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EXECUTIVE SUMMARY
As a team under the branding vertical, we conducted research on how Spanish- 

language dominant Hispanics perceive Hoy. The team's Qualtrics survey hit the 

jackpot with each respondent by asking engaging and interative questions best 

fit for the targeted subject. Team Slot Machine was guaranteed high quality data 

since all the survey respondents were Hispanics in the top five Latino dominated 

Chicago neighborhoods.

Managerial 

Decision 

Order (MDO): 

To  analyze  90  Minute 's  brand  perception  in  the

Chicagoland  soccer  community
1

To  evaluate  the  best  communication  method  to  

reach  current  readers
2

To  evaluate  the  best  communication  method  to  

reach  new  readers

To  investigate  how  consumers  interact  with  Hoy 's  

branding  activations

To  investigate  how  Hoy 's  products  impact  their  audience 's  l ifestyle

3

4

5

Research Objectives:

How does Hoy's 

current target market 

embody the brand?



BACKGROUND
First, Team Slot Machine understands that Hoy has multiple channels that 

target the Hispanic demographic, but the team would like to investigate ways 

to improve communication, deepen audience connection, and explore 

different potential target markets. During the client interview, the team picked 

up on the importance of Hoy wanting to stay top-of-mind in the consumer’s 

mind. The team embodied this mindset while seeking to understand the 

lifestyle of Hoy’s users. Team Slot Machine determined the research 

objectives by analyzing Hoy's start to finish strategy, beginning with the 

consumers and ending with how the product affects their lifestyle. Team Slot 

Machine understands Hoy's difficulties with staying on top of the ever- 

changing news industry, and the research has quantified useful insights and 

tactics to better help Hoy remain on top. 



BACKGROUND CONTINUED
Team Slot Machine made diligent efforts to linger on every word the 

Hoy team said during the client meeting. The biggest take-aways are 

quoted below: 
 

"We want to know if we're on the right track to meet the need of the Chicago 

market." 

 
"We need to figure out how to target the younger audience with other 

platforms." (AKA social media platforms, etc.) 

 

"We have an idea of our online audience, but we want to know is our core 

consumer still a foreign born? What age group are they in? How do we match

the internal dream of who we think our consumers are versus the external 

reality?"

"We have an idea of our online audience, but we want to know is our core 

consumer still a foreign born? What age group are they in? How do we 

match the internal dream of who we think our consumers are versus the 

external reality?"



SOLUTION
Team Slot Machine recognized Hoy’s need for insights regarding branding. 

The managerial decision opportunity and research objectives were 

formulated with the following business question in mind: how do Spanish- 

language dominant Hispanics perceive Hoy? Mixing qualitative, exploratory 

design with quantitative, descriptive design was appropriate because it would 

allow a combination of survey data from a wide Hispanic consumer base, as 

well as more in-depth, exploratory data from a smaller focus group. The 

research was propeled by the team's goal to gain insight on Hoy’s overall 

presence and their readers. As a result, Team Slot Machine’s research and 

data collection was conducted with three main focuses in mind: to gain 

valuable insight from Hispanic survey respondents, to cause meaningful 

conversation through an on-campus focus group, and to further  explore 

 Hoy's brand activations among consumers through natural settings.   

Why qual + quant data 

collection?



Development of the survey 

and focus group guideSOLUTION
When creating the Qualtrics survey, Team Slot Machine strived to breach the 

conventional constraints placed on surveys by implementing questions specifically 

designed to highlight different areas of the brain. The survey seeks to hit the jackpot 

with each respondent by engaging them with a series of graphics, animations, and 

multi-media questions. This variety helped the team's survey remain lively and avoid 

falling into the trap of robotic survey mechanics. The goal was to ensure respondents 

wouldn't be exhausted by mundane questions, which lead to to more meaningful data.

Reliability is addressed by setting a specific survey roadmap: beginning with Nominal 

questions then transitioning into Ordinal and Interval questions best fit for the targeted 

subject. Overall, each question was tailored based on in-class pretesting feedback to 

avoid junk data.Team Slot Machine’s focus group moderator guide was designed with 

three main focuses in mind: to cause meaningful conversation, to gain valuable 

 insight, and to further explore the research objectives. The team achieved this  by 

facilitating flexible conversations through open-ended questions, a short video, and 

discussion on personal experience. 



Observations of Hoy's 

Natual SettingsSOLUTION

Hoy's structured presence at Fiesta 

Familiar could be seen by all of the 

families interacting with the various 

sponsors. Hoy had plenty of signage 

surrounding the Zoo directing families 

to their activation booths. The booths 

were customized to fit the interests of 

all family members and employees at 

each station facilitated large group 

activities for children of all ages. 

Overall, Hoy's culture was woven 

throughout the festival and was 

directed towards complementing 

each family's lifestyle instead of 

promoting their own brand.

FIESTA FAMILIAR DAY OF THE DEAD
Hoy's Day of the Dead event was hosted 

on November 2, 2017 at The Chop Shop 

in Wicker Park. The event was open to 

the public and was was sponsored by 

Hornitos and Modelo. This event allowed 

Team Slot Machine to observe how 

consumers interacted not only with Hoy's 

branding activations and sponsored 

booths, but also with each other. The 

atmosphere definitely resembled a bar 

with the dim lighting, buzz of chatter, and 

the sound of live music. The TVs above 

the bar displayed Hoy Day of the Dead 

signage and there was also a large "Hoy" 

sign next to the stage.



SAMPLING
The sample frame for the research is Spanish-dominant 

speaking Hispanics over the age of 18 currently living in 

Chicago. Additionally, these individuals are in some way 

involved in their community, are conscious an interested

in current events and utilize technology on a regular 

basis.

This sample frame is aimed to mirror a 

significant amount of current HOY consumers, 

as well as potential ones.

The sample frame was designed carefully to ensure that the highest 

amount of individuals that fall within the frame to be represented. 

However, it is still possible that older people of the Hispanic community 

were underrepresented due to the research method. One of the qualities

in the sample frame is for participants to be regular technology users but 

the main interest was they be Hispanic, so possibly elders of this 

community that do not use technology as avidly as others were 

underrepresented. 

The survey separated answers 

based on if people answered 

“Hispanic” or “Non-Hispanic” 

and only the data collected 

from surveys marked “Hispanic” 

was taken into account for the 

research and insights. This 

could be an ethical dilemma 

because not all of the data 

collected through the survey 

was represented.

The demographics for these individuals could 

be male and female Hispanics over the age

Everyone that chose to take the survey did 

have a fair chance to answer all questions, but 

not everyone’s answers are reflected 

in the final findings.



DATA ANALYSIS PLANNING

1

2

3

4

After formulating the MDO and RO's it was time to get technical. The team decided to 

organize the Qualtrics survey on a two-track system to complement the MDO. The team 

wanted to evaluate each respondent regardless of if they are familiar with Hoy or not. By 

utilizing skip logic after our first question, each respondent received a personally coded 

survey to evaluate either their prior understanding of Hoy or their perception of the current 

media.

Team Slot Machine organized each RO as a separate block in Qualtrics and built out 

Nominal questions first, then complementing them with Ordinal and Interval types of 

questions to add more variety. To bring the survey to life we played with the program's heat 

maps, grading scales, and inclusion of emojis. 

For the qualitative data such as focus group and field observation notes, Team Slot Machine 

cleaned the data prompts and uploaded them into Nvivo. Nvivo allowed the team to pull 

word search queries to see what statements were most popular between our observations. 

After downloading the Qualtrics file to SPSS the team started cleaning the data. The team 

immediately eliminated any respondents that did not fit the sample frame and then drilled 

into SPSS to assign a logical value to each entity of data. After coding all of the data we then 

ran cross tabulations for questions that we wanted to test significance for.



CONCLUSION
Through a survey of 100 Hispanic participants, 

a focus group of millennials, and data 

observations at Fiesta Familiar and Day of the 

Dead - Team Slot Machine has hit the jackpot 

with data collection. The team boiled down 

the Top Five findings in conjunction 

with the SPSS cross tabulations to better help 

Hoy understand their target market and 

develop new initiatives to reach them.



INSIGHT 1
Do you find Hoy's social media channels to be relevant? * 

Overall, is Hoy's brand and content relevant to your lifestyle?
1
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Social Media Channels vs Lifestyle



INSIGHT 2

 felt that Hoy's brand and 

content was relevant to 

their lifestyle and would 

recommend Hoy's 

publication to a friend
 95.7%

“Hispanics are an underrepresented market so I appreciate the 

people at Hoy reaching out to our huge neighborhoods like 

Pilsen to immerse yourself in your community.”

- focus group participant



INSIGHT 3
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surveyors who would recommend 

Hoy to a friend also 

STRONGLY AGREE that Hoy is an 

ethical news source.. 

surveyors who would 

recommend Hoy to a friend also   

AGREE that Hoy is an ethical 

news source.. 



INSIGHT 4

 STRONGLY AGREE that 

Hoy's social media 

channels and publications 

are relevant

 44%
SOMEWHAT AGREE that 

Hoy's social media channels 

and publications are relevant 40%



INSIGHT 5
REPORT CARD

A+
B
B-

 

 

 27.7%

27.7%

23.4%

Said YES that Hoy's content is 

relevant to their life style and have 

given Hoy's branded content the 

following grade in terms of relevance 

to their lifestyle

Ages 25-34 was the largest group to 

follow Hoy on Facebook. This 25-34 age 

range also split the vote evenly for Hoy's 

report card, with the same amount of 

people voting equally for A+, B, or B-.

18-24 
25%

25-34 
50%

35-44 
20%

45-54 
5%

Hoy's Facebook Age Demographic



NEXT STEPS & RECOMMENDATIONS 
Produce more concise articles that focus on "top fives" to draw millennial's 

attention to brief articles 

Utilize Facebook's Business Manager to reach a new, targeted 

audience. Half of Hoy's Facebook demographic comes from people ages 

25-34, so either continue pushing that age range to build brand 

awareness or branch out with a new age range to build brand recognition. 

Create a social media influencer marketing budget for 2018 to help draw 

attention to Fiesta Familiar and Day of the Dead. 

Our researched showed people were likely to refer Hoy to a friend, so 

create a campaign focused on referrals. For example, Hoy can post an 

Instagram and have followers tag three friends for a chance to win seats to 

a Chicago Fire game. This will increase brand engagement. 



LIMITATIONS

1

3
2

In our focus group, we had a mixture of Hispanic and non-Hispanic students. With 

this, we discovered an overall negative response to all of the questions we asked. 

When comparing these responses to the data we collected from our survey, we 

noticed that the majority of the responses were positive in regards to Hoy. This 

drastic difference in responses can be considered a source of error because it 

shows us polar opposite views on how Hoy is perceived as a brand. 

Our focus group can also be considered a limitation to the accuracy of 

our data collection due to the commonality of group think. Since the 

respondents were required to state their answer in front of everyone, 

their true feelings or answers to the questions may not have been said. 

Instead, they could have been likely to state an answer that agreed 

with everyone else’s responses.

While positive feedback is always beneficial, we noticed a very high 

positive response in all of our surveys. This can essentially be 

considered a limitation because it already shows us that the target 

demographic is happy with Hoy as a publication, which could mean 

not much needs to be changed. In other words, this could make it 

difficult when trying to discover what Hoy needs to make it better.
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