


SECOND LARGEST HISPANIC
MARKET IN THE WORLD

Top 5 Hispanic Populations Top 5 Hispanic Populations
2009 Purchasing Power 2009

2009 Purchasing
Country Iati Country Power
Population (Billions)

Market U.S. Hispanic $951*
Market

Source: U.S. Bureau of the Census, International Database, Countries Ranked by Population: 2009; Projected Population by Single Year of
Age, Sex, Race and Hispanic Origin for the United States: July 1, 2000 to July 1, 2050; International Monetary Fund, World Economic

Outlook by Countries: 2009
*Selig Center for Economic Growth, Terry College of Business, The University of Georgia, “The Multicultural Economy”, July 2008 —

purchasing power number is for 2008




HISPANICS ARE THE POPULATION
GROWTH TODAY..

Share OFf New Growth
Hispanic Population 2010-2020
(Millions) (31 Million Persons)

Hispanic
52%

Non-
Hispanic
48%

Source: U.S. Census Bureau, 2007 American Community Survey



..AND TOMORROW

Share OFf New Growth
2010-2050
(129 Million Persons)

Hispanic Population
(Millions)

Hispanic
64%

Non-
Hispanic

2020 36%

Source: U.S. Census Bureau, 2007 American Community Survey



HISPANICS REPRESENT A LARGE CONSUMER
SEGMENT IN MAJOR U.S. MARKETS

Top 10 Hispanic DMAs

DMA 2008 Hispanic % Hispanic of
Population Total Pop

Source: Claritas iMark Based On 2008 U.S. Census Data



HISPANIC CONSUMERS ARE
FUELING STATES® GROWTH

Top 10 States With Highest % Hispanic Growth

Hispanic % Hispanic
Population Population

SHates Growth Growth
(2008-2013) (2008-2013)

Source: Claritas iMark Based On 2008 U.S. Census Data




THE USE OF SPANISH WILL
CONTINUE TO GROW

Spanish Language Usage Among Hispanic Population (Millions)

: Total P5+ : P5-17 P18-34

R - B 2005 M 2015

Source: Roslow Research Group- US Hispanic Population Projections- Hispanic USA June 2005



HISPANICS WILL CONTRIBUTE AN
INCREMENTAL $700B TO OUR ECONOMY IN
THE NEXT 6 YEARS

Hispanic Population Disposable Income 2005-2015 ($Billions)

Source: Global Insight



Hispanic HH’s Non-Hispanic HH’s

AR

3.5 Persons 2.6 Persons

Source: U.S. Census Bureau, 2007 American Community Survey



THE MEDIAN AGE OF HISPANICS 1S YOUNGER THAN
THE TOTAL POPULATION

Median Age Of The U.S. Population

Total Pop
Hispanic Pop

Source: Claritas iMark Based On 2008 U.S. Census Data




CONSUMER CONFIDENCE SCALES ARE
STRONG AMONG HISPANICS

Factors aggregates a respondent’s opinion of their past
and future economic well-being as well as their
perception of the US economy’s direction In the next 12

High Consumer Confidence (5-8) Low Consumer Confidence (1-4)

Bl Hispanic Non-Hispanic

Source: Experian Simmons NHCS Winter 09 — 6 Month; Index v Al8+



THE GROWING NUMBER OF HISPANIC-OWNED
BUSINESSES WILL INCREASE DEMAND FOR
BANKING SERVICES

Number Of Hispanic-Owned Businesses

4,300,00

+42%
3,028,16 /

0

$539 Billion
In Revenue

Source: Mintel Research Report, “Hispanic Living: Travel, Dining Out and Finance — US” September 2008



HISPANIC THOUGHTS ON FINANCIAL
SERVICES SIMILAR TO NON-HISPANICS

Attitudes/Opinions On Financial Services

% Agree Hispanic

I don’t like the idea of being in debt
I am concerned about credit card i1dentity theft

It’s important to be well insured with home
Insurance

I’m careful with my money

I often prefer to pay cash for things | buy

It’s important to be well insured with life

insurance

Financial security for retirement i1s individual
responsibility

I prefer to let professionals do my taxes

I teach my kids to be careful with money

like to know as much as possible before 1

Non-
Index

Hispanic

-

“




Hispanic consumers are your consumers

e Disposable Income

— $890 billion on disposable income,
projected to more than double In the
next 10 years, exceeding $1.8
trillion by 2017

e ‘“‘Un-banked”

— Less Likely To Have A Primary Bank
Hispanic 52.5% vs. non-Hispanic
70.1% Hispanic Index: 75

— The % of non-Hispanics with a
primary bank remained flat (69.9% to
70.1%), while the % of Hispanics
with a primary bank increased 8%
(48.7% to 52.5%)

e ‘“‘Under-banked”

— 42% of all “banked” Hispanics only
have a savings/checking account.
Sources: ! Global Insight — 2007 Hispanic Market Monitor. ﬁlmgﬁdﬁq@cslﬁawmfsg Year — Pop Al18-49.




e Only 42% of Hispanic Al18-49 have a credit
card

— Index: 65

e 50% have a debit card
— Index: 79

e 53% own a home
— Index: 69

e 31% have a loan*
==shRndees s

e 7% of all small businesses are Hispanic
owned

e 30% of Hispanic businesses have a business
credit card

— Index: 107

e 15% established their business with a bank
Sourrtaaﬁimmons NCS/NHCS Spring 2007 FY — Pop. A18-49. * Loan includes car title/auto/personal/home equity/mortgage/home improvement loan.
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http://creative.gettyimages.com/source/search/ImageEnlarge.aspx?MasterID=AA035778&s=ImageDetailSearchState%7C3%7C1%7C0%7C15%7C2%7C1%7C1%7C0%7C1%7C5%7C60%7C2000.13c4.0054..000b.2ee0%7C2%7C0%7C%22watching+tv%22%7C%7C1%7C0&pk=6

“1 find ads for

financial
“Important to services “Concern about credit
be interesting” card identity theft”
well life Hispanic 12% Hispanic 41%

VS. 24% non-Hispanic

VvS. 4% non-Hispanic
' Hispanic Index: 171

insured”
Hispanic 34% vs.
27% non-Hispanic
Hispanic Index:
“Oftencprefer to pay
cash for things 1
buy1’
Hispanic 33%
VS. 26% non-Hispanic
Hispanic Index: 127

“Know nothing about
finances/investments
Hispanic 15%

vs. 8% non-Hispanic
Hispanic Index: 188

“Pay any price for “Prefer to let
good financial professional
advice” do my taxes”
Hispanic 8% Hispanic 36%

vs. 3% non-Hispanic vs. 20% non-Hispanic
Hispanic Index: 267 Hispanic Index: 180

Source: Simmons NCS/NHCS Spring 2007 Full Year — Pop. A18-49. % of those who agree a lot to the statements.



e Challenges

— Little to no awareness of BBVA Compass in the market
place

— Late Entry iInto the advertising space
— Bank footprint not as robust as competitors

e Objectives

— Increase awareness of BBVA Compass among Latinos iIn the
bank”s footprint

— Increase Hispanic HH penetration and Direct Deposit
accounts

e Strategies

— Tiered the markets to maximize i1nvestment

— Utilized a deeper media mix that 1s most effective based
on language preference of the marketplace
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BBVA Compass

— Latinos drove
new household
acquisitions
off-setting the
churn of the
non-Latino
market

e Latino market
+62%

e Non-Latino market
-4%

- u o~y










BBVA Compass




e Challenges

— The film was about legendary salsa singer Hector
Lavoe, whom had little appeal and recognition
within markets with high Mexican population

e Objectives

— Increase awareness of the film and drive Latinos to
the theatres

e Strategies
— Delivered a communication strategy that spoke to
the diverse Hispanic market

e East Coast markets: Focused on the celebrity of Hector
Lavoe

e \lest Coast markets: Focused on the life of a Latino
who transformed music






August i1ssue of Los Angeles magazine “Tu Ciudad”

circulation 115,000 featured a gatefold spread

chronicling the life of Hector Lavoe utilizing special

photography from the movie.

Gatefold spread was followed by a four color full-page ad

promoting the theatrical release of the movie.
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Integrations:
El Diario La Prensa & Hoy

« “El Cantante” teaser ad was featured In the
New York Spanish-language newspaper EI Diario
La Prensa within the Puerto Rican Day Parade
supplement.

e« A special 8-page tabloid size collector
worthy supplement dedicated to “El Cantante”
ran 1n both ElI Diario La Prensa and Hoy
opening week.

e The content was a collaborative effort by the
publication, the publicity teams and the
Agency. This supplement also featured
exclusive highlights from the Puerto Rico
premiere of the movie.

e FI Diario has a circhiuulation of 75 000



Integrations: El Diario La Prensa
& Hoy
Cantante Supplement

Actuaciones estelares

JOHN ORTIZ " 5 7 3 '
(Willie Colén) 3 w\ la vida de
o X | | i Hector Lavoe

- MANNY PEREZ
die)

ESTRENA EN CINES EL VIERNES

CANTANTRE
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