴƎ мvΩмл όоуΦр҈ ǾǎΦ опΦу҈ύ ŀƳƻƴƎ {ǇŀƴƛǎƘ 
Only Preferred Hispanics.

Source: Nielsen National Homescan Consumer Facts (13 weeks ending 12/26/2009 and 13 weeks ending 03/27/2010).

93%

7
%
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Hispanic ROI Must Be Evaluated Differently

άDƛǾŜƴ ǘƘŀǘ IƛǎǇŀƴƛŎǎ ŀǊŜ ŀ ǊŀǇƛŘƭȅ ƎǊƻǿƛƴƎ ŎƻƴǎǳƳŜǊ ƎǊƻǳǇΣ 
marketing investments should be evaluated on more than a 
near-term basis.  If near-term ROI for a Hispanic marketing 
effort is close to that of General Market efforts, this is an 
ŜȄŎŜƭƭŜƴǘ ǊŜǎǳƭǘΦέ

άaŀȄƛƳƛȊŜ ¸ƻǳǊ IƛǎǇŀƴƛŎ aŜŘƛŀ {ǇŜƴŘΥ
Cultural Considerations You Need to Know

May 2009
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THANK YOU

GRACIAS POR SU TIEMPO
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