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WHAT WAS THE BUSINESS CHALLENGE YOU WERE FACING?
Best Buy is committed to offering superior service to all our customers and Hispanics are a growing segment of our customer base 
nationwide. We launched Espanol.BestBuy.com to reach out to our Spanish-speaking customers, making it easier for them to find and 
purchase Best Buy products and enabling them to receive the same level of high-quality service as our English-speaking customers. When 
we launched Espanol.BestBuy.com in October 2007, we also executed a significant marketing campaign to drive traffic to the new site – 
with the goal of maximizing conversion once people got there. Launching a fully-transactional, Spanish-language version of the Best Buy 
site was a major milestone, but we needed to get the word out about the site to Hispanic consumers in the run-up to the holiday season.

HOW DID BEST BUY WORK WITH CONSORTE MEDIA TO PROMOTE ESPANOL.BESTBUY.COM?
Consorte Media designed, managed and implemented our entire paid search and banner marketing campaign for Espanol.BestBuy.com. 
We had a two-pronged “learning-and-earning” objective with the campaign: to learn more about what our Hispanic customers want to 
better serve them, and to drive revenues on Espanol.BestBuy.com over the holiday season.

On the banner side of things, Consorte developed ads in both English and Spanish, placed them across its extensive network of 
Hispanic-focused publishers, and then tested and optimized every banner for maximum effectiveness. In other words, Consorte put 
banners out there, and then tested them to see which worked and why. For example, we found that banners showcasing high-value items, 
such as flat-panel TVs, garnered higher click-through rates than those showcasing lower-priced products, such as MP3 players. For the 
paid search part of the campaign, Consorte managed the entire process – from selecting Spanish-language keywords to developing text 
ads, and managing and optimizing the campaign on the Google, Yahoo and Microsoft platforms. Consorte tested the keywords and text ads 
to see how they performed, measuring click-through and conversion rates for each element. These tests found that text ads for lower-cost 
items, such as MP3 players and videogames, were the most successful at getting people to click and convert.

WHY DID YOU CHOOSE CONSORTE MEDIA?
We turned to Consorte Media because they are experts in targeting precisely the market we’re looking to reach. They have a deep 
understanding of the Hispanic marketplace and subscribe to a model we believe in: testing and optimization. Instead of just assuming that 
Hispanics will respond to a certain message or offer, Consorte tests and retests every ad to see whether it’s working to get clicks and 
conversions. Consorte’s measurable approach is highly important to Best Buy, because we are committed to finding out with certainty 
what our customers want, and to tracking the effectiveness and ROI of all our marketing campaigns.

What’s more, we were thrilled to work with Consorte’s CEO, Alicia Morga. Her business and life experience, passion for making 
Hispanic advertising and vision for shaping this industry are unsurpassed. So we chose to work with Consorte because of its compelling 
business model, but also because we can’t think of anyone who knows Hispanic marketing better than Alicia.
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Best Buy Co., Inc is North America's number-one specialty retailer of consumer electronics, personal computers, 
entertainment software and appliances. Best Buy worked with Consorte Media, the leading provider of online 
marketing solutions targeting the Hispanic market, to launch a comprehensive Spanish-language banner and 
paid search campaign in late 2007. The goal of the campaign was to drive traffic to Best Buy’s Spanish-language 
website, Espanol.BestBuy.com, launched in October 2007.
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WHAT WERE THE RESULTS?
By working with Consorte, we learned a lot about what messages and offers resonate with Hispanics, and which don’t – and that was 
invaluable as we continue our efforts to grow our Hispanic customer base. The detailed performance data collected by Consorte, especially 
consumers’ response to banners and their product preferences, helped Best Buy better target its Hispanic-focused ads to drive maximum 
benefit from the campaign. In particular, we found that banners and search terms that were tested and optimized performed much better 
than non-tested ones. For example, banner ads tested and optimized by Consorte significantly outperformed our general market banners, 
garnering click-through rates of 0.54% and 0.36% respectively.

Hispanic consumers are a growing part of our overall customer base, and we plan to work with Consorte Media going forward to launch 
further campaigns to connect with this highly-important demographic group.
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Consorte Media is a digital marketing company that connects advertisers with a diverse Hispanic audience online. Consorte’s innovative 
solutions include a Premium Ad Network with hundreds of quality sites attracting a Hispanic audience, high-impact, hosted Direct 
Marketing Services, and SALSA™, a proprietary campaign product that blends the power of the Ad Network with the precision of Direct 
Marketing. Consorte Media combines an analytical approach with extensive market expertise to generate results and insights for its 
customers, including such top brands as Best Buy, SendMe Mobile, Dealix and Advance Auto Parts. Consorte Media is a privately held 
company based in San Francisco, Calif. For more information about Consorte Media, please visit www.consortemedia.com.
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