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The Power of the

Yurban Market
The purchasing power of the
Yurban is no small change.

Janeen Ebster
Burrell Communications

ationally, the Yurban spending power is estimated at
$924 billion according to 2006 figures from the U.S.

word only to this group of tastemakers and reach those next in
line down the hierarchy of cool. The rest will be sure to catch
on as they actively seek out trends. A word of caution: once
something becomes common knowledge, it loses its cool. By

the time that happens, the Yurban has
moved onto the next big thing.
Authenticity: Don't try and be
something you aren’t. If a brand has a
firmly established brand identity, it may
be hard to create a new, perhaps “edgier”
image just to reach this target. The

Census, Bureau of Labor Statistics,
Harris Interactive and Packaged Facts.
Factor in the additional $50 million credited
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to their influence on
parental purchases, and
it's easy to understand

assume from the name
that Yurbans are solely
young and urban, this

market is defined as a

group of young people linked together
regardless of ethnicity, background, gender or

strategy could even
backfire if the positioning
is perceived as one that's
trying

too hard. Or, it could
confuse existing
customers, causing them
to look elsewhere.

Buzz: \Word of mouth
has a strong effect on
shaping first impressions
of a brand. Conveying the
message that a brand is
“cool” if the person
passing on the message

place of residence — but segmented on the basis of an attitude
and mindset.

Burrell Communications recognized this market's potential
and coined the proprietary term to reflect the more than 32
million young adults that are actively influencing the industries
of music, fashion, technology, sports, and gaming.

Within the Yurban lifestyle includes six subcultures: Hip
Hop, Brotherhoods, Rave, Punk, Goth, and Geeks/Nerds.
Subculture notwithstanding, all Yurban groups are motivated
by a strong sense of smarts, greater self reliance, the need
for more control and the desire to be modern and on the
cutting edge.

Reaching them requires marketers to find creative ways to
make the connection that addresses the following:

Exclusivity: Those who have the privilege of personal
invitations feel like they belong to an elite group. Spread the

isn't cool at all or if the buzz is seen as an
obvious corporate ploy. Just as there are
tastemakers there are also taste-killers.
Having your product or service perceived as
commercial will significantly deter urban-
oriented customers. The perception of the
origin of the buzz is key.

Local Influence: Local urban marketing
experts know which regional tastemakers to
target depending on your strategy, and how
local urban markets will react to different
buzz tactics. Another advantage of working

with local urban lifestyle specialists is that they are a part of
the scene and are mare likely to get timely, candid feedback

about your brand.

continued on page 4
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PRESIDENT’S NOTES

by Julia Johnston
Arbitron

Need

ne of the hottest topics in our
u industry is marketing to multicultural

audiences. It's imperative to develop
marketing messages that resonate with
a target audience and what makes a
message resonate can change with their
demographic makeup. Marketers rely
on researchers to provide accurate data
about those demographics in addition to
behaviors. So how do we
continue to provide reliable
data and proportionate
sample in our surveys? How
do you reach the rapidly
growing Hispanic market and
what drives their desires?
What about the young urban
audience? How can we tap
into the power of this
exclusive group?

This month, Kim Benz from Hoy
Newspaper writes about the influence of “La
Familia Unida” or the family unit on decision
making in the Hispanic culture. Not only do
the opinions of family members help drive
purchasing decisions, but also the desire to
stay connected is reflected by their higher
index in cell phone usage to the general
population.

...diversity marketing
keeps many of us

up at night.

Title

But what about the elusive youth market?
The included Burrell Communications article
talks about their proprietary term: Yurbans,
or young adults who are influencing all areas
of pop culture. One of their defining
characteristics is their desire to be on the
cutting edge and not malleable by marketers.
So the challenge becomes: how do you
market to a population which not only doesn’t
want to be influenced, but
which also has its own netwaork
of influencers.

Be sure to join us Tuesday,
October 9 for the monthly
luncheon where we'll hear John
Fetto, product manager, Multi-
Media Engagement Study
Simmons, an Experian Company
and Dehorah Grey-Young,
media director, E. Morris
Communications give their expertise on
diversity marketing.

Whether you're on the side using research
to make marketing decisions or on the side
trying to develop the research, diversity
marketing keeps many of us up at night.
From maintaining proportionality within a
survey sample to developing a message that
reaches and resonates with the market, we
are all faced with similar challenges. [JIIHY

RSVP by Credit Card

Note: The MRCC has made arrangements to accept credit cards via PayPal (Visa, MC,
Amex, Discover). This must be done when registering online. Credit cards cannot be accepted
at the door. Please be aware that there will be an additional 4% processing fee when paying

by credit card.

N
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Uisit the MRCC web_site at
www.mrcc-online.com

~
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October
Meeting Notice

PLEASE RSVP!

Topic Diversity Marketing:

Speakers John Fetto, Simmons
Dehorah Gray-Young, E. Morris

Date Tuesday, October Sth, 2007
Place Maggiano’s Banquets

111 W. Grand Avenue

The Amarone Room
Time Noon to 2 p.m.
Price $35 member

$45 non-member

$5 additional charge for Walk-Ins
Menu Buffet-style lunch
RSUP FAX your reservation to

312-846-8277 or RSVP at
Www.mrcc-online.com by
noon Friday, October 5th.
Cancellations must be received
by Noon on October 8th.

NOTE: Be sure to RSUP to guarantee

yourself a seat. We can only handle a
small number of walk-ins.

UP@{Q:MTN&G
EYENTS

November 13 — Youth

Marketing & Trends

December 11 — Annual
Holiday Party (Details
TBA)




From Dulce de leche
at Starbucks to
Dora the Explorer:
the Chicago
Hispanic Market

Kim Benz
Hoy Newspaper

paint from Glidden, Nickelodeon’s Dora

the Explorer and licuado (a milk & fruit
based blended drink).  These are only a few
examples of the Latin culture influence in the
United States. Chicago Hispanics have $32
billion in buying power, and the shopping
district on 26th Street in the highly Hispanic
neighborhood of Little Village is second only
to the Magnificent Mile in the amount of
sales revenue that it generates.

The growing influence of the Hispanic
market is hard to ignore. This is especially
true in a market like Chicago, were 1 out of
every 5 people is of Hispanic decent. Even
more influential than the number of Hispanics
in the market, are some of the core values
and beliefs that are at the heart of this Latino
community. Language, food, religion, and
country of origin are all characteristics that
unite Latinos in this country, but one
additional characteristic which influences a
multitude of decisions is: “La Familia Unida”
or the family unit. This strong value placed
on the family unit influences everything from
what kind of car to buy, grocery shopping
habits, and leisure activities to two
categories I'd like to take a look at: where
they live, and their use of mabile technology.

The Chicago Hispanic population has
traditionally been concentrated in a few
neighborhoods located in/near the city limits
such as: Pilsen, Humboldt Park, Little Village
& Cicero. However, recently more and more
Hispanics are moving to the suburbs. Aurora,
Joliet, and Plainfield are all experiencing
significant growth of their Hispanic
populations. For example, the overall
population of Kendall County is expected to
grow 28% over the next five years, while the
Hispanic population will increase 639%! With
lower housing prices, better opportunities,
and safer schools, it's easy to see why this
population shift is occurring.

While many suburbs are seeing a surge of
both Hispanic and non-Hispanic households,
there are a few interesting differences between
these two groups. For most Hispanics, owning
a home in the suburbs is a sign (especially to

Dulce de leche at Starbucks, Jalapefio

their parents) that they have “made it”. This
home is a place where they will spend the next
20-30 years of their life. In addition, it is very
common to have several other family members
move into homes on the same block as they
build their “family unit” in a new location. Inside
the home, consider these features that are
important to the Hispanic market: big kitchens
that are the social gathering space, more but
smaller bedrooms, finished garages/basements
that can be turned into additional living spaces,
ground-floor bedrooms for elderly grandparents,
and wider driveways for multiple cars.

The family unit is also very influential in the
Hispanic market's use of technology. Although
everyone is quick to point out that they lag
behind their general market counterparts in
terms of their internet usage, there is one
area where Hispanics are far ahead: cell
phone usage and mobile technology. The
ability to communicate with their “family unit”
here in the United States, as well as those
family members back home in their county of
origin, means that Hispanics are avid users of
cell phones. Chicago Hispanics on average
spend $84 per month on their cell phone bills,
compared to $80 for non-Hispanics. Not only
are they using their phones more often to
keep in touch with family and friends, but they

are much more likely to use all of the extra
features on them. Chicago Hispanics, as well
as Hispanics across the United States, index
high for using the advanced features such as:
texting, picture messaging, downloading video
games & music, researching products and
getting directions. As you can imagine, with
larger households, comes more competition
for the remote and computers, and this adds
to the attractiveness of using the mobile
device as a personal entertainment center.
Plus since cell phones can be highly
personalized, they are a great way to target
the young Hispanic market with customized
messaging.

The Hispanic market is very diverse, but
still there are several values that unite them.
The next time you go to your local Starbuck’s
order a dulce de leche and think about “La
Familia Unida” and the growing influence of
Latino culture in the Chicago-land area.

Sources used: 2006 Chicago Gallup Poll of
Media Usage, 2006 Claritas, Hispanic

Market Weekly [ILIHY

Kim Benz is the Director of Sales Marketing at
Hoy Newspaper

Agencies that spend more than
90% of national radio dollars say:

“It's fimem
for PPM?”’

Accredited by
Media
Rating Council

Houston Radio Ratings Data Is
Now MRC Accredited!

Read more at: www.arbitron.com

PPM™ is a mark of Arbitron Inc. 07-AAS-027 2/07
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The Power of the Yurban Market..., cont. from page 1

Global Reach: The growth of this market
will continue as more are turning to the I
Internet to find others who share their SU PPORT YOUR LOCAL RESEARCH ERS.
common lifestyles. They are open to cultural
experimentation and are constantly

connecting with fellow Yurbans, be it across Advertise in the MRCC Review and

town or across the glpbe. The Internet hag reach the people that count.
made the world drastically smaller and social

networking and lifestyle specific websites
provide the forum for them to share ideas,
product reviews and experiences with anyone

For more information on how to
place an ad in the newsletten,

in their tight-knit online community. [JIHY please contact
Janeen Ebster is Media Insights and Context Bob Hodlick at
Planner at Burrell Communications. (312) 583-5352, or

bob.hodlick@msms.com

Article submitted but pending final approval by
Burrell Communications.

t 7 NSI has released the LPM roll-out schedule for the top 60 DMAs. Ask your NSI rep for

- -
‘ details.....Telmar's new consulting group assists with ambient media measurement, survey
l creation, and multi-media planning strategies. For more information, please contact

sales@telmar.com.....Check out the newest feature of KMR's Compose multi-channel planning

software. Now Simmons MME (Multi-Media Engagement Study) is available in Compose. For more info contact Jill Partner
at jillp@smrb.com.....The Nielsen Company recently launched a new web-based commercial tracking system, KeepingTrac,
which for the first time, enables clients to know whether their commercials ran the previous day according to their media
plans. Until now, clients typically had to wait weeks for a report on commercial airings. Carat is the first client to sign-up for
this new system, thereby giving Carat the opportunity to track commercial airings on a daily or weekly basis, see if GRP com-
mitments have been achieved, determine whether buying guidelines (including demographic targets) have been met, and
modify advertising campaigns in real time as necessary..... Arbitron invites you to find out how the youth market is using
media. Their groundbreaking study with Jacobs Media follows young college students throughout their day and reveals new

insights on how this desirable market uses all forms of media, including radio, TV, mp3 players, and mobile phones.

..................................................................................................................... .

i The MRCC Review is published 9 times a year.
FAX YOUR MRCC RESERVATION! Mddress  Danny Mietic

changes: (312) 327-5603
Danny Miletic@cable.comcast.com

If you would like to fax us your lunch reservation, please fill out the information below § Rdvertising:  Bob Hodlick
and fax it to the MRCC reservation line at 312-846-8277 by October 5 at noon. (312) 583-5352

bob.hodlick@imsms.com

FAK TO: DANNIELE MEGLEN

Name FYI: Steve Later

(312) 385-6734

Company steve.later@nielsen.com
Membership: Renew or Register at

Phone # www.MRCC-Online.com or contact
Danny Miletic, (312) 327-5603

1 Member ($35) 1 Non-Member ($45) Danny_Miletic@cable.comcast.com

No shows will be billed — cancellations must be Editorial: Susan Arl
received 24 hours prior to meeting. SArl@tribune.com




