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What we will cover today

Our Journey in Serving Hispanic Consumers —
P&G perspective and Nielsen perspective

Why Center Store Is a key to winning with
Hispanic Consumers

Myths and Realities — what we have learned on
our journey
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P&G at a Glance
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WE ARE PURPOSE-
DRIVEN AND VALUES-LED

P&G brands and people
improve the lives of the
world’s consumers now and
for generations to come




THE CONSUMER IS
BOSS

Consumers are at the
heart of all that we do




INNOVATION IS OUR
LIFEBLOOD

Innovation is the primary
driver of sustainable growth
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Retail innovations have been impressive,
but few focused on Center Store

Store Formats Communication

* Supercenter expansion » Digital media
 Small formats

e Social media
Green formats e Smartphone apps
Ethnic formats X &

Outdoor malls Leaving * In-Store kiosks &
Pop-up retailers center store ' VS
vulnerable to
value
players 4 Coupon
renaissance

* Loyalty cards
» Gas savings

R

Assort. & services
e Self check-out

Promotion

» Health clinics

» Food & food service
 Store brands

* Better-for-you solutions
e Online

. * @Gift cards
nicYSeH



Center Store generates 73% of total store
sales & 77% of profit, but slower growth
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Result?

Lost trips account for

of I$t oppor@ ity

for Grocery Channel
alone
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Myths & Realities



Myth #1

To win with
Hispanics, focus only
on the perimeter



Where & How Do | Shop & Buy?

Hispanics
» Spend the most per trip & annually

» Shop less often, usually with family

» Use less coupons or buys on deal
less often

* More brand loyal; prefer quality over
price

* Spend more on basic food
Ingredients, beauty product &baby
related items

niclsen PeG



Hispanics spend more on basic
food Iingredients

Edible Category Dollar Index
Dried Vegetables & Grains 235
Baby Food 195
Shortening Oill 161
Eggs 139
Prepared Foods — Dry Mix 136
Canned Milk & Creamers 135
Shelf-Stable Juices & Drinks 134
Flour 133
Non-Carbonated Soft Drinks 129
Seasonings & Spices 127
nielsen

--------- Source: Nielsen Homescan,
52 Weeks Ending 12/25/2010



Hispanics spend more on beauty
care & categories for babies

Non-Edible Category Dollar Index
Women's Fragrances 177
Disposable Diapers 167
Men's Toiletries 149
Hair Care 144
Baby Needs 134
Photographic Supplies 124
Laundry Supplies 123
Skin Care Preparations 120
Personal Soap & Bath 119
Grooming Aids 119
nielsen

||||||||| -
52 Weeks Ending 12/25/2010

Source: Nielsen Homescan, M



Roxy’s Picks w Univision.com: Selecta and Tiempo Magazine Ad:

Roxana’s Picks
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Myth #2

LLow-tier offerings
and private label win
Hispanic Shoppers



Lower Store Brand share among
multicultural

18.3
17.7 17.7
I I !

White Non-Hlispanlc African American Hispanlc Aslan

m Store Brand $ Share

&
nielsen PG
lllllllll Source: Nielsen Homescan, 52 w/e 5/21/2011; UPC-coded products




Multicultural, particularly Hispanics,
are relatively bigger brand spenders

3,083

White Non-Hlspanic Afrlcan American Hlspanic Aslan

(Index vsWhite
Non-Hispanic)

u 8tore Brand $ Buylng Rate u Brand $ Buylng Rate

*
nlelsen Source: Nielsen Homescan, 52 w/e 5/21/2011; UPC-coded products M




Hispanics prefer National Brands
to Private Label

e Of the top 50 Known Value Items among
Hispanics, only 1 is Private Label, 45 are
National brands

e Hispanics are less likely to buy private label;
64% Hispanics prefer National brands in
personal care*

e Only 8% of Hispanic shoppers agreed with
the statement “PL brands are “as good as”
the national brands

*
n lelsen Mintel: Feb 2011. Hispanic Still Favor National Brands for Personal Care M



Charmin goes Basic!

Charmin Basic” is proven to be

2X Stronger,"

so it holds up better vs. the
other comparably priced brand.

L. ] “ -
Charmin Basic ™ can support the weight of one US Hall Dollar
after baing sproyed wath 0. 3ml of waber and dragaed 12 inches,

‘wihen wel




Myth #3

Bi-lingual store
navigation drives
satisfaction and

closure among

Hispanics

PsG



Navigating the Store

e Signpost brands on endcap and at end of shelf set
used to navigate to the category

* Hispanic shoppers DO need help in-aisle

— This includes leveraging bilingual sub-category messaging,
packaging, and marketing materials

* |n-aisle elements that are bilingual
work across shopper groups

— General market consumers are neutral
toward multilingual packaging with most
agreeing it would NOT negatively
Influence purchase decisions

Source: CMK #US111171 Bilingual Sub-Category Signage



Bilingual in-aisle materials drive

clarity

— Nearly 70% of Hispanics rate multi-lingual
packaging as very important in selecting which
store to shop

— Hispanic-relevant POP materials drove a 17%
Increase Iin dollar sales

o 72% of Hispanics (vs. 49% non) claim to “usually

read information on product labelS . e e

ol Smell
V ‘ “ue\t

— Only 30% of Hispanic consumers prefer
to read in English-only ", Breathe,

k Spira, ;:
— Bilingual labels help Hispanics understand N
key benefits to show “this brand is for me” Oowi>

v uick
IIIIIIIIII

BIC Bilingual Shelftalker

Source: CMK Study# US080261
Source: Yankelovich Hicnanic Monitor



Myth #4

To make my center
store Hispanic
friendly enough, | will
have to completely

reinvent It
nielsen PsG



Key Attributes for Hispanics Similar

to General Market

e This store I1s convenient for me to reach

» Offers excellent price quality ratio (value for
money)

 Prices are clearly indicated and easy to
understand

 New products are easy to spot in this store
e Has been a family favorite for years
e Has a good selection of name brand products

nielsen PeG

Source: 2010 Retailer Equity Scan among Hispanic shoppers, P&G



Similar shopping frequency in channels that
have not modified formats to attract Hispanics

Shopping Trips Per Household

15 Warehouse Clubs

Dollar Stores
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10 -.—V_.—V—._V 10 -lV—.—V—l
5 - 5 -
|-||.p=,rl|-|.|:I .-:.p;nloh Hl.pl.’:lo?o-rrEo?".h White Mon-Hispanic HI.p:nlc = §panish HIsp:nlc «HEnglish  WhiteNen-Hispanic
15 - Convenience/Gas

Hm i

Hispanic - 2panish Hispanic - English ‘White Nen-Hlspanic

Frefarred

Praferred

Tnielsen Source: Nielsen Homescan; M

--------- Total U.S. 52 weeks ending 12/25/2010;
excludes gas only or Rx only trips



Myth #5

Only products from
country of origin win
disproportionately
with Hispanics

s nielsen PeG



How do you move from....




Myth #6
Hispanic
merchandising plans
are successful only
when centered around

calendar

(i.e Hispanic Heritage Month, Cinco de Mayo)

" nielsen PG



Significant percentages of Spanish
speakers celebrate traditional
Hispanic holidays
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But most recognize importance of
adapting to U.S. Society....

n

50.0% -
45.0% -
40.0% -
35.0% -
30.0% -
25.0% -
20.0% -
15.0% -
10.0% -
5.0% -
0.0% -

iels

How important is it for Hispanics to change so that

they blend into the larger American Society?

45%45%
42%
Extremely Very Somewhat Not Too
mSpanishOnly © 8panish Mostly ®=English Mostly =English Only
s Source: AP and Univision Poll

Not At All

PsG



Myth #7

Hispanics are hard
to reach with my
Marketing dollars



What Do | Watch?

Hispanics

*Watch less TV than average
U.S. household

* Spend less time online, but
more streaming video or in
social networks

Have embraced smartphones
& social media sites

niclsen PeG



Lower Hispanics television usage
than average U.S. household

African American

Hispanic

Asian

UsS 9:11

lllllllll Source: Nielsen National Television Panel

nielsen Total day TV usage by Race and Origin (Daily HH:MM) M



Less fragmented TV

broadcast 6 > 5

networks

“adult” cable
networks +7O > 6

PsG



Are you speaking my language?

For Hispanics, Spanish ads are more effective
than English ads

62%

Brand recall Likeability

mEL mSL

!1'- ilelllls ¢n Source: Nielsen IAG; IW Group M



Do you look like me?

Ads that portray Hispanic talent see
a lift on brand recall

37%
32%

24%

SL Original SL Translation EL ad

nielsen

lllllllll Source: Nielsen IAG



Diverse multicultural touch points via
soclal media sites

.You. l
Hispanic 100

White 106

African American = 116 - 104 96 -

106

Asian --
Other s B 0 100 103
Composition Index by Unique Audience - Under-index
Standard
- Over-index

*
nlelt en Source: Nielsen NetView, February 2011 M
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Hispanics have adopted new
phone technology

—Hispanic =—White —African American -——Asian

45%

- 45%

42%

34% i
g 33%

- | 70 329,
— 27%

25% 24%

-48%

Q4 09 Q110 Q2 10 Q310 Q4 10

Penetration of smartphone by race and ethnicity

Source: Nielsen Mobile Insights Survey



ROls greater than GM

700
600 -

500 -

Indexed ROI

100 -

400 -

300

200 -

USH ROIs Indexed against GM ROIs by Brand

mFY 0809
mFYTD 0910 589
466
i 341
564 193
BRAND X BRAND Y BRAND Z
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...across all marketing elements

$16 - GM BUSH
22 |
o $10 -
,B d
fL . I I
Z ¢4 -
B _. , | . | | .
Digital PR/ER Print Radio TV
USH vs. GM 219 99 329 918 278

Index



Myth #8

Trying to win with the
Hispanic shopper Is
tactical NOT strategic

niclsen PeG



30ss and DRTV ads

Dura Mas y Rasura
Méas al Ras.

i ga e

In-store

First USH Website

nielsen

Barbershop Experiential Sampling


http://www.google.com/imgres?imgurl=http://www.bigcatcountry.com/images/admin/ESPN_DEPORTES_OFFICIAL_LOGO.JPG&imgrefurl=http://www.bigcatcountry.com/2007/10/22/114656/34&usg=__l_XAeMNK7nByhY83BadgoTPbfyY=&h=163&w=401&sz=62&hl=en&start=1&um=1&itbs=1&tbnid=TQdiyW6U9nu2IM:&tbnh=50&tbnw=124&prev=/images?q=espn+deportes&um=1&hl=en&sa=N&tbs=isch:1

Oral Care Is “Walking the Talk™

Crest.



National Plans

Original Media in Spanish

Univision

bilingual
Instore assets

sosacmen | Crascroar beisiies romove up to
©= | 99 of plague in hard--reach areas. et Io"ﬁ-;:;:::?s.

%%, , Refréscate por
LR | mas tiempo.

Spanish Websites
more efficient
digital media bu

nielsen




Regional Plans

Education &Sampling Program curonis @

wic
TWIC

Smart Chaices = Healthy Families
Dpcianes sabias » Familias sanas

i .
' Pafréscate por
més tiempa,

Wi Getlong Insting
AR frashmest.




Closing Thoughts

v Think total store

v Brands are most critical

v Use bilingual selectively

v Recreating Mexico is not the way to win

v Majority of Brands/SKUSs to win are already in your stores
v Differentiate - create merchandising platforms not events
v’ Greater efficiency and ROI in reaching Hispanics

v Think STRATEGIC

niclsen PeG
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