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Marquez Brothers International, Inc.

experienced increased sales using

multiple media platforms including

TelemundoôsDigital Out of Home.

The Overview



The Challenge

While Marquez Brothers ñEl Mexicanoò 

cheeses were widely branded and 

recognized, their drinkable yogurt 

faced strong competition in the yogurt 

category.



Competition, combined with low brand 

awareness and outdated packaging, led 

Marquez Brothers to develop new 

packaging for their El Mexicano drinkable 

Yogurt to bolster brand awareness and 

increase sales.

The Challenge



Telemundo developed a comprehensive 

multi-platform campaign for Marquez 

Brothers to launch the new packaging for 

their drinkable yogurt and consequently 

create a pre-emptive maneuver on the 

competition.   

The Solution



Marquez Brothers used TV and radio for branding, but the local 

activation in supermarkets was crucial to their success.

Telemundoôs Digital Out of Home was the critical media 

component added to the mix to reach, engage and activate the 

consumer at point of purchase.    

A four month campaign was launched in September 2009 

unveiling their new El Mexicano Yogurt.

The Solution





VEl Mexicanoôs Yogurt sales tripled as a 

result of the overall campaign.

V Specifically, Payless Foods doubled 

their case sales for El Mexicano Yogurt.

The Results



ñWe did a multi-platform campaign with 

Telemundo including digital screens in 

supermarkets to drive local activation for 

the launch of our El Mexicano drinkable 

Yogurt. We were very pleased with 

the results and felt the campaign was a 

big successò.

Marie Esther Marquez, Marquez Brothers International, Inc.

The Results



A successful media plan incorporates  

multiple media into the overall strategy.

For El Mexicano Yogurt, TV and Radio were 

effective in building brand awareness and 

Telemundo Digital Out of Home was 

instrumental in engaging consumers in the 

supermarkets and activating at the point of 

purchase. 

Conclusion






