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WHO WE ARE
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ADVERTISING

Founded in 2011, Tippit & Moo is an omnicultural marketing and advertising agency
located in Houston, Texas.

A
A

We are an affiliate agency within the Lopez Negrete Communications family.

Right sized and full-service, we are agile and resourceful with people and capabilities that
cross racial, ethnic and linguistic boundaries.

A

Our mantra, like our name, emphasizes our role as a marketplace catalyst, creating positive
momentum, action and reaction in everything we do.
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WHY HISPANICS MATTER




HISPANICS BY THE NUMBERS

Strong dynamics led by characteristics of size, growth, youth,

57 MM strong, 18% of population, largest minority; majority in key DMASs

Hispanics accounted for 48.3% of all population growth 2010 to 2015

Projected to reach 65 MM (20%) by 2020

Median age of 29.3 vs. 44.6 for Non-Hispanic Whites

24% of kids under the age of 18, 26% of kids under 5 yrs. old

Source: U.S. Census Bureau, 2016
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AT LEADING EDGE OF U.S. DIVERSITY

Projected population growth 2010 to 2050 shows major ethnic impact
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Total Non-Hispanic Black Asian Hispanic
Note: Excludes American Indian, Alaska Native, Hawaiian & Other Pacific Islander
Sources: U.S. Census Bureau, Population Projections, and Nielsen Media
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HISPANIC STATES ARE WELL ESTABLISHED

The top five states account for 68% of RBFI
Pct State Pct Total
Pop. Hisp. Pop.

California 14.7 39% 27%
Texas 39% 19%
Florida 25% 9%

New York 19% 7%
lllinois 17% 4%
Arizona 31% 4%
New Jersey 20% 3%
Colorado 21% 2%
New Mexico 48% 2%
Georgia 9% 2%

_.Source:U.S, Census, 2015, NumbersinMMs, TippiT
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HISPANIC GROWTH IN UNEXPECTED AREAS

The fastest Hispanic growth is occurring in unexpected, emerging States

North Dakota 97%
Kentucky 66%
Louisiana 64%
Delaware 64%
Maryland 60%
Vermont 58%
Alabama 57%
Wyoming 56%
South Carolina 53%
Mississippi 53%
___________________________ Source: US Census, Hispanic Growth by Statee000. TlppiT
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AFFECTING TOP METROS ACROSS US

Urban areas densely clustered with strong immigrant and youth segments.

% Hispanic Among
Hispanic Among Total Hispanics, Among <18,
Rank Metro Area Population % Foreign Born % Hispanic
Los Angeles 5,979,000 45.1% 40.3% 54.5%
2 New York 4,780,000 23.9% 42.1% 32.2%
3 Miami 2,554,000 43.3% 60.7% 44.0%
4 Houston 2,335,000 36.4% 39.5% 45.4%
5 Riverside, CA 2,197,000 49.4% 30.3% 33.4%
6 Chicago 2,070,000 21.8% 36.1% 30.8%
7 Dallas-Fort Worth 1,943,000 28.4% 37.8% 37.7%
8 Phoenix 1,347,000 30.1% 28.6% 42.6%
9 San Antonio 1,259,000 55.7% 16.0% 65.1%
10 San Diego 1,084,000 33.3% 33.6% 45.6%
Source: PEW Research Center, Hispanic Trends ?2N18
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http://www.pewhispanic.org/files/2016/08/los-angeles.pdf
http://www.pewhispanic.org/files/2016/08/new-york.pdf
http://www.pewhispanic.org/files/2016/08/miami.pdf
http://www.pewhispanic.org/files/2016/08/houston.pdf
http://www.pewhispanic.org/files/2016/08/riverside.pdf
http://www.pewhispanic.org/files/2016/08/chicago.pdf
http://www.pewhispanic.org/files/2016/08/dallas.pdf
http://www.pewhispanic.org/files/2016/08/phoenix.pdf
http://www.pewhispanic.org/files/2016/08/san-antonio.pdf
http://www.pewhispanic.org/files/2016/08/san-diego.pdf

CHANGING THE FACE OF FUTURE ANGLERS

One of every four Kkids under six is Hispani

+53 M

There are now 5.3 Million
more Hispanic kids

Population
Change
2000-2014
Ages 0-17

3

Source: U.S. Census Bureau, 2015.
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MAINTAINING SPANISH LANGUAGE, CULTURE

As strong proxy for culture, Hispanic millennials are choosing to speak BOTH English and
Spanish, even as they acculturate..

74%
67%

15%  14% 18%

12%
i H e

2009 2014 2009 2014 2009 2014
Only English Eng & Spa Only Spanish
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CONNECTING EMOTIONALLY, EFFECTIVELY

Wa | maad pedfermance provides evidence of language effectiveness among bilingual
Hispanic Millennials.

38%
B Wwaimart SPA Language Je
Walmart ENG Language
29%
23%
19%

16%

14% ’
10% 9%
General Recall Brand Recall Message Recall Likeability

Source: Walmart proprietary study, 2014.
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HISPANICS IN CULTURAL EVOLUTION

Constantly redefining and reinforcing what it means to be Latino..

REDEFINING WHAT IT MAKING TAKING TECH/SOCIAL
MEANS TO BE HISPANIC A DIFFERENCE SHARING SERIOUSLY
Culturally Savvy On their own terms ATech Sherpao for far

A Refusing to be labeled or putin A Sees heritage as an advantage A Confident social creator and

a box to navigate cultures cultural trendsetter
A Creating a new American A Loud, intense and social by A Feel an obligation to family/

identity around a Hispanic core default community to succeed
A Strong believer in the A Optimistic, forward-looking A Embraces new, buzz-worthy in

American Dream socially aware food, fashion, music, tech
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IMPACT BEING FELT AT ECONOMIC LEVEL

Hispanic consumer spending continues gaining momentum, outpacing the mainstream.

GROCERY CONSUMABLES ENTERTAINMENT HEALTH/ WELLNESS HARDLINES
$61 B $17B $17B $5B $11B

HA: +12% : HA: +7% : HA: +2% : HA: +17% T HA: +12%
GM: +6% GM: -1% GM: -4 GM: +2% GM: -1%

Source: Consumer Expenditure Survey, Bureau of Labor & Statistics, 2009-2014
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OUTDOORS
WHITE, HISPANIC KIDS 12-17




ABOUT HALF OF ALL ADULTS ARE OUTDOORS

A Versus non-Hispanic Whites, Hispanic adults (18+) under-index in outdoors activities.

70% -
60% -
50% -
40% -
30% -
20% -
10% -

0% -
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51%

21% 19%

OUTDOORS FISHING BOATING

B TOTAL US ADULTS
BWHITE
COHISPANIC

18%

CAMPING

Source: Simmons NCHS Fall 2016 Adult Full-year Study. Outdoor activities in last 12 months. ; ’I'IPPIT
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TEENS REPORT HIGHER OUTDOOR ACTIVITY

While Hispanic teens still under-index, activity increases greatly, particularly with camping.

70% -
60% - 58%
50% - B TOTAL TEENS
BWHITE
40% - OHISPANIC
_ 28%
30% 0 2504
19% 21% 21%
20% - 14%
13%""°12%
10% -
0% - —
OUTDOORS FISHING BOATING CAMPING
Source: Simmons NCHS Fall 2016 Teen Study Full-year Study. Outdoor activities in last 12 months. : 'I'l lT
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FOR ALL TEENS OUTDOORS ACTIVITY DOWN

Looking at all teens, Hispanic and non-Hispanic, overall outdoor activity is waning.

A Fishing and boating also appear to be trending downward.

A ALL TEENS OUTDOO¥F
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Source: Simmons NCHS Fall 2011-16 Teen Studies i age 12-17.
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HISPANIC TEENS OUTDOORS TRENDING UP

Looking specifically at Hispanic teens, outdoor activity is lower but has increased.
A Fishing and boating activity are flat to slightly down.

A HISP TEEN OUTDOOR!

60% - ~o—FISHING
~m—-BOATING
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o Source: Simmons NCHS Fall 2011-16 Teen Studies | age 12-17.
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TEEN BEHAVIOR SHOULD BE LEVERAGED

Efforts focused on families with teens as catalysts, could help grow outdoors activity overall.
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FAMILY, SOCIAL TIME = OUTDOORS DRIVERS

Family time remains a strong motivator for getting teens outdoors
A These themes are common across race/ethnicity..

EVENTUALLY, WANT MY OWN
FAMILY

LIKE E SPENDING TIME WITH

FAMILY
IMPORTANT TO FEEL PART OF A BWHITE
GROUP
mHISPANIC
OUTDOORS ARE PART OF SOCIAL
LIFE
0% 20% 40% 60% 80%

............................................ Source: Simmons NCHS Fall 2016 Teen Study Full-year Study. %
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