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Construction/building maintenance is the
leading trade for Hispanic men

» Occupations of Hispanic Males (25+)

Construction/Building & Ground Maint {

Food Preparation -

Professional/Technical (Prof) -

39% of Hispanic

men 25+ hold

< an occupation
In construction

or building

maintenance.

Mgmt/Business & Financial Operations 1
Production,Transport & Material Moving -
Office & Administrative Support -

Sales -

Architect & Engineering/Life/Social -
Healthcare Pract, Tech, Support -
Legal/Education & Training -

Farming, Forestry, Fishing
Proprietors k
Computers & Mathematical




They are hardworking and
achievement driven

Their jobs often consume their lives:

Nearly half of Hispanic blue-collar workers
are willing to give up time with their families
in order to advance their careers or financial
standings.

Longer working hours leave little time for
leisure activities.




They trust media to get information
about brands

62% of construction workers read magazines on a regular basis

The Hispanic construction workforce is:

Brand Loyal
Seek out brand names
Do not buy unknown brands to save money

Receptive to Advertising
Feel less reluctant/cynical towards ads
Are highly engaged with media




They are Spanish dominant and prefer
iInformation in their language

Hispanic blue-collar workers are more likely to speak Spanish
at home than non blue-collar Hispanics.

More than 60% speak mostly Spanish or only Spanish in their homes.

Less acculturated Hispanics prefer advertising in Spanish, and will support
brands that provide product information and packaging in their language.




How to Win with the Hispanic
Blue-Collar Worker

Speak their language
ACommunicate to this group in Spanish to gain their trust

Make it worth their while
AUnderstand that work is both a priority and a passion
ABe conscious of their time, provide them with relevant content

Be where they are
AlLeverage Spanish language media, including magazine and digital




Constru-Guia readers are of Mexican descent
between the ages of 35to 44

» Country of Birth

50%

40% A

30% -

20% -

10%




Constru-Guia readers have purchasing
power and make key purchase decisions

» Responsibility of Purchases

7%

B Primary Responsibility
[ 1 Some Responsibility
] No Responsibility

»Income

129% 7

10%

8% A

6% -

4% -




Contact Information

For any questions regarding this presentation or for
further information about Constru-Guia al dia,
please contact:

Kevin Kilpatrick
(770) 615-3585
Kilpatrick@CGaldia.com

Or visit our website at www.CGaldia.com
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2010 Hispanic Marketing Tactics

Improve Grassroots

Product encuentra Marketing
Assortment t/s marcas de

Improve
Customer
Experience
Community l Cultural
Involvement | Awareness
il =h=fei Franchisee Training
Recruiting
Program Here to Serve You!

Miguel
Espanol
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