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WITH THE PASSAGE OF
NAFTA and burgeoning pri-
vatization in Latin American
countries, many US firms are
finding new business opportu-
nities where English-language
sales support materials are not
always effective.

San Jose & Associates
(SJ&A), a Chicago-based
Hispanic marketing communi-
cations agency, develops
packaging, technical manuals,
audio/visual presentation, and
other sales material in Spanish
for its clients.

“Our agency is different
because rather than doing a lit-
eral translation, we adapt the
sales message into ideas and

concepts that will motivate the :

Spanish-speaking consumer,”

says Jesse G. Wilson, execu-

tive VP at SJ&A.

As increasing numbers of
US firms introduce new prod-
ucts and services to Hispanic i
consumers, it is important that
the sales message provide a i
culturally relevant meaning i
that fosters understanding of :
the product. Often, home- i
grown US sales materials are
too complex or technical and i
require additional product i
description to help educate the i

buyer.
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“Sometimes adaptations :
may require repriortizing the i
different product benefits to be
more relevant to the Spanish-
speaking consumer, as well as
including a more emotional i
message that appeals to both i
the heart and the mind,” says i

Wilson.

These days, the agency
deals primarily with manufac-
turers and advertisers moving i
into Mexico—and firms that i

are new to exporting.

Recently, SJ&A developed
bilingual paint labels and tech-
nical manuals for Ace i
Hardware’s Paint Division and
assisted Swift-Eckrich in mar-
keting its Butter Ball turkeys i

and recipes to Mexico.

According to Wilson,
SI&A reviews all materials to |
ensure that the technical word- |
ing can be understood by all
targeted ~ Spanish-speaking |
sub-groups. These bilingual |
materials are also being i
requested by US firms inter-
ested in better serving their i
domestic Hispanic trade areas, |

such as California.
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“We are in a unique posi-
tion,” says Wilson, ‘“‘Spanish- }
language advertising in North |
America, which reaches about i
7.3 million Hispanic house-
holds, is applicable to all sub-
groups, including Cuban- i
Americans and Puerto Ricans.

Although SJ&A  deals i
mainly with the Spanish-lan- §
guage market, it is also affiliat- |
ed with agencies producing |
materials in Asian dialects. |

“Increasingly, US advertis- |
ers are taking advantage of US |
agencies to handle their mar- |
keting and communication |
needs  throughout  the i
Americas,” claims Wilson.
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