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GROWTH

THROUGH COMMUNICATION

The white sheet of paper that changes into an airplane
is the metaphor of our capacity to make everyday life
exciting, creative and functional.
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At vrtccom, we believe in creating communication that is simple and
touches the consumer’s five senses, while giving personalized service to each

and everyone of our clients unlike any in the communication industry.

We personalize our service not because we have to but because we want our
customers to succeed in their communication goals. We diligently take on the
role of creating the bridge that will unite our client’s brand to their target.
We pride ourselves in on our ability to facilitate this connection through our

understanding of the ever-changing latino market.

“Today, for us to be working
with an agency that puts so
much in market research, that
investigates, that strategizes,
is @ must. For us these are the
agencies of the future.”

“For us, VRTCCOM is a company

that ALWAYS brings solutions Lupillo Gonzalez
to the table, not problems.” Northgate Supermarket
Donna Tani
Marketing AHESD “"We have had a lot of experiences

with Hispanic agencies in the
past, but only with VRTCCOM we
have obtained optimization on the
Management of our media plan.”

Adrian Diaz
Mexicana de Aviacion

A bright outlook for our latino challenge
There are more latinos in the US than the entire population of Canada.

Almost 50 million dreams and aspirations; a country within a country.
Let us help you capture them.




A unique

business personality

Passion for inquiring, understanding and
developing. We apply the “question tunnel”
to define the objective of our brand.
Enthusiasm for each project comes from
solid knowledge.

Experience meets intuition. Based on

the market fundamentals of product,
competition and people, we have found
the best way to determine and evaluate
any brand promise efficiently. This is what
inspires our talent. The result: credibility,
differentiation and relevance - it's the basis
of our comprehensive communication
proposal.

& philosophy

Ourownway
of getting things
done

The key is to connect. Our creative techniques build
bridges to understand and interpret everyday life. We
link these ideas to human emotions and transform
them into actions.

Delivering our client’'s message in a creative
way. By clearly defining the target audience
and analyzing their media consumption
habits we develop media plans that
integrate traditional, non traditional and
digital media that allow us to impact our
target audience in the most cost-effective
way. Creatively placing our communication
efforts in the right media vehicle in a

cost effective way is the way we balance
intelligent delivery and creative execution.

A way of putting things into perspective.
It structures creativity, the essence of
the brand and the facts that make the
message credible, differentiable and
relevant.



Understanding
today’s |atino

Understanding today’s latino is without question imperative,

knowing just who they are is no longer enough to establish a
communication connection. Our approach is different, we want to
understand how they are evolving and why ...for example what are
their aspirations, desires, hobbies, new lifestyles and how does this
differentiate from yesterdays U.S. latino.

At vrtccom, we believe the U.S. latino experience extends
well beyond the stereotypical immigrant story we all see to often
as the representative of the community. Today's latino is no longer
defined by language, country of origin and level of acculturation which
is why we here at vrtccom cultivate a philosophy to embrace a new
emerging reality of the U.S. latino community. Just as the U.S. latino
community has evolved, our research methodology has evolved.

Our strategic planning department uses data, surveys
and new methodologies to reveal a rich spectrum of rich identities
which are either invisible or overlooked as well as identities that are
emerging and unexpected.

We care passionately about the U.S. latino community and want
to understand who they are evolving into as a community. Today's latino
reveals challenges to the communication industry as a whole. At vrtccom we
embrace the challenge and feel we have the best approach due to our desire
to connect emotionally and rationally with the consumer.

Our team of strategic thinkers are bicultural latinos who share a

personal connection to the evolution of the U.S. latino allowing us to create
richer and more deeper insights of today’s evolving latino. They understand
the evolution from language to language fluidity as well as the idea of
evolving from a conversation centered around acculturation, which feels flat
in light of the complex U.S. latino experience, to one that begins to capture
the notion of cultural dexterity is @ more intricate view on the ways Hispanics
navigate in and out of one or more cultural environment while staying
connected with their latino identity.

At vrtccom, we pride ourselves in providing simple solutions
with a personalized service unlike any in the communication industry,
let us connect you with todays Latino and create a success story for
your company.

SIMPLE & PERSONAL SOLUTIONS
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CAPABILITIES



TEQUILA

PUEBLO
VIEJO

I00% DE AGAVE

CAMPAIGN: CINCO DE MAYO

THE CHALLENGE

Pueblo Viejo Tequila sought to differentiate itself from other tequila
brands on the celebration of Cinco de Mayo in Los Angeles, CA. That
itself was a challenge, to have a voice in a saturated tequila market.

CREATIVE STRATEGY
To reach our goal it was decided to continue with the creative
concept “Puro sentimiento, puro calidad” to provide continuity and
to maintain its nostalgic appeal among our target. We chose phrases
that connected consumers to experiences of the celebration of Cinco
de Mayo.

THE RESULTS
Once the campaign completed Pueblo Viejo saw successful results
through a sales increase of 50% in Superior Grocer stores where
Pueblo Viejo was sold.
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CAMPAIGN: MIMASECA.COM

THE CHALLENGE

Azteca Milling Corporation wanted to offer new ideas to its loyal
customers so that more acculturated Latinos could use corn flour
MASECA to experiment with other uses of the product without
forgetting their heritage.

CREATIVE STRATEGY
With this objective we created a fictional character by the name of,
Dofia Masita, along with her own online community website. With
this we managed to modernize the brand through online-social
communities, which successfully allowed the consumer to experience
the brand on a much deeper level.

THE RESULTS

The concept of Dofia Masita has received three blog awards from
its readers and has been recommended through various online
communities several times because “Dofia Masita seems to connect
with everyone.” In Facebook, its community grows by a number of
100 friends per month and on Twitter Dofia Masita is considered an
inspirational woman for all Latinas.




THE CHALLENGE

Guerrero Tortillas recently launched a national promotion to join the
celebrations of the World Cup. The challenge was to ensure that we
differentiate the brand in @ manner to motivate the consumer to
choose our brand amongst the competition.

CREATIVE STRATEGY
To achieve this, vrtccom developed a strategic campaign under the
premise that every fan is a fighter for his team; our message was “Si
eres FAN, eres GUERRERQ". Our aim was to associate a parallel with
the consumer and the brand to achieve empathy and in return gain
the consumers brand preference and loyalty.

THE RESULTS
During the month-long campaign we significantly improved sales
and got a positive response from consumers as well as store
managers from around the country.

Sweet Taste to Celebrate

CAMPAIGN: MEXICAN STRAWBERRIES TASTING

THE CHALLENGE

To fortify the positioning of the Mexican strawberry as a high quality
and sanitary fruit in the state of Texas and to also make it aware that
regular North American brands import the Mexican strawberry.

The United States captures 95% of the Mexican strawberry
exportations to satisfy the demand that the fruit has in the winter
season in the country.

CREATIVE STRATEGY
Held 30 demonstrations in 3 Texas cities in Hispanic supermarkets
to encourage the consumption of the strawberry. Creation and
distribution of graphic materials such as recipes, calendars and
brochures and distribution of promotional material such as hats,
scarves, shirts and aprons.

THE RESULTS
The positioning of the quality of the strawberry and sub products
was strengthened as a result of the communication, promotional
and demonstration efforts. There was motivation to boost the
consumption of the Mexican strawberry in the United States among
the habitual consumers of the product. Contribution in eliminating
the erroneous idea that the Mexican strawberry is a contaminated
product and that is not safe to be eaten fresh or processed. The
North-American consumer was made aware that they can enjoy
Mexican strawberries during the months that U.S. strawberry
producers do not have crops available. Strawberry sales increased 5
to 20 times during the demonstrations in sales locations.
The success of this campaign is attributed to the fact that vrtccom
works directly with retail, which is an area where real battles incur to
impact the consumer, and day to day efforts grow in order to
capture more market participation.

CASE STUDIES







