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Problem Statement
» Frost Bank is looking to encourage Cash 

Reward/Cash Back program use via 
customer initiated credit card spending� 
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Frost Bank Intro
Frost Bank started as a small institution in San Antonio, Texas in 1868 and 
since then has grown into a financial network of  over 100 different banking 
locations across the state of  Texas� More than just a bank, Frost also offers 
investment and insurance products and services (Frost website)�

Frost Bank currently offers VISA check 
cards and gift cards, but is looking to expand 
to credit cards in early 2012� They hope to 
grow this part of  their business by offering 
cash back and cash rewards programs as 
incentives to their customers�
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Industry Trends
The shift from use of  credit to debit has become more 
and more evident over the past few years� While debit and 
credit card use has risen over the past few years -- up 8�1% 
from $3�6 trillion in transactions in 2009 to $3�8 trillion in 
2010 -- debit cards are taking over the market share in card 

transactions� Debit card transactions have grown by nearly 15% since 2006 
while credit card transactions slowly dropped by �2%�

The Shift 
From 
Credit to 
Debit

» Debit card use increasing, Credit decreasing

Out of  the 70% of  survey respondents that owned some 
form of  credit card, 31% had a cash back rewards card 

while around 33% had a card that just gave them rewards 
in the form of  points� The other approximately 26% 

owned just a regular credit card with no rewards�

Rise of  
Credit 
Rewards 
Program

» Brands, including Frost Bank, are noticing both of  these 
trends and have increased rewards programs as a result.
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 We have recommended that Frost Bank target Hispanic women 
located in Harris County, ages 25-34 making $25,000-50,000/year 
for their next advertising campaign� We see a great opportunity 
for Frost Bank to grow its market share through this target by 
marketing to new users rather than trying to convert existing users 
who are already loyal to other brands� We believe that by showcasing 
the benefits that come with credit reward and cash back systems, we 
can convert these predominantly cash and debit users to become 
frequent credit users as well�

The Big Picture



Age 32
Location Houston
Marital Status Married
Occupation Nurse
Income $42,300

Sophia Martinez

Quick Facts

Sophia Martinez is a 32 year old Hispanic woman 
that lives in Houston, Texas� Her grandparents 
immigrated to the United States from Mexico when 
they were first married, before they were even 20. 
Since their immigration, they have instilled strong 
values in their children and grandchildren and the 
Mexican culture has always been prevalent for 

Sophia’s parents� As a second-generation US born citizen, Sophia is familiar with 
her grandparent’s Mexican culture, but desires to make her life one that looks 
beyond ethnic boundaries� She is married to George Martinez and together they 
have a 5 year old daughter named Cristina� For the last ten years she has been 
a registered nurse in the Harris County area, a place which she has called home 
since she was a kid� Her annual salary is $42,300 which she uses to purchase both 
necessary and luxury items for herself  and her family� She is saving up all of  
her additional income to buy a new Ford Focus and start a college account for 
Cristina� She shops for clothing at stores like Old Navy and Kohl’s and has a bank 
account with Wells Fargo� She is currently looking for a credit card with a cash 
back program that has great customer service�

8

Consumer Introduction
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Why? Men vs. Women

• 35% use a single credit card for purchases every month, as opposed to 
33% of  men

• 95% act as financial decision makers in households
• 80% of women, as compared to men’s 69%, like having all of their 

accounts at one bank
• Women value relationship and service over price, which is good because 

Frost is the leader in customer satisfaction
• 57% of women own a credit card at a bank other than their primary 

bank (typically because of better rewards programs)
• More women use CB/CR credit cards then men
• More women use credit cards from local banks (7%) as compared to 

men (6%)
• More women have a general better attitude toward credit cards

http://www�americanbanker�com
http://www�jdpower�com
http://academic�mintel�com

Sources:

We chose women as our target market because they are the main 
financial decision makers in their households. In addition, women 
value relationships and the customer service of  the bank over price 
which creates a great opportunity for Frost bank, the leader in 
banking customer satisfaction�
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Why? Age Group
 According to our research, the key age range to reach with CR/CB 
offers is 25-34� We chose to avoid the younger market because of  their 
preference for debit cards over credit, and the older market because of  their 
hesitance to adopt mobile banking to frequently check their accrued points� 
Just 51 percent of  Americans aged 18 to 24 indicated they had used a credit 
card in the month preceding the September 2008 survey� 71 percent of  that 
age group said that they had used a debit card in the same period� – “Credit 
Card Spending Declines – study March 2009”. Our target, loosely defined 
as “echo boomers” are part of  generation Y� Although it varies from one 
source to another, the most common range for Gen Y birth years is 1979-
1994, making our target the upper half  of  Gen Y and a little beyond� The 
characteristics of  this market are important to understand;

» Younger than 25 don’t use credit cards 
enough, Older than 34 not likely to change 
financial habits

• Although still not as numerous as the roughly 75 million boomers, Gen 
Ys outnumber Xers substantially, more than 2 to 1�

• Gen Ys are also characterized as being highly sociable and interested 
in relationship building� They use their technology savvy to blog, text-
message friends and post on Web sites�
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 As the second largest ethnic 
demographic in the United 
States, the Hispanic population 
is continuing to expand and 
disperse throughout the United 
States�  In 2020, Hispanics 
are projected to make up 
17�8 percent of  the total US 
population, a number that is 
going to continue to grow 
through the years�

Why? Ethnicity
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» More pertinent to Frost Bank, there are about 9.5 
million Hispanics in the state of  Texas.  Texas has 
the second largest Hispanic population, falling right 
behind California.  As this ethnic demographic 
continues to grow, it is apparent the effect they have 
on the state’s people, culture, and overall economy.  
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» Currently, marketers divide the Hispanic demographic 
into three segments: Hispanic Dominants, Biculturals, 
and US Dominants.  

Hispanic Dominant Biculturals US Dominants
• foreign-born speak 

predominantly Spanish 
at home

• lived in the US an 
average of  7 years

• mean age of  40

• The US Census shows that the Hispanic population, as a whole, tends 
to be younger than the general population, with larger households and 
younger children�  Because of  this, an AOL Cyberstudy has found 
that Hispanics are Early Adopters, more eager and willing to test out 
the latest fad or use the most current technology�  Hispanics utilize 
the Internet as a place to be informed and socialize�  According to 
the study, one-third of  this demographic view the Internet as a key 
component in building a better life�  Hispanics access the Internet 
through a variety of  devices: computers, mobile, and gaming, 
highlighting their active usage of  media communications and new 
technologies�

• Foreign and US-
Born

• Speak both 
languages at home

• Lived in the US an 
average of  22 years

• Mean age of  34

• US-Born
• Speak English at 

home
• lived in US an 

average of  36 years
• Mean age of  37
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 In addition to the Internet, the Hispanic population is becoming more equipped in 
the banking industry�  A July 2011 Mintel report on credit and debit card usage, showed 
that 65 percent of  Hispanics have a credit card�  About half  of  Hispanic respondents 
said that they have a good credit and are in good financial standing.

 When looking at Frost Bank’s offerings, the current banking market, and the vast 
benefits of  this ever-growing ethnic group, the Hispanic demographic seemed like an 
obvious choice when deciding the target consumer�  First, the population numbers speak 
for themselves:  Hispanics make up 38 percent of  Texas, allowing Frost Bank to reach 
a large, concentrated number of  consumers in a variety of  regions�  Second, we found 

that this demographic is very in-tune with technological developments and current trends 
which will make it easy for them to access information on Frost Bank and manage their 
accounts�  Finally, Hispanics have a high usage of  credit and debit cards, and like their 
population, we are confident that the number of  cards will continue to grow.  Hispanics 
are affluent and eager consumers, making them a prime target for any marketer.  Their 
Internet habits and credit card usage already closely align with the Cash Back/Cash 
Rewards system, so we feel that Frost Bank can really take advantage of  this vast, 
untapped market segment�

All White Black Asian Hispanic Other
Base: All Adults 18+ 2000 1493 300 100 300 107

% % % % % %
I have a credit card that 
offers cash back

35 39 18 46 28 16

I have a credit card that 
offers points

31 34 20 37 25 16

I have a credit cards that 
offers miles

11 13 3 17 9 7

I have another type of  
rewards credit card

15 16 10 18 15 7

I have a credit card 
that is affiliated with an 
organization or school

4 4 4 7 4 4

I have a credit card with no 
rewards

26 28 24 17 26 26

I do no have a credit card 28 23 51 19 35 47

Types of Credit Cards Owned by Race - 2011
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Why? Location
» Location: Harris County

•	 With a bustling economy and home to the largest city in 
Texas, Houston, we chose Harris County as the primary 
location for this campaign. 

•	 According to the US Census, Harris County is an ideal 
location to reach our target demographic.  With large 
metropolitan areas and other densely populated cities, there 
will be many outlets to reach our target consumer.   

•	 Also, there are 21 Frost Bank branches within Harris 
County, so it is clear Frost Bank already has a strong 
presence in this region.  This brand recognition will make 
it easier to launch a new Visa card and communicate the 
message to the target market.

Rank County Hispanic Population
1 Los Angeles, CA 4,706,994
2 Harris County, TX 1,484,311
3 Miami-Dade County, FL 1,471,709
4 Cook County, IL 1,200,957
5 Maricopa County, AZ 1,129,556

Harris County, TX consists of  the Houston-Sugarland-Baytown metropolitan 
areas�  With a total population of  4�1 million people, it is ranked as the third 
most populous county in the United States�   Harris County also has the 
second largest Hispanic population of  any other county in the US� 
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Why? Income Group
We chose to target individuals making an annual income between $25,000 
and $49,999 because they are the second largest income segment that does 
not have a credit card. Although they are second in size, this segment fits our 
profile because we believe there is not a large enough credit card demand for 
individuals making below $25,000�

• 36% do not have a credit card, a great opportunity to hit an unreached 
market

• Although this demographic has the second largest untapped market, we 
feel that individuals with incomes under $25,000 who do not have a credit 
card (57%) will not be in the market for a credit card

• 29% use credit cards that offer cash back
• 14% use credit cards that give another type of  rewards
• 39% use a single credit card for purchases every month

• Second largest only to individuals making less than $25,000

www�mintel�com
Source:



17

Deep Dive
» Occupation Statistics

Industry White Black/African 
American

Asian Hispanic or 
Latino

Total, 16 
years and over 
(thousands)

52,527 7,997 2,751 7,098

Percent 100 100 100 100

Wholesale and 
Retail Trade

14�6 11�5 13�4 15

Educational and 
Health Services

32�7 38�7 27�2 27�9

Leisure and 
Entertainment

9�3 7�9 11�5 12�4

Manufacturing 7�6 7�1 11�7 10�8
Professional 
and Business 
Services

9�6 7 10�3 9�7

Top 5 Industries, Percent distribution of  
Employed Women by Industry and Ethnicity
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»

»

Labor Statistics

This means that Sophia and other Hispanic women in her age 
and income bracket have extensive experience in customer 
service and will have high expectations from their bank in 
customer service�

• Native-born Hispanic women (64%) have a higher labor force 

participation rate than Hispanic women immigrants (54%)
• Hispanic women who work full time earn a median weekly salary of  $460; 

the equivalent figure for non-Hispanic women is $615.
• Hispanic women are more likely than non-Hispanic women to work in 

blue-collar occupations such as building and landscape services, food 
preparation and services, and manufacturing�

 Typically, Sophia Martinez and women like her are most involved in 

three different occupations� Educational and health services are the most 

popular, with around 27.9% of  total employed Hispanic women holding 

that occupation� Most popular occupations after that include Wholesale 

and Retail trade, and Leisure and Entertainment  (which includes Food 

services)� These areas of  occupation all are very customer-service 
oriented. She will deal with people on a daily basis, whether at a school 

or at a hospital, in a retail store, or in a restaurant�
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» Spending Habits
 Hispanics in general tend to shy away from the everyday use of  credit� 

This includes Sophia and women like her� Hispanic consumers prefer not 
to spend what they don’t have, and so therefore prefer to use debit or cash 

as their most frequent means of  daily spending� This means that there is a 

large possibility for growth in credit card usage in this market� Typically, 

Sophia uses her credit card on big ticket items, like a new television, car 

repairs, or other items that typically cost over $200-$250� 

 Generation Y consumers know that they have options in every aspect 

of  their purchases. If  they are unsatisfied with a particular service that a 

vendor is offering, they rarely have hesitation in venturing on to the next 

competitor�
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Media Usage
• 77% of  Hispanics in America are either bicultural or US dominant and 

consume the majority of  their media in English
• 99% of  US dominants, 88% of  biculturals, and 25% of  Hispanic 

dominants prefer being marketed to in English
• Hispanics trust the internet more than the general market, 64% saying it’s 

the best way to keep up with current events versus 51% of  the general 
market�

• While Hispanics are equal in use of  PCs, they outperform the general 
market by 12% when it comes to accessing the internet via their mobile 
device�

• Hispanics are early adopters� 27% consider themselves early adopters 
versus 13% of  the general market�

» This means that Sophia and other Hispanic women in her age 
and income bracket have extensive experience in customer 
service and will have high expectations from their bank in 
customer service�



21

Mobile Findings
Hispanic subscribers use cell phones and data applications more frequently 
than average:
• Average bills of  $104 each month versus $91 in general market
• Make/receive 14 calls per day versus an average of  9 calls made by general 

market
• Use of  mobile data services continues to increase: text messaging 

penetration of  77%, picture messaging 53%

This means that mobile 
venues are a valuable 
resource to consider 
when deciding media 
vehicles for Frost and the 
Hispanic woman� Trends 
for this demographic 
point to rising mobile 
usage over the general 
market and over 
Hispanics, so this will be 
useful for our purposes�
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Online Findings
Our target market has a strong presence in the online atmosphere:
• 72% of all Hispanics report having a computer in the home
• 89% of those have Internet access.
• 40% of Bicultural and Hispanic Dominant use Spanish language Internet 

at least once in the day. 

» However, there is an overwhelming preference 
for English marketing in Biculturals and English-
dominant Hispanics. Those Hispanics who use 
English-only and both English and Spanish prefer 
English marketing.

77% of  our demographic log onto the Internet:
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Facebook/Twitter
Hispanics are using the Internet in almost every way as frequently or 
more frequently than the general market� This includes Facebook & 
Twitter & other social medias� “Twitter has more than four million 
users in Mexico, according to tracking companies; and among the 
more than 30 million people with regular Internet access, 95 percent 
have profiles on Facebook. Many Mexicans now say they trust 
Twitter more than local news outlets, and in some areas, parents and 
grandparents are being taught by their children how to get online — 
specifically so they can be safe.” -  NY Times

» This	means	that	we	will	find	success	in	marketing	to	an	
online audience. By utilizing English marketing but with 
a Hispanic target, our target market will be open to our 
message for Frost bank.
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Television
» Almost a third of  all 

Hispanics who mostly speak 
English spend about an 
hour a day watching Spanish 
television� Overall, 66% 
of  Hispanics watch some 
Spanish language TV, while 
86% watch some English 
language TV� This research 
must be taken into account 
when recommending which 
stations to use as contact 
points: English or Spanish�
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Initial Points of Contact
» »Google

Adwords
TV
Ads

Because our target market 
is so active online, Google 

Adwords will be a great 
research to finding her 

there� Not only is their SEM 
program available to help 
us target women in our 

demographic searching for 
more information about 
banks and credit rewards 
programs, but the Google 

Display network would also 
help us find them online on 
the websites they trust and 
spend the most time on�

Because Hispanic women 
watch TV so often, placing 
TV spots during shows 
that have a strong Hispanic 
viewer base could help get 
their attention� In addition, 
Hispanic women, bilingual 
or not, prefer watching TV 
programming in English�

www�mintel�com
Source:
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Continuing Points of Contact
»

»

Social Media

Mobile Application

Because Hispanics are a very active part of  social media, it is imperative that 
Frost Bank start growing a social media presence� Not only will social media 
be a great place to market the Frost Bank credit rewards product, but it will 
be an important part of  keeping the communication between the brand and 
consumer going once the initial transaction has been made�

Mobile banking is a trend that has risen with the growth of  the popularity of  
smart phones, and from 2008 to 2010, it grew by 128%� Our target market is 
much more likely to use mobile banking versus online banking�

A Frost Bank mobile application will be a quick and easy way for the 
consumer to access her rewards and keep track of  her points� With this 
information always in her pocket, it helps Frost Bank stay relevant in her 
mind, keeps her engaged and provides an easy form of  communication 
between the two�

• 36% of  mobile banking users are age 24-35 while only half  also use 
online banking

• 30% of  mobile banking users are Hispanic with only about one-third 
also using online banking
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Conclusion
We at Method Media are completely confident in 
our choice to target Hispanic women in Harris 
County between the ages of  25 and 34 that make 
on average $25,000 to $50,000 a year� We see an 
opportunity for growth that was unmatched by 
other demographics and hope that this decision 
can lead Frost Bank to become a regional market 
leader in the credit industry� We also hope that 
this campaign can be the beginning of  a great 
relationship between Frost Bank and MethodMedia 
in the long term�
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