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What matters to customers… 

Convenience 
Quality 
Safety 
Relevance 
Mass Individualism 



Who is our customer? 

By 2020, the US will be 17.8% Latino 
Buying power is $700 billion in 2004, 

expected to exceed $1 Trillion by the end 
of the decade 

US Hispanic market is second largest in 
the world, following Mexico itself 

Our Hispanics have more buying power 
than the Gross Domestic Product of 
Mexico 



LATINO POPULATION  - 
Their roots 

Mexico  
Central and South America  
Puerto Rico   
Cuba  
Other   

 
 

66.9% 
14.3% 
8.6% 
3.7% 
6.5% 
 

 



Where Hispanics live in the U.S.  
 

West.................. 44.2%  
South...................34.8%  
Northeast.............13.3% 
Midwest............. 7.7%  



Other demographics 

AGE 
  Under 18 

 
  65 or over 
  

EDUCATION  
 Less than ninth grade  

 
 High school graduate or some 

college 
  Bachelor's degree or more 

 

 
 34%  
(22.8% for non-Hispanic whites) 
 5.1%  
(14.4% for non-Hispanic whites) 

 
 27%  
(4% for non-Hispanic whites) 
  45..9% 
 (59.3% for non-Hispanic whites ) 
 11.1%  
(29.4% for non-Hispanic whites )  
 
 

 



As of 2000, the U.S. population was 
roughly 282 million. Of those 

people, 12.6 percent were Hispanic 
or Latino. Over the next 50 years, 
however, the number of Hispanics 
is expected to grow dramatically 



2000 population  

White.....................195.7 mil.  
Hispanic................. 35.6 mil. 

African-American........... 35.8 mil. 
 

Projected growth in population,  
2000-2050  

White..................... 14.6 mil.  
Hispanic................. 66.9 mil. 

African-American........... 25.5 mil.  
 

Projected percentage growth in population, 
2000-2050 

White......................... 7.4%  
Hispanic................... 187.9% 

African-American...............71.3%  
 



Trend toward Diversity 

Assimilation 
Adapt existing cultural 
patterns to the 
dominant culture, 
creating a blended 
dominant culture 
 
 “A Soup”  

Acculturation 
Adapt new cultural 
patterns of dominant 
culture, but maintain 
aspects of original 
culture 
 
 “A Salad”  



Market Diversity 
The demographic shift in America is best 

seen through the eyes of Houston, TX  
42% Anglo, 18% Black, 32% Hispanic, 

7% Asian 
60 primary languages, other than 

English, are spoken in the homes of HISD 
students 

Houston is home to the largest 
Chinatown outside of Hong Kong 
 



There is no “average” American 
 

There is no “average” Texan 



HEB Perspective 

We good at marketing to Hispanics 
We are pitiful at marketing to Blacks and 

Asians 
We WILL be very good at marketing to 

Blacks and Asians … in a very short 
period of time 



Food is the core of 
culture, who you are, and 

where you come from. 







The Fajita Capitol of the World 

Over 50 separate 
SKU’s of fajitas 

Fresh, 
marinated, Fully 
Cooked 

Increase 
category sales 
annually by over 
25% 
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Latino Marketing - Phoenix 

Experience similar to a theme 

park 

Big Bakery at front of store: 

•Fresh breads in abundance 

•Scratch baking 

•Mexican pastries, churros, 

bunuelos, bolillos 



•Service is important to 
Latinos 

•Selection and 
appropriate products are 
critical 

“El Oasis” Aguas Frescas 

•Aquas displayed in the typical large 

glass barrels (hannels) 

•Flavors: horchata, jamaica, watermelon, 

cantaloupe, limonada, pineapple, 

papaya, etc.  

•Underneath the barrels, fresh seafood 

cocktails and ceviches are displayed 



“Spice Wall” with packaged and bulk 
chiles 

Unique item: café de olla (Instant 
Coffee, Mexican profile) 

Refrigerated 

•Huge selection of Mexican Cream 
and cheese 

•Unique item: Sopes 



Beef Profitability 

Value discovery in the beef industry 
Little or no value or costs passed back 
Is value passed forward? 
Vertical integration - the poultry model 

Production is a cost center, not a profit 
center 



Retail Profitability 

A GOOD retailer operates on 2% net 
profit 

Wal-Mart operates on 4% net profit  
mix is shifted dramatically away from food 
store expenses are lowest in industry by 200 

basis points 
 



Reported Retail Margins 

Based on market-basket surveys and 
regular prices (no ad / feature prices 
reported) 

Hi - Low retailers versus EDLP retailers 
Estimated gross margin based on retail 

price and an estimated boxed beef value 



Margin, calculated 

Sales price 
- Shrink (purge, fat, bone, 

reduced, discard) 
- Labor (meat department labor 

only) 
- Wrap 
- Cost 
= Contribution 



Profitability Rankings by 
Category  

Packaged Meats 
Value Added 

Poultry 
Pork 
Beef 



San Antonio Food/Drug 
Sales & LBS. Growth 
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