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Presentation Outline

Background: The obesity epidemic

Why focus on targeted marketing?

How targeted marketing works

Targeted marketing strategies and tactics

Summary of academic research
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Some challenges and complexities




Concern about Target Marketing

http://www.youtube.com/watch?v=T|Vm9pqgFsbo

Adapted from: Grier and Johnson (2011 Forthcoming) “Alisha in Obesity-land: Is Food
Marketing the Mad Hatter?,” International Journal of Case Studies in Management.



http://www.youtube.com/watch?v=TjVm9pqFsbo

Obesity among 2-5 year olds (2003-2006)
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Ogden, Cynthia L., Margaret D. Carroll, and Katherine M. Flegal (2008), "High Body Mass Index for Age among Us Children and
Adolescents, 2003-2006 " JAMA: The Journal of the American Medical Association, 299 (20), 2401-05.




Obesity among 12-19 year olds (2003-2006)

otal BONon-Hispanic Black BNvn-Hispanic White OMexican-American

22.1

Ogden, Cynthia L., Margaret D. Carroll, and Katherine M. Flegal (2008), "High Body Mass Index for Age among Us Children and
Adolescents, 2003-2006 " JAMA: The Journal of the American Medical Association, 299 (20), 2401-05.




Prevalence of Obesity: Adults 20 Years or Older
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Source: National Health and Nutrition Examination Survey (NHANES):Ogden et. al., Prevalence of
Overweight and Obesity in the United States, 1999-2004, JAMA, April 5, 2006—Vol. 295, No. 13




Target Marketing and Obesity
Disparities

 Research suggests —
targgted mark_etln_g may Ch||dhmd obesity. [
predispose minority [mn’rtal{ef[hghﬂy |
consumers to poor -
dietary quality.

e Targeted marketing may
limit the effect of general
prevention initiatives.




Why Focus on Target Marketing?

e Marketing is a system designed to influence
consumer choice and consumption.

— Shapes the awareness of, access to and cost
of food and beverage products

« Targeted marketing concentrates strategies on
specific consumer groups

e Ethnic minorities attractive targets for marketers

— Targeted strategies build on media usage,
consumer orientation and social environments




Youth Media Usage by Ethnicity

Total Media Exposure, by Race/Ethnicity and Parent Education

In a typical day, average amount of time spent with:
RACE/ETHNICITY
Among all White Black Hispanic

TV content 4:29 1:36° 5-c4b c:21b
Music/audio 2:31 1:562 300 108"
Computer 1:29 1:17* 1:24% 1:49°
Video games 1:13 i 1:25P 1:350
Primt 38 :39 33 34
Movies 24 132 -43b 33b
TOTAL MEDIA EXPOSURE 10:45 B:36° 1259 13:007

Mote: Statistical significance should be read across rows, by section.

Source: Kaiser Family Foundation (2010) Generation M2: Media in the Lives of 8- to 18-Year-Olds




Philadelphia Youth TV Usage

Figure 7. Hours of Television Viewing on an Average Day by Age and Race of Child

=

Apges 13 orolder

Weighted Data

Source: Results form the Annenberg Philadelphia Healthy Lifestyles Initiative Survey (2010)
August, Annenberg Public Policy Center




"Multicultural consumers are our core focus" as
coke looks toward 2020. The "multicultural®
segment accounts for 33% of North American sales
across all brands today -- with the figure expected
to reach 40% in 10 years.

In addition, 51% of American teens today are
“multicultural,"” auguring new opportunities.

Marketing programs --

"It Is no longer the Hispanic _
particularly on college

H_e”tage Month follllowed by campuses and backing Sprite -
Cinco de Mayo...."We have 12 - aimed at African-Americans
months of deep connection." are also an emphasis point.

Coca Cola North America Investor event Presentation, Chief Marketing Officer




Beverage Companies Heavily Target
Black and Hispanic Youth

e Black youth saw 80 to 90 percent more
ads than white youth.

e Hispanic children saw 49 percent more
ads on Spanish-language TV, and

> Hispanic teens saw 99 percent more

?ﬂ& Y CON PITBULL ads.

l - Hispanic preschoolers saw more
Spanish-language ads for Coca-Cola
Classic, Kool-Aid,7 Up, and Sunny D
than older Hispanic children and teens.

Sugary Drink Food Advertising to Children and Teens: Evaluating Sugary Drink Nutrition
and Marketing to Youth (2011) ttp://sugarydrinkfacts.org/resources/SugaryDrinkFACTS Report.pdf



http://sugarydrinkfacts.org/resources/SugaryDrinkFACTS_Report.pdf

Roots of Ethnic Target Marketing

“Winning Black customer loyalty takes
extra effort... The soft drink
companies have been pioneers and
they have competed hard for a larger
share of the Negro market.

They employ every marketing tool-
advertising, merchandising, public
relations, community work and
employment. In addition, PepsiCo,
Coca-Cola and Royal Crown all have
top-level Negro Marketing Experts”

ey
il =
lnm-t:h

Grocery Manufacturer (1967) Negro Consumers are Waiting, November.



http://images.google.com/imgres?imgurl=http://content.answers.com/main/content/wp/en/8/8e/Pepsi_targeted_ad_1940s.jpg&imgrefurl=http://www.reseau-medias.ca/blog/index.cfm?date=1/2008&h=672&w=490&sz=33&hl=en&start=1&sig2=e9XgTkOUv_Vd8gf-ajYNQA&tbnid=ySPjiRDgUvhpsM:&tbnh=138&tbnw=101&ei=Z2iYSM-ALoekeLH-tKAJ&prev=/images?q=african+american+ads&gbv=2&hl=en

Defining Marketing

Marketing Is the activity, set of institutions, and
processes for creating, communicating, delivering,
and exchanging offerings that have value for
customers, clients, partners, and society at large.

(American Marketing Association 2008)




The Big Picture

Marketer’s
Perspective

Characteristic

Consumer’s
Perspective

Public
Policymaker’s

Point of View I.:".Xtem%I
(“buyers”)
Level of Interest Aggrega}:[e
(“market”)
Product specific

Scope of Interest (what | make”)

Brand specific
(“my brand”)

“Correct” Choice

Internal
(‘me”)

Individual
(“myself”)

Across products
(“what I buy”)

Best alternative
(“best brand for me”)

Influence behavior

Role of Influence Cplease buy this”)

Handle behavioral

influence
(“what | should buy?”)

Perspective

External
(“buyers and sellers”)

Aggregate
(“affected groups”)

Across products
(“all products/ services”)

Neutral
(“maximize utility”)

Neutral
(“must be fair and not
deceptive”)




The Target Marketing Process

Segment Target Position

Consumer RESEARCH

Product Price Place Promotion




Understanding Consumers

“The Dollar Menu
appeals to lower-income
ethnic consumers.
It's people who don't

L always have $6 in their
e ISR pocket.”

1 S0FT DRINKS
ONLY .85

el

mcDondld
ffu‘n}p

Steve Levigne, McDonald’s vice
president for U.S. Business
Research (Warner 2011)




Ethnic Target Marketing Approaches

» Advertising * Internet websites
 Cultural symbols * Mobile Marketing

« Event sponsorship  Social networking

» Scholarships e Word of mouth

« Outdoor advertising « Community relations

* Product placements in  Employment opportunities

movi n
OvIES, SONgs « Custom products
e Street teams

» Giveaways

Grier and Kumanyika (2010) Annual Review of Public Health




Targeted Food Marketing Environment

Product Strategy
e Types of Food

e Packaging

» Portion Sizes

Promotion Strategy Distribution Strategy

» Advertising * Food outlet Presence
« Sales Promaotions - Fast food
« Sampling — Supermarkets

» Variety and quality of
food available

Cross-promotions
Cause-Related

Price Strategy
» Actual Prices

» Relative Prices
e Cost to Access




Consumer Response to Target Marketing

Experimental research shows
Black and Hispanic
consumers more favorable to
targeted marketing efforts.

e Persuasion driven by
similarity processes

* Also respond to non-
targeted ads

Aaker, Brumbaugh and Grier (2000) Journal of Consumer Psychology; Grier and Brumbaugh
(1999) Journal of Advertising




Target Marketing Example

Advertisements feature celebrities

Radio DJ highlights ‘little-known black
history facts’ and lauds McDonald’s
sponsorship

Black history posters and celebration
of black music month in stores

School program co-sponsored by
McDonald’s and Coca-Cola distributed
booklets to youth

Website features contests and touts
scholarship and entrepreneurial
opportunities




Pedro and Javier: A Marketing Tale
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Free Hot Chocolate
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“Tu Ciudad Tu Musica

EVENT INFO REGISTER VIRTUAL PROMOTER DOWNLOADS BK® PROMOTIONS SPONSORS
FEATURED BANDS | HEADLINERS | GALLERIES | PAST WINNERS | P AM HOST

Cinco de Mayo Festival
May 10th. 2009

3pm - bpm

George R. Brown
Convention Center
1001 Avenida de
Las Americast

Planeta Wrigley Stage
Featuring: Pee Wee




Playing Snacks

\ COLATE
. REAL CHTOMIES
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Profile Dune Derby 3D Brought to you by:

Not a member yet?

Reqgister now of login to
save your high scores mg nm%
and entar our ﬁ ) AEMAAN

promotions!

i GAMEES : PROMOTIONS : OUR BRANDS :

please select buggy
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Check it out!

Introducing New
DORED Fun Stix
A fun new treat from Milk's
Favorite Cookie, It's
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La Estrella Del Arco
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Arroz Con Pollo Y Coke

g “NI "ISIn". l'-l]ll Uniclave: Coca-Cola

| Explora Univision.com

@~ Ceclebremos
Ay nuestro sabor

SUBE UNA FOTO DEL PLATO TiPICO QUE MAS LE GUSTA A TU FAMILIZ

cuéntanos qué te inspird a cocinarlo y cémo lo disfrutas con una deliciosa Coca-

PODRAS GANAR $5,000

INGRID HOFFMA NN




A Family Affair

Para celebrar el Super Bowl LY, Pepsi
esta regalando un cartel gratis
personalizado! Uno por hogar y sdlo
mientras duren las existencias.

Cada Cartel de Coleccion Oficial de
Pepsi Familia de Campeones del
Super Bowl XLY mide 187X24" y
demuestra a tu familia al igual que tu
apellido.

pepsl,
FAMILIA DE
BRMPE

ONES

PEL FANIllY

‘Bow LW Colector's Edition Poster

OFICILL DE]




ith Implications of Targeted

The Context for CROIEP Heang to Mrican Americans

Food and Beverage Marketi

Sonya A. Grier, PhD, M
American Journal of Pu

i H
BA, and Shiriki K. Kumanylkfeng, MP
biic Health, 2008; 98: 1616-

o Are African Americans more likely to be targeted with
unhealthy foods than White consumers?

— What types of food and beverages products are they made aware
of, do they have access to, and what do they cost?

o Systematic review of empirical research from 1992-
2006 across disciplines

e Search identified 20 interdisciplinary articles

— Eight studies on promotion and product
— Eleven studies of food distribution
— Three studies of food prices

30




Diverse Methods

e Content analyses of advertising and in-store
promotions

o Spatial and statistical analyses of retail food
outlets locations and prices using GIS and
secondary data

» Market basket studies, market inventories and
menu audits within retail food outlets

« Community based participatory research

31




Summary of Review Findings

 Promotion dominated by low cost, low nutrition
food products such as candy, soda and snacks.

— Positive nutritional messages appear less frequently

e Relative to predominately White neighborhoods,
predominately Black neighborhoods:

— have fewer supermarkets, and healthier food choices
less prevalent.

— have a higher density of fast food outlets
— yet fast food may cost significantly more

32




' Fast-Foc ing and ildren’s Fast-Food )
- d Marketmg_and Childre 4 o
l'l E%s;sﬂ%lption: Exploring parents’ Influences |

" Ethnically Diverse Sample |
|

onya A. Grie ne n H. Huan |
Sonya A a ' [ . Huang,

y [ Mensinger, Shirley |
ll e k«!. and Nicolas Stettler |

N Shiriki K. Kumanyi

 Fast food marketing to children is viewed
as contributing to childhood obesity.

— But fast food Is also marketed to parents, and
may influence how parents feed their children,

and affect their child’s weight
« How might parents respond to fast food
marketing in ways that promote the
development or perpetuation of obesit+Z2=—=

JPP&M
=

Grier S.A., J.L. Mensinger, S.H. Huang, S.K. Kumanyika and N. Stettler (2007), “Fast Food ;:—'-l;‘:’%"g =

Marketing and Children’s Fast Food Consumption: Exploring Parental Influences in an | *&&— ="

Ethnically Diverse Sample,” Journal of Public Policy & Marketing, 26:2 (Fall), 221-235. BEST - nam
B




Fast Food and Norms

ACETINEITR J0ES

Where will she have her first French foyr?




Summary of Results

* Increased exposure to fast food promotion was
associated with beliefs that eating fast food is
normative, and more frequent child consumption.

— Social norms toward fast food drove the
relationship between parents exposure to
promotions and their children’s fast food
consumption.

e Black and Hispanic parents reported greater
access and promotional exposure, and higher child
consumption than White and Asian parents.




Digital Marketing

« PC mobile and social media key interactive
channels to reach youth

« Complements traditional media and enhances
synergistic effects

* Limited research from a public health
perspective

- Research on digital media ignores
commerce, marketing research ignores
youth

- Youth is key focus in industry research




Mobile Marketing

Hispanic, Asian and black mobile users in the US
access the mobile internet more often than their white
counterparts, and that they will continue to outpace
whites in mobile internet adoption through 2015.

“If you want to make an impact with digitally
connected African-American consumers, try

targeting them on their mobile phones.”




Mobile Target Marketing

McDonald’s McCafé Mocha Mondays Go
Mobile with Millennial Media

GOAL

Engage the Hispanic community In Mew tork Clty to drive
MoCafe Mocha samiples / trarsactions on MdConalds "Fras
Macha Mondays™- one of the compary's lagest sampling
CaTipakgns to date.

Hyper-Targeted: The campakgn used different tangeting methods
- demographics and gecdocation — to drive results. Only Hispanic
consurmars within giwen MYC blocks ware served ads.

PReach within Tight Parameters: Millennial Medias extenzive
micbile rezch enabled McDonald's 0 aggregate a large emcugh
audience - even within very tight @argeting parameaters - for the
company to promote thelr new MoCafé Mochae product effecthety.

In-Language: In-languzgs banner ds and mobilz landing pages were developed to resonate with the
1anget CoNSLITIErs.

Dirove Transactional Actions: Banner ads directed targets o a campalgn landing page tooollect opt-ns

fior four SMS alert remindears about free MoCafé Mochas. The 565 alerts steered consumers Into a keca
MY_ store to sample a free 7oz lced MoCafé Mocha or an Boz Hot MoCafé Mocha.

Company First: Bult upon the strategy set by McConalds agency, d expdstio & Partrers, the effort
represanited McDonald's first mobile Initiathes to tfarget the Hispanic demographic.

Lang-Term Benefits: The campaign fostered relationships with potantiad and current customers and
leweraged moblle engagement to entice consumers to try 2 new product and even change bahavior.

38




Digital Marketing to Youth

UBIQUITOUS
CONNECTIVITY

Montgomery, K., S.A. Grier, J. Chester, and L. Dorfman ( 2010) available at Digitalads.org




Non-stop Targeting

“At Frito-Lay, we're benefiting from the Hispanic line of flavors that
we've launched across the entire portfolio of brands, Doritos,

Cheetos, Lay's and Ruffles.
John Compton, CEO, PepsiCo Americas Foods;

“You will continue to see us on air and using digital media to stay top
of mind with our consumers and keep them engaged. “

“... as we deal with many consumers' sensitivity to affordability given
their limited disposable incomes, we are using every tool we have at
our disposal, including price/pack architecture and efficient

targeted promotions to continue to provide value to the consumer. “
Indra Nooyi, PepsiCo's Chairman and CEO




Complexities and Challenges

e Increasing research on targeted strategies, yet need
the links to behavior

 Need to consider marketing as a system of
strategies that consumers encounter

 The measurement of synergistic and cumulative
effects

 Complexity of the “marketing to health” causal
chain
e Evolving strategies (e.g. mobile)

 The marketing of healthy foods and other counter-
marketing




Complexities and Challenges

Consumers may see no problem with food
marketing.

Food marketing may provide benefits to Black
and Latino consumers.

Other Black and Latino businesses may benefit
Food marketers may come from the community




THANK YOU!

QUESTIONS e

COMMENTS?
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