LNC MIXES IN A LITTLE SOUL

s a Hispanic advertising agency, Lopez Negrete Communications
feels an intimate connection with Azteca Milling, L.P., the first
ever manufacturer of the pre-cooked corn flour used to make masa
(tortilla dough) for homemade and commercially made tortillas.
“We are the customers. MASECA” is on our shelves, in our hearts and
in our souls,” says Alma Suttles, Account Supervisor. “Working on this
project was truly a labor of love.”

MASECA” holds a venerated place in the hearts and in the pantries
of many Hispanics. It transcends mere foodstuff to become a way
of maintaining one’s cultural heritage, both in the cultural legacy
of making food from scratch and in purchasing an authentic Latin
American product. MASECA” is the world’s largest producer of corn
masa flour and has been the overwhelming favorite among Hispanics
for over 50 years.

“If you don’t know about MASECA®, you don’t know about our basic
heritage. That's how closely associated MASECA” is with our culture and
traditions,” says Nurit Ozeri, Associate Creative Director and writer for
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the account. “When we were creating the campaign, I was thinking of my
grandmother,” adds Ozeri. “She passed down the ritual of making tortillas
with MASECA” to me, and someday I'll pass down the same tradition.”
That familiarity and favoritism should come as no surprise; MASECA"’s
magic is hardly overrated. Hispanics attach a great deal of importance to
food, its preparation and the enjoyment of it. A mother shows her love
for her family through the food she makes for them. Meals are critically

important family times, both for the time spent together and as a way
of reciprocating the love a mother has put into preparing the meal.

“Crafting this campaign was a little like making a tortilla: it was
deeply tied to our heritage as an agency, it was a way of honoring the
relationship we have with our client and to get it exactly right, we
had to mix in a little soul,” says Director of Strategic Marketing and
Business Development, Simon El Hage.

The final result was a series of ads that captured the real MASECA®
experience because they came from the heart. “We had a series of
radio ad testimonials,” says Group Account Director Andres Reyes.

“When we asked people what MASECA” meant to them, the response was visceral

and universal: ‘MASECA” is MASECA"— there’s nothing else.” These testimonials truly
reflect the consumer’s emotional connection to the brand and its cultural significance.
It is the quintessential taste for the Mexican and Central American palate.”

Lopez Negrete also created the TV spot Receta (Recipe). In it, the viewer is virtually
transported to the warmth of a sunlit kitchen. A mother goes through the simple
steps of making tortillas with her young daughter, simultaneously recounting how
she herself learned the process from her grandmother. The act of making these
tortillas is clearly a powerful, spiritual, sensory experience
for the woman as she works the love she feels for her
family into the dough she kneads.

But its not just about the masa — this woman is making
more than dinner for her daughter. She’s maintaining
her bond with her family and passing on a cultural legacy
(and recipe). And in addition to preserving her Hispanic
heritage for her daughter, this woman is honoring her
own roots by buying an authentic Mexican product.

The storyline of this TV spot is itself moving, but the
magic of the brand worked one more miracle. Alfonso
Arau, director of the multiple-award-winning film Like
Water for Chocolate and the sensory masterpiece A Walk
in the Clouds, was selected to direct this commercial.
Lopez Negrete was thrilled to have this legendary director
on board both for the visual richness he would bring to
the creative and for the brand insight he had as a Mexican.
The :30 second spot was filmed on location in Mexico,
brought to life by Gustavo Farias’ music, written and
arranged especially for this execution.

The tag line Lopez Negrete developed for MASECA”
is “EL Sabor de Siempre” (the taste that’s timeless). But
this corn masa upholds a cultural tradition that spans
generations as much as it promotes a homemade taste
and unmatched quality. That's the heart of the matter.

MASELE™
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THE MIGHTY PUPUSA

Dough

1 tsp salt

Filling

DIRECTIONS
Pupusa

Place the MASECA® and salt in a bowl and knead; gradually
add water to form a soft, pliable dough that will not stick to
your hands. Or place the masa flour in a large bowl, gradually
add water and mix with a wooden spoon. Place on a floured
counter and knead by hand for about 2 minutes. Lightly cover
with damp towel and let sit.

Make a ball using about two tablespoons of dough (about

the size of a golf ball). With the ball in the middle of your palm,

clap your hands together until you've made a mound about

INGREDIENTS

41/, cups MASECA® Corn Masa Flour

5-6 cups of water

cooked ground pork
or your favorite meat or vegetables

Curtido

1 medium cabbage thinly shredded
1 large carrot peeled and shredded
2 medium onions thinly sliced

1 jalapefio seeded and stemmed

2 tsp dried oregano

2 cups white wine vinegar

1 tsp salt

1/8 of an inch thick. Place the filling over one mound
and cover with another, closing the sides together.

Lightly oil a comal, griddle or heavy skillet. Cook pupusas
on low heat for 2-3 minutes on each side or until golden

and slightly puffy.

Curtido
Mix all ingredients in a bowl and marinate for an hour.
Spoon over warm pupusa.
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“Creating English-language campaigns aimed at young Latinos is
oftentimes appropriate,” says Alex Lopez Negrete. “Most of the kids
born here still live within strong Hispanic communities, so their sense
of identity is still very much Latino, and the best way to touch

...understanding its culture
has proven to be the key
to its collective heart.

their hearts is both in-language and in-culture.
We must always be sensitive to their cultural and
linguistic realities.”

Spanish is expected to maintain its position as
the language of choice for U.S. Latinos for a
number of reasons. The commonality of
language creates a
comfortable bond
among Hispanics,

whatever country they're from. Continued migration will also contribute
to the use of Spanish. Hispanics’ strong sense of tradition, continuing
to recognize and celebrate cultural events will keep
Spanish spoken from generation to generation,
fueled by a recent proliferation of new Spanish-
language media. The fact that 80 percent of
Hispanics live in five U.S. states and nearly 60
percent reside in ten cities makes it easier for them
to interact without having to speak English.
The Spanish language remains a unifying factor for the
diverse Hispanic community, and understanding its culture,
traditions and attitudes has proven to be the key to
its collective heart.

Hispanics are rapidly becoming ‘the new mainstream’ in America.
Immigrants and the children of immigrants are swelling the ranks of
viable consumers who control their own spending power. The entire
media industry is racing to reach this wide spectrum of viewers and
listeners. What they are discovering is that from every country, at
every level of acculturation, both language and culture are essential
in reaching the hearts and minds of this diverse group.




In Case You Haven'’'t Heard

Rgsults are ﬂl‘ystal ﬂlgar Considerate, friendly, somewhat self-effacing and a real character
Lopez Negrete found itself the most winning agency at this
year’s Crystal Awards, receiving recognition and top honors
for Visa’s “Flechazo” TV spot and Wal-Mart’s “Recién Casados,”
“Cosas de Nifio” and “Suefios,” a series of magazine print ads.

The American Marketing Association Houston Chapter doesn’t

who has won all our hearts... Charlie? No, our man Howard.
just present the Crystal Awards for outstanding creative work, it also

demands a clear, cohesive strategy, creative execution against that
strategy and measurable results. Having received so many Crystals is
especially gratifying because Lopez Negrete prides itself on offering
its clients great creative and effective implementation.

Howard Brown is Vice President/General Manager at Lopez Negrete.
And like the other famous Brown, Howard is an inveterate worrier.
Considering his range of responsibilities, that’s probably not a
bad trait to have. As a licensed CPA and the man who oversees the

money, there are the obvious things Howard does for employees and
e

'.,‘:‘ I'_‘__i - I_'-||_' the agency' as a whole on a daily basis — things we see ;.m.d tha't
il | R touch us directly. Then, as manager of systems and administration,
there are the numerous things that might not be so immediately
apparent, that employees may never even know about — projects
he spearheads that have critical, long-term effects on the agency,
employees and clients.

Sometimes you’ll see Howard in the hall looking a little tired. You
know he’s had a tough day — a day possibly twice as rough as yours.
You can rest assured he’s been fighting for the agency and what's
right for clients — and won. Howard Brown is a soldier.

Battling behind the scenes or on the front lines, there’s a good
chance Howard hasn't let the past 24 hours go by without somehow
improving our standing, elevating our financial position or getting
a leg up on the competition, for ourselves or one of our clients.

That’s the way it’s been for the past 13 years. Howard has been
here, quietly, humbly, continuously making the agency stronger,

Goming into our Shell

Intimate knowledge of the Hispanic consumer and a passion for great advertising has
earned Lopez Negrete Communications the title of Agency of Record for Shell Oil Products
US. After working on a project basis for several years, Lopez Negrete is honored to
now add Shell Oil Products to an already diverse portfolio of industry-leading
clients. Most recently, Shell called upon Lopez Negrete to communicate the launch
of its new premium fuel product, Shell V-Power, to the Hispanic market through TV
and radio ads, as well as Spanish language point of sales material. Shell Oil Products
is a major player in the refining, transportation and marketing of fuels, with a network
of nearly 13,000 Shell-branded stations in the U.S.

more organized, more agile, more accountable. Working directly
under Cathy Lopez Negrete, Chief Financial Officer, he negotiates

and designs client contracts, vendor contracts, rates, scopes of

Lookin’ Sharp

The Agency's PR department brought home three of the Public Relations
Society of America’s (PRSA) Houston chapter awards for excellence.
Our PR department won bronze for Bank of America’s Hispanic banking
campaign in the multicultural category, the silver for Bank of America’s
SafeSend® press conference in Mexico City and the gold “Excalibur,”

in the multicultural category for Reliant Energy’s Hispanic Media Tour.
We are proud that our PR department has received the recognition

it deserves.

From left to right: Carla Molina, Account Coordinator; Elizabeth Nufio,
Senior Account Excecutive; José Moreno, Account Supervisor;
Virginia Q. Sanchez, Director of Public Relations
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work, employee contracts and benefits. He’s also played an integral
role in the acquisition and build-out of our new building. Howard
Brown is a juggler.

“Howard has been one of the mainstays of Lopez Negrete,” says
Cathy Lopez Negrete. “He’s incredibly involved in the day-to-day
operations of the agency. In fact, he’s been key in establishing
many of our procedures and instrumental in helping us become as
successful as we are today. Howard has been with us through
thick and thin. We currently have about 100 employees. Howard
started when we had seven. Needless to say, he holds a special
place in our hearts.”

Howard will tell you he’s just one man in a much larger company, but
don't believe it. He's not one to boast about what he’s accomplished
in any typical day, or in his life for that matter. You also won't hear
him raise his voice (too often), not that he can’t be persuasive
with a vendor or get his point across to a client. But besides being
one of the hardest working people in the agency, Howard Brown is a
gentleman. His personal motto? What else? “I'm just here to help.”

Being an extremely dedicated and committed manager, he gets
a lot done. But on top of sheer volume, he chooses to perform his
multitasking in a decidedly fair and ethical way. Something many
executives with his responsibilities and under his kind of pressure
just don’t have the time or temperament for.

“What's fair is fair,” says Howard, “and we're here to do the fair
thing every time.” Concise words that are representative of Howard’s

strong, straightforward and transparent way of conducting business.

i

Beyond being as honest as the day is long, Howard is determined to deal with clients, employees

i

and the world outside Lopez Negrete in not just a professional manner, but in a truly caring way.

“You can’t put your whole heart into what you do without the integrity to back it up.

I guess you could say we wear our heart on our sleeve,” he says. Howard Brown is a

compassionate man.

During the course of the day Howard will be pulled in a million different directions.

He'll deal with eccentric creatives, hot tempers, cold numbers and oversee everything

from the cost and procurement of paperclips to long-term notes. Fortunately for all of

i

us, he’s well-grounded. He's a dedicated member of his church, deeply devoted to his wife
Donna, to whom he’s been married for 18 years, and to his 6-year-old daughter Marlina. He
and Donna have both been actively involved in community work for almost 20 years. Born

in Austin, Texas, Howard says he has lived in Houston his whole life, “minus those first
six weeks in the State capital.”

Howard is a living example of Lopez Negrete’s commitment to community
service. President and CEO Alex Lopez Negrete says, “You take a risk when
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your name is on the agency door, because every employee represents you.
Howard always reflects who we are at our very best.”

!

Howard Brown’s contributions to the agency are incalculable.

Although, much to the man’s credit, if you asked him, he would

say it was “peanuts.” We all know it’s a lot more than that.
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