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Wonderful Pistachios taps celebrated
Mexican soccer player Jared Borgetti as
brand ambassador

o f 30 g0 vyo[FocHo t

Wonderful Pistachios announced today
leading goal scorer for the Mexican Nati
ambassador for a series of activations
soccer tournament taking place across the U.S. Borgetti will help build and foster
awareness of Wonderful Pistachios as the perfect game day snack among passionate
soccer fans, and promote smart snacking during sporting events and active living

t Jared Borgetti, soccer player and all-time
eam, will serve as the brand's
ebration of this summer’s international

among U.S. Hispanics.

*1 am henored to be back in the U.S. and excited to join Wonderful Pistachios in the
celebration as the entire country rallies around soccer,” said Borgetti. "Being able to
connect with Latino fans by leading the Wonderful Pistachios soccer platform and
help grow its fan base is an amazing opportunity. | look forward to meeting with fans
during the upcoming events.”

Borgetti will participate in a series of eve:
the most important soccer tournament of L
each activation, Jared will sign autographs,
local junior soccer leagues and offer media
have the opportunity to win premium g
Houston on May 19, followed by San An

d by Wonderful Pistachios during
rica played this summer, During
ith fans, present donations to
views. Additionally, attendees will

ys. The first event will take place in

© on May 20 and Los Angeles on June 3.

“Selecting Jared to serve as our brand ambassador made perfect sense given his
popularity among U.S. Hispanic soccer fans and his abllity to communicate the
importance of leading an active and healthy lifestyle,” said Adam Cooper, vice
president of marketing, Wonderful Pistachios. “Jared will help us raise awareness of
the brand among U.S. Hispanics, while at the same time promote the importance of
smart snacking and the role that pistachios can play in a well-balanced daily diet.”

Social media users will also have the opportunity to join in the excitement by
following exclusive content produced by soccer enthusiast and social media
influencer jorge Perez known as "Soccer Machine” and following the hashtag
#HazTuCopawonderful.

Figure 7. The Wonderful Pistachio/Jared Borgetti press release [Screenshot]. Retrieved from
http://www.shineentertainmentmedia.com/wonderful-pistachio-jared

The researcher concluded that in order for a campaign to be successful the objectives
need to be met and the campaign has to have a strong research process that will help the
campaign flow and move meticulously. The two successful campaigns identified above have a
strong research foundation especially when identifying the target audience, where the campaign
will run, and the messaging of the overall campaign. The findings of the analysis of each
campaign in the case study will be discussed in chapter 5. The analysis of each campaign in
compliance to the components of the R.P.I.LE model allowed the researcher to produce
recommendations for future campaigns that would target Hispanic-American consumers. Those

recommendations will also be discussed in chapter 5.
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Chapter 5
Findings

The purpose of this study was to validate the importance of targeting the Hispanic
population with public relations campaigns, and to help companies maintain their current
Hispanic consumers and attract new ones. Hispanics are the biggest minority in the United States
and companies are well aware that they purchase a lot. The researcher wanted to question why it
was so difficult for companies to not only acknowledge the influence the Hispanic community
has but also why it is so challenging to target them effectively. Chapter 2 was able to substantiate
the claims that were made in chapter one, such as the reasonings or statements as to why
companies might not be effectively targeting the Hispanic community and explaining what has
previously been done in the public relations, advertising, and marketing sectors as well as guide
the research questions with previous literature.

Chapter 2 explicated on the Hispanic community based on ethnicity, census data, regional
and geographical information, identification, and labeling. It went into depth on U.S. Hispanic
culture and values as well as how Hispanics have been previously targeted with public relations,
marketing, and advertising. Problems and limitations that were identified in previous literature
were also discussed in chapter two and those problems and limitations were taken into account
by the researcher when going in to chapter 3 and chapter 4.

Once determining what the problem was, what previous literature had to say about it, and
what questions this particular research was aiming to answer, the phase to answer those
questions begun in chapters 3 and 4. The methodology of conducting a case study was the
preferred method and the process of choosing that method as well as the actual campaigns that

were going to be analyzed was discussed in chapter three. The campaigns chosen to analyze were
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McDonald’s and Boden Agency’s ‘Siganme Me Los Buenos’ campaign, The Ringling Bros. and
Barnum and Bailey Circus’s and rbb’s ‘Ringling Bros and Barnum and Bailey Circus Goes
Hispanic’ campaign, and The Wonderful Company and Havas Formula’s campaign. Each
campaign was ran during the years, 2012-2018, which means that the timeframe allows for a
better representation of how Hispanic-Americans were being targeted. The year 2012 is
incredibly different to the year of 2018. Chapter four then analyzed the campaigns in order to
answer the research questions. It was found that campaigns would be effective when targeting
Hispanic-Americans when a campaign is based on research, when cultural motivators are
identified because it helps with the overall messaging of the campaign that will be communicated
and in the decision of what tactics and strategies will be used, and when the campaign makes
sense to the geographical location and culture that inhabits said location. The tactics that were
effective were using spokespeople, traditional media placement and social media placements,
and incorporating storytelling into the campaign.
Discussion

The analysis highlights four recommendations that might allow for a more effective
public relations campaigns that are targeted to the U.S. Hispanic-American community.

Recommendation #1: Before even trying to decide which tactic is going to work to
spread messages throughout the Hispanic community, the public relations practitioners need to
decide who their primary public is going to be. It is important to understand the diversity of the
Hispanic community and that there is no way that they would be able to cater to all the different
Hispanic countries and cultures. The PR practitioner needs to research which labels are
appropriate; Hispanic or Latino, etc.; and which jargon to use especially if they are trying to

reach multiple different publics located in different parts of the country in which case; consider if
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multiple campaigns would need to be ran; etc. For example, if a campaign is being ran in the
West Coast, it would have to be tailored mostly to Mexican-Americans being that that is the
Hispanic community that is the most prevalent in the West Coast. In the East Coast, the majority
of the Hispanic-American community entails of Caribbean Hispanics as well as South
Americans. With a little bit of research, the public relations practitioners would be able to
determine who their audience is. Hispanics are not a homogeneous group because the Hispanic
ethnicity includes various races and nationalities (Li, Tsai, & Soruco, 2013, p. 445). It is
important to understand that statement and work from there. Understanding which Hispanic is
going to be targeted will then uncover which culture pertains to them and where, geographically,
the campaign will run.

Recommendation #2: The second recommendation is concerning messaging and culture.
The messages created by the PR company need to have an underlying theme that incorporates
the Hispanic values. Guglani (2016) discussed a preconceived notion that explained that in order
to be Hispanic, one must speak Spanish and if people do not then they are not Hispanic (p. 346).
Not only are campaigns targeting Hispanics being inclusive already, but it should also be
inclusive for those who might not comprehend the language but can understand the cultural
themes demonstrated throughout the campaign. A way for that to occur is to identify motivators,
as discussed in the Ringling Bros. case study, when the rbb PR company conducted extensive
research and were able to identify the cultural motivators that then determined what messaging
the campaign would have, and which tactics would be appropriate to communicate the message
of the campaign. These motivators are going to guide the whole campaign. Every little decision

that is made throughout the campaign should relate back to the motivators.
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Recommendation #3: The campaigns that the researcher chose to analyze for chapter
four were either in Spanish or in English, however, the previous literature in chapter two allowed
the researcher to state and recommend that it is not about translating the message; it is more
about creating an adaptation of the message; it should maintain cultural relevance and keep
cultural nuances in order to effectively reach the intended public. For example, the McDonald’s
campaign decided to have the campaign be centered around the television character, EI Chapulin
Colorado, who was still culturally relevant even after the show not being on air for many years.
The campaign also included promotional items to give away during the events, such as, the
culturally traditional game of loteria. If the campaign is either in English or Spanish, those
cultural nuances should be able to still attract the Hispanics that identify with those cultural
indicators. Not only should practitioners communicate to other ethnicities in their language but
should also do so culturally. The messages that would be used should have an underlying theme
of acculturation instead of assimilation. Messages that reinforce culture as opposed to denying it
would be beneficial. This is how The Ringling Bros. were able to find the messaging of the
campaign by figuring out the cultural motivators that would help emphasize the American
Dream ethos. Essentially saying that the American Dream could still be achieved even if
Hispanics still identify with their own culture. The messages should reinforce the blend of both
the American and Hispanic cultures as opposed to a message of cultural immersion where the
minority group would gradually lose their cultural characteristics.

Recommendation #4: The public relations practitioner should be culturally literate. It is
not the say that the practitioner needs to become an expert on the Hispanic culture, but they need
to be culture-specific. Depending on which location and which culture will be targeted it will aid

in understanding them and how to effectively target them. Edward T. Hall (1976) created the
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iceberg analogy to describe culture; the iceberg that is visible above the water represents the part
of culture that is known and experienced; language, clothing, food, celebrations, etc. However,
there’s more of the iceberg that is submerged in the water that is not seen. That represents the
parts of culture that those who are a part of a specific culture know about. Just viewing a culture
only from the tip is not going to show a true representation of that culture. Digging deeper and
seeing those unknown aspects that are not unknown to the members of the culture is where the
establishment of a relationship between company and members of the culture will begin to
develop.
Limitations

Taking into account the previous literature and the data analysis conducted for this
research there are some limitations that surfaced. The main limitation is that it was difficult for
the researcher to find a public relations campaign that targeted the Hispanic audience that was
ran in either New York or New Jersey or at least the Mid-Atlantic region of the United States.
There was an excess of campaigns that were ran in California and Texas. Given the main
Hispanic demographic in those states the cultural markers that are prevalent throughout the
campaigns are of the Mexican culture. There were not any campaigns found that were solely ran
in the New York/New Jersey area, given the high population of Hispanics in said geographical
location. The question can be answered because at least one of the campaigns analyzed in
chapter 4 was ran in New York. However, the researcher had hoped to find a campaign that was
exclusively ran in the Mid-Atlantic region in order to see if the messaging differs from other
stereotypical campaigns that target the Hispanic community or at least differ from what the

Hispanic community usually is used to experiencing.
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Another limitation was the lack of access to information. There was a lack of information
on the research process that the companies and their respective agencies conducted in order to
determine the target audience, strategies, objectives, etc. of the campaigns that most likely could
have helped in the analyzing stage of this research especially when plugging in each step into the
R.P.ILE model. Out of all the campaigns that were chosen to conduct the case study for this
research, only one had a detailed case study that could be found on the PRSA website if a
membership was purchased. However, the researcher is not a PRSA member and did not have
access to the breakdown of the campaign but was still able to find it from another university.
Because the McDonald’s and The Wonderful Company’s campaigns lacked a detailed summary
or an actual case study created by the agency or company, the researcher had to assume what the
objectives were or what exactly were the strategies and tactics that were employed for the
campaign.

The last limitation that was eminent was the lack of recent campaigns. In chapter one, the
researcher illuminated on the circumstance that companies are becoming tentative when
targeting Hispanics because of the current political climate. It would have been efficient to
examine a current campaign and see if the claims from chapter one was actually something that
could have been perceived in an actual campaign. Another reason why not having recent
campaigns was a limitation is because nowadays people are realizing that Hispanics are not just
one culture or one stereotypical type of person, so it would be beneficial to see if companies are
taking that into account and are showcasing the different countries and cultures and even dialects
throughout the messaging of the campaigns.

Future Study
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Future studies in multicultural public relations are important and can be beneficial.
Identifying a specific minority group, in this case the Hispanic community, has many benefits.
As discussed previously, the main reasoning being is that the Hispanic community is the
majority minority currently and will continue to grow for years to come. Another reasoning is
that they have a grand purchasing power and are very brand loyal. Originally this research aimed
to see how companies were targeting the Hispanic community in the Mid-Atlantic region of the
United States with messaging that would be prevalent in the tactics and strategies employed in
public relations campaigns, however, no such campaign was available to examine. For future
study, the researcher hopes that there would be more insight from the companies and agencies
that run the specific campaigns that are chosen for examination in future research. The researcher
would want to interview the team that was running the campaign and ask questions on the
process for that campaign and what they could have done better. Research could be conducted on
why companies only chose to display one Hispanic culture and not different ones. The researcher
understands why campaigns are ran in the geographical locations that are chosen because there is
research that proves the effectiveness of those locations. However, when a campaign is being ran
in Los Angeles, Houston, Miami, and New York it is just nonsensical to have one generalized
campaign that makes sense for Los Angeles and Houston but would not be as effective in Miami
and New York. Lastly, research could be conducted that would go more into depth or solely
focus on how the government can play a part in multicultural public relations.

Summary and Conclusion

This research is important because the Hispanic population is ever-growing and by 2020

their purchasing power will increase from what it is now, $1.32 trillion, to $1.72 trillion (Statista,

n.d.). Given the current political climate and the dissention that is going on with undocumented
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Hispanic immigrants and being taken away to detention centers, it could potentially boost spirits
and morale amongst Hispanics; by seeing that companies are taking the time and extra
consideration when it comes to targeting and communicating with Hispanics through public
relations campaigns. The study was able to answer the research questions posed in chapter 1.
This research aimed to answer the following question:

What are potentially best practices for effectively targeting the Hispanic-American

community in the United States with public relations campaign?
This question was answered by the four recommendations that were identified that can be
applied to future public relations campaigns that are intended to target the Hispanic-American
community of the United States (see Appendix A), such as conduct extensive research to
uncover cultural motivators, determine a theme for the campaign, determine the language, and
maintaining cultural relevancy by being culturally literate. The artifact that was created was
created based on what was examined and recommended from previous literature and what
worked and did not work in the case studies that were analyzed. This study did present some
limitations but also it is a good jumping point for future research considerations on this same
important topic. The importance of the study is to allow companies to understand that there is
more than one culture when discussing Hispanic-Americans, not to mention they also have
American culture embedded in their identities. It might appear to be convoluted but the main
finding of this study will hopefully demonstrate that once there is a deep dive of the culture
being targeted then everything else just guides itself. The research will uncover the campaign’s
messaging, which will then determine the strategies and tactics that will be used, and how they

will be implemented to communicate the message. The main finding essentially is research.
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Everything is based on research; the four recommendations, while separate entities, tie back into

the first recommendation which is to conduct extensive research.
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Appendix A

Best Practices for Effectively Targeting Hispanics Throughout Public Relations Campaigns

1. Conduct extensive research (using R.P.I.LE. Model).

Before the actualization of any campaign, research should be done. However, when it is a
campaign intended for another culture, practitioners should conduct extensive research to
help determine which geographical location(s) of the United States the campaign should
run and who the target audience is going to be and why? In the case of targeting
Hispanics, the specific culture also needs to be chosen and the geographical location
choice will also aid in that. The extensive research should also identify the cultural
motivators which will help guide the overall campaign’s messaging and in the choosing
of tactics and strategies that will support and communicate the message.

RPIE MODEL OUTLINE

| Definition

Research

Situation Analysis | Client Research - An in-depth look Into the Organization you are representing.

(Background and | Familiarity with products and services; competitive environment
Benchmarking) *  Precise mission of organization; goals, objectives and challenges (SWOT)
*  Structure; management model, how is PR viewed? PR successes and failures
* _ Financial status i
Research | Opportunity or Problem Research — Determining why a company should conduct a
particular PR program at a particular time
* Unique opportunity to favorably influence public opinion or behavior
*  Response 1o the development of unfavorable opinion or behavior of the problem
*  Maintain a favorable public opinion
Qualitative Research
| +  Organization or client records (business plans, past PR programs etc.)
| = Published materials (news articles, surveys or polls, government data)
‘l *  Interviews with key members of targeted publics
*  Customer feedback
| *  Trade group, association or advisory pancl research
|+ Focus group research
Quantitative Research
+  Content analysis: analyzing themes or trends in the message content of selected
media
*  Sample surveys: determining audience information levels, attitudes, behaviors and
' media habits via mail, telephone o in person.
g which forms of or messages may be
I | most effective with select audiences —_— i
| Target Audience | Audience Research — Investigating the target audiences or “publics”; segmenting into
| different categories
| Targeting - Targeting the most important publics on a priority basis.
| '+ Whois this public (demographics, psychographics etc.)?
*  Why s it important to us?
= How active or involved is this public, relative to our interests?
*  Which public are most important to us, in priority rank order |
‘ * __How do we reach them? What media do they use most frequently? .
[Planning Objectives ["Output objectives - Effort/Action: the distribution of execution of program materials =1

2. Determine a theme for the campaign.

Outcome objectives - Impact: specific intended effects of pubiic relations programs on their
audiences
*  ATTRACT: Informational objectives: message exposure o, message
comprehension by and/or message retention
*  FEEL: Attitudinal objectives: forming attitudes where none exist, reinforcing
existing attitudes or changing existing attitudes
+  ACT: Behavioral objectives: consists of the creation or stimulation of new behavior
or the reversal of negative behavior on the part of an audience toward the

*Determined by
the 3-step process
of PR

*always need date \
associated with
each one

practitioner’s client or o o R
A strategy statement describes, in concept, how an objective is Lo be met; they are broad
statements and don't refer to specific activities
| *  Are intangible; they are ideas, choices or decisions

= Strategies reveal the situation; tactics do not
| *  Buzz words: leverage, showcase, employ, highlight, underscore, focus, avoid,
initiate

Strategies

i
i
|

|
I

(implementation [‘m Messages/ [ Key messages
Theme *  What needs to be communicated in order to change behavior

| *  Must be compeliing and resonate with the target audience

| * _Catchy, memorable and concise; ties the campaign together -
| Tactics This is the “nuts and bolts” part of the plan that describes, in sequence, the specific
| activities that put the strategies into operation and heip to achieve the statec objectives

Buzz words: Develop/cr
‘ Evaluation: ongoing mo

d, pitch, contact, book, broadcast
ing and final assessment of

Evalvation Evaluation

|
‘ Output objectives: Measured quantitatively by simply counting the actual output/action

| Outcome (Impact) objectives: Measure CHANGE
*  Informational objectives: measured by surveys

*  Attitudinal objective
*  Behavioral objectiv
observation of behaviors

red by attitu

B |

Source: Hayes, D. and Kumar, P. Public Relations Cases 9™ ed. Washington, DC: American University.

Adapted by Devon Gifis and Kristen Koehler

Figure 1. R.P.1.E. Model adapted by Devon Gifis and Kristen Koehler [Screenshot].

The messages created by the PR company need to have an underlying theme that
incorporates the Hispanic cultural motivators that would have been determined from the

research.
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Example: The central theme around rbb and Ringling Bros. and Barnum and Bailey
Circus’ campaign was the American Dream. The cultural motivators were then used to
determine which tactics and strategies would be implemented to communicate the
campaign’s message and theme.

Determine which language.

When in doubt create separate English and Spanish campaign materials that can be
distributed to the appropriate traditional media outlets but always rely on the research to
determine which language will be used and why. The messages should be trans-created as
opposed to translated. Boden Agency and McDonald’s had press releases both in English
and Spanish and rbb and Ringling Bros. and Barnum and Bailey Circus only incorporated
Spanish in the campaign and all the media placements were in Spanish-language media

(television shows, magazines).

McDonald's celebra el $1 $2 $3 Dollar Menu con juegos de edicion limitada de El Chapulin

Colorado en Houston

In celebration of the $1 $2 $3 Dollar Menu, McDonald's USA has teamed up with one of the most iconic

characters in Latin American television, El Chapulin Colorado.

McDonald's is giving El Chapulin Colorado fans in Houston, Texas, the opportunity to get their hands on
special, limited-edition games, featuring traditional EI Chapulin Colorado icons, like the Chipote Chillén and

the Chicharra Paralizadora, and $1 $2 $3 Dollar Menu items on Saturday, January 27.

The limited-edition games, which include a traditional loteria game and a deck of playing cards, were created
in partnership with Grupo Chespirito and Univision to ensure the integrity and quality is kept according to the

global standards of the El Chapulin Colorado brand

Customers can visit participating McDonald's restaurants in Houston, Texas, on Saturday, January 27 to
receive a limited-edition game with a $1 $2 $3 Dollar Menu purchase in restaurant beginning at 11 a.m.

local time, while supplies last.

The $1 $2 $3 Dollar Menu serves up more of the delicious food McDonald's customers crave and provides
customers a greater choice in defining value for themselves. They can build a meal entirely from the menu,

add on to their existing orders, or simply stop by for a snack.

Afull list of the participating McDonald's restaurants and more details surrounding the Houston-area

giveaway on Saturday, January 27 can be found below.

McDonald's celebra el $1 $2 $3 Dollar Menu con juegos de edicién limitada de EI

Chapulin Colorado

Para celebrar el 31 32 $3 Dollar Menu, McDonald's se alid con uno de los personajes mas iconicos de la

television latinoamericana, El Chapulin Colorado.

El sabado 27 de enero, McDonald's ofrecerd a los fans de El Chapulin Colorado en Houston, Texas, la
oportunidad de obtener juegas especiales de edicién limitada que contienen iconos tradicionales de El
Chapulin Colorado, como el Chipate Chillon y la Chicharra Paralizadora, y productos del $1 $2 $3 Dollar

Menu.

Los juegos de edicion limitada, que incluyen un juego tradicional de loteria y una baraja de cartas, se crearon
en asociacian con Grupe Chespirito y Univision con el fin de asegurar que se mantenga la integridad y

calidad conforme a los estandares globales de la marca de El Chapulin Colorado

El sabado 27 de enero, los clientes pueden visitar los restaurantes McDonald's participantes en Houston,
Texas, para recibir un juego de edicién limitada en la compra del $1 $2 $3 Dollar Menu a partir de las 11

a.m,, hora local, hasta agotar existencias,

El $1 $2 33 Dollar Menu ofrece mas de los deliciosos productos que a nuestros dientes tanto les gustan y les
brinda mas oportunidades de decidir el valor que ellos desean pagar. Podran crear toda una comida del $1
$2 $3 Dollar Menu, agregar productos a drdenes existentes o simplemente visitar McDonald's para

merendar.

Una lista completa de los restaurantes McDonald's participantes y mas detalles sobre la promocion en el

area de Houston se pueden encontrar a continuacion.

Figure 3. McDonald's El Chapulin Colorado press releases in English and Spanish [Screenshot] Retrieved
from https://news.mcdonalds.com/stories/community-details/el-chapulin-colorado-games

4. Be culturally relevant.

The public relations practitioner must be culturally literate in order to by culturally
relevant. In order for that to occur, there needs to be a base knowledge and understanding
of the Hispanic culture and a desire to go deeper into the understanding of the culture that
is more than just understanding what language is spoken and a couple of the norms. For
example, the Boden Agency and McDonald’s understood which Hispanic culture they
were going to target and in what geographical location of the United States the campaign
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would be run which in turn guided the tactics and strategies that were implemented in
order to deliver the messaging of the campaign.

e e

Figure 4. ‘Siganme Los Buenos’ grassroots tactic. Employing the use of the community
members in Houston, TX to dress up as EI Chapulin Colorado and inform the Hispanic-
American community about the upcoming events [Screenshot]. Retrieved from
https://abasto.com/en/mcdonalds-el-chapulin-colorado/

77



