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Background:  The  client is discussing the value and potential impact of advertising within 
promotions or coupons on Hispanic consumers. Should they include this kind of activity within their 
media plans? If yes, should it be a national or local campaign? Should the content be in Spanish, English, 
or a combination of both? Is this an effective way to target Bilinguals? What are the costs associated 
with these executions? What have been the learnings of other companies that have participated in the 
past? Have they been successful?

 has addressed this question from three perspectives:

1. What does industry information say

2. What information can we get from a potential vendor

3. What is the criteria by which this decision can be made

1. Industry Information

Hispanics have never been known as heavy coupon users. This is mainly due to the lack of coupons in 
their country of origin, making them culturally irrelevant. It is only through continuous exposure to 
American cultural mores that they start to understand their purpose and use, as with any culture 
encountering new customs and habits. Having said that, since the economic downturn there has been a 
sharp increase in adoption of coupons by Hispanics. Although this creates the potential for a new way to 
reach Hispanic consumers, it should be noted that Hispanic numbers are still far below other minority 
groups. 

The following data was gathered from Simmons Winter 2013 NCHS Adult Study 12-Month. The questions 
were pertaining to coupon usage, and the types of products advertised in those coupons, and then 
comparing the results between the Hispanic Market and General Market demos.

Statement: Cents-off coupon used by HH members: Yes

HW18-49 W25-54 A25-54 HM18-49 M25-54

% Usage 61.2 73.3 71.0 58.0 68.6

Index 86 103 100 82 97



Statement: Types of cents-off coupon used: Household Cleaning Products

HW18-49 W25-54 A25-54 HM18-49 M25-54

% Usage 30.7 45.0 42.2 26.7 39.3

Index 75 110 103 65 96

The Simmons data shows that Hispanics significantly under index with coupon usage. Although they are 
using coupons more and more frequently, they have not quite fully integrated them into their daily lives, 
unlike their General Market counterparts. Moreover, they also seem to be using the coupons they do get 
on products other than household cleaners. There appears to be an opportunity here for advertising, 
considering that there is a way to make coupons culturally relevant and Hispanic specific—meaning, 
ideally, advertising the products that Hispanics want, and reaching our Bilingual segment by integrating 
both Spanish and English content in a way that is meaningful and targeted. 

2. Brite Media Group

Brite Media Group is the leading specialty out-of-home advertising company with exclusive contracted 
ad networks focused on one-to-one and hand-to-hand marketing, reaching people when they are on the 
go, and most likely to make purchase decisions. The company comprises three divisions in eight offices 
nationwide. Their largest division, Specialty Out-of-Home Media, is made up by AdverTickets (Cash 
JacketTM Advertising). 

Targeting Capabilities

Products can be targeted by various criteria:

• Demographic 
o College Students

o Business Professionals

o Upscale/High Income

o Family

o Sports Fans

o Gender Specific

• Ethnic
o Population Density

 Hispanic
 African American
 Asian

o Zip Codes

• Travel

National Network



o Airports

o Commuter Rail

o Bus

• Location
o College Campuses

o Malls and Shopping Centers

o Convenience Stores

o Convention Centers

Advertising Opportunities: Cash Jackets

Cash Jackets place the advertising message directly in the hands of a captive, check cashing audience. 
This retail network represents one of rare retail networks where the customer leaves with their money 
“branded” by companies looking to reach them. Other in-store advertising extensions may also be 
available, including wall posters, counter mats, and counter tents. Cash Jackets are generally best for 
targeting lower-income consumers.

• 6,600 Locations in Top DMAs
• 11 Million Monthly Distribution 
• 5 Million Hispanic Segment
• Exclusive Ad Presentation
• Purchased Nationally, By Market, or Store Level

The entry level cost for Cash Jackets is $0.245/per jacket, making the CPM $245. The cost includes either 
(1/4) coupon and (1/2) advertising, or (1/2) coupons and (1/4) advertising, on areas comprising the front 
and back covers, and the inside of the front cover. The inside of the back cover (where the money is 
actually held, and the remaining (1/4)) is reserved ad space for the check cashing store itself. The costs 
also include production and distribution, and will decrease with greater purchasing volume. The lead-in 
time is, on average, four weeks, and all campaigns can be executed on either a national or local basis.

 



Sample Creative Executions

When taking into account only the LA Market, and the suggested monthly buy for the Cash Jackets 
(250,000), the net monthly cost is over $60K. While this is very high compared to our traditional vehicles, 
for this type of advertising, it is more or less on par. The balance to these high costs is that we would be 
able to “laser target” the Hispanic population, almost guaranteeing that they would not only see our ads, 
but have our promotions literally placed in their hands. According to Edison, a third party research 
company, the Cash Jackets have long dwell times, high recall, and frequency:

• 60% recall seeing the ad on the Cash JacketTM

• Cash Jackets are seen, on average, by 3 other people

• Cash Jackets stay with consumer for 4 days

• 76% of customers say Cash Jackets are a great way to learn about new products 

• 86% plan to use the coupon on the Cash Jacket

• 74% of Check Cashing consumers will go grocery shopping the same day

AdverTickets also has a custom portal where their clients can access field data in real time (tracking 
distribution – not the resulting sales) and an analysis of the campaign results as a proof of performance. 



Recent Advertisers

Case Studies 

A. McDonalds

• Objective: McDonalds launched their new McCafe premium coffee and 

Angus Beef Hamburgers across eight markets. The challenges were to 
educate potential customers on the products and build sales during the 
launch time frame. With the growing market of premium coffee and 
hamburger offerings in the US, McDonalds was poised to challenge the 
market leaders.

• Strategy: McDonalds partnered with AdverTickets to help create an 

innovative and redeemable advertising program that would reach the 
Hispanic Consumer Market and General Market. McDonalds created 
bilingual creative that would both educate the consumer on the quality 
of the products being offered in the stores and boost transactions in the 
McDonald’s co-op stores. 

• Execution: Utilizing 640 locations in the AdverTickets network, McDonalds was able to distribute 

972,000 check cashing Cash JacketsTM that included a “Buy One, Get One Free” offer. The 
message was delivered in both English and Spanish on the Cash Jacket and Counter Mats, 
creating an engaging environment during the check cashing transaction. 

• Results: McDonalds was able to partner with AdverTickets to successfully create a unique and 

engaging alternative to standard direct mail efforts to reach the Hispanic 
Consumer. The client said the campaign was very successful in achieving 
both of the stated campaign goals of redemption and brand education.

B. 7-Eleven

• Objective: 7-Eleven approached AdverTickets with the objective of 

increasing summer fountain drink sales in Chicago among the bilingual 
(Spanish/English) population. 

• Strategy: 7-Eleven wanted access to the blue collar bilingual check 

cashing demographic and to drive them in-store in a way that could be 
tracked/measured in real time. 

• Execution: 7-Eleven and AdverTickets partnered to create a Cash JacketTM 

to be handed directly to the Hispanic check cashing demographic with 
their cash inside of it. The Cash Jacket included a perforated coupon for a 



FREE BIG GULP. The idea was that the jacket/coupon would leave with the consumer and cash 
for immediate redemption. In addition, AdverTickets created a Counter Mat that affixed to the 
counter between the check casher and the teller. The Counter Mat alerted check cashers to the 
coupon in the Cash Jacket for additional reinforcement of the offer.  About 385,000 Cash Jackets 
were distributed through 92 check cashing centers in the Chicago DMA. 

• Results: Of the 385,000 jackets distributed, 21,000+ were redeemed - a 5.45% response rate.

3.  Perspective

We could make the case that virtually every brand would be able to make a significant impact by using 
the pinpointed targeting capabilities of Brite Media Group. Our consumers would be exposed to our 
advertising, a call to action of some kind (coupon, promotion, etc.), and in the case of the Cash Jacket, at 
the same time receive the means by which to act upon it. There is, of course, a list of variables that 
would impact this statement in terms of an actual recommendation (budgets, marketing priorities, 
communication goals, internal resources, distribution, etc.). However, in an ideal world, we would be 
able to reach our bilingual (and even Spanish dominant) targets in places where they receive their hard-
earned money (in a sense, “branding” it), and again in the places where they are already accustomed to 
spending it.

Having said that (and with the exception of the Resourceful Optimist), the majority of  Hispanic 
Targets are not heavy coupon users. Even as a group, Hispanics under index across the board for coupon 
consumption and usage.  There are several possible reasons for this, including:

• Lack of familiarity with the redemption process 

• Coupons not normally promoting the products that Latinos prefer

• Shame of being received as “poor”

Although since the economic downturn we have seen an increase of coupon usage by Hispanic Women, 
it is still less than the growth seen by other minority groups, and their General Market counterparts. For 
the most part (again with the exception of the Resourceful Optimist), Hispanic moms are very conscious 
of “maintaining appearances,” and will shy away from showing that their families are struggling in any 
way, especially financially. While they do want to save their families money and get the best value on the 
dollar, they are just as willing (if not more so) to wait for a sale (Vert. %: 51%/Index: 99) that is saving 
everyone money, than to use a coupon that they have clearly taken the time to cut out themselves.  In 
addition, they generally do not want to spend time cutting coupons when they could otherwise be 
spending it with their children and families. 



While AdverTickets makes strong case that their product is able to target Hispanics in a way that no 
other vehicle/company can, they did not specify how they would overcome the various barriers to 
Hispanic coupon usage, nor did the case studies Brite Media shared with us prove that investment would 
yield an equivalent return. For instance, in the case of 7-Eleven, their investment of $96.3K (385,000 
jackets), only resulted in 21,000 ($5.3K) being redeemed, which as they mentioned was only 5.45%. The 
AdverTickets representative admitted that Cash Jackets are a very inefficient vehicle in the traditional 
sense, but however, that no other vehicle can literally place our ad/promotion in the hands of our 
consumers. Unfortunately, even after taking all these things into consideration, we do not feel that Brite 
Media’s opportunities would be able to effectively reach the dynamic  Hispanic targets.

As an alternative to Brite Media’s opportunities (and printed coupons in general), it might be more 
salient to the Hispanic Market to take into consideration their tendencies to be first adopters, and 
combine that with their increasing interest in coupons. As the chart below shows, Hispanics heavily over 
index in mobile coupons (even in 2011). They are a fast and easy way for them to get savings, one that 
could even be considered “cool” or “fun” by their peers, and not necessarily something that they had to 
take time out of their day to do (i.e. their family is not facing such serious economic difficulties that it is 
now necessary for them to cut coupons). While our Simmons data shows that only 16% of Hispanic 
Women are redeeming mobile coupons (Index: 116), this could be due to the fact that to date there have 
not been many Hispanic brands to advertise in this mobile space. 

Below is an example of one execution style where a mobile ad can lead to a coupon. We feel that this 
may be more engaging to the Hispanic Consumers and a new way to show that  Hispanic brands 
are “keeping up with the times,” and staying culturally relevant. One potential partner that would also 
allow us to target specific demographic locations is Shazam, whose base users are 28% Hispanic 
(Nielsen). With them, our TV ad campaign could have a mobile extension, which would then give the 
consumer the choice to either download a coupon or be redirected to the brand site. More importantly, 
only consumers who were interested in getting a coupon or learning more about our products would use 



the app during the call to action in the TV ad, thus ensuring that we are still reaching our target 
audience, and still placing our ad directly in their hands. 

Over the last three years, they have conducted over 300 campaigns with some of the top retailers across 
the country. In a recent campaign with Staples, they found that the mobile extension ads had a 95% 
engagement rate with their consumers. Entry level costs are $30K for a 60 day execution, a quarter of 
the cost of Cash Jackets for the same period. In addition, with Shazam we can also do a custom 
execution for $50K-$75K (60 days), and moreover, they are still willing to work within our budgets. We 
have already had an initial meeting with Shazam, and are following up on some promising executions. 
When we have a better sense of their capabilities and the relevant figures, we will be reaching out to 
share them. 




