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SILVER, Multicultural 
Campaign Title: Online Grocery Pickup – “A Unifying Beat” 
Year the campaign took place: 2018 
 
 
 
 
 
 
 
 
 
 
 
Brand: Walmart 
Creative Agency: Lopez Negrete Communications 
Media Company/Agency: Haworth 
Research Company: Lopez Negrete Communications 
Additional Affiliated Companies: N/A 
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 

• Marketing challenge: Launch Walmart’s pivotal Online Grocery 
Pickup (OGP) during the World Cup (WC) in an evolving retail 
landscape, a dense media window, to a critical/skeptical Hispanic 
consumer, with a limited budget. 

• Methodology: Developed the “Sparks” method: a life-encompassing 
research approach, converging social media listening, ethnographies, 
shop-alongs, consumer diaries, and focus groups, to uncover brand 
points of entry. 
 

Insert Creative Snapshot here 
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• Insights: During the WC, messaging to Hispanics falls flat due to 
heightened cultural sensitivity; viewer mindsets shift from Latino to 
country of origin. Viewing events are logistically tedious for consumers 
trying to provide cultural assortment in short times, so we positioned 
Walmart’s OGP as the enabler of legendary events with ease, 
assortment and price. 

• Creative: Created a robust campaign targeting quality barriers prior 
to the WC, highlighting associates’ dedication to freshness; efficiently 
created unique content for each Latin country, produced in the 
authentic stylings of each culture and highlighted by the recreation of 
the “Rocky” theme song in each of their traditional musical styles.  

• Business Impact: Exceeded all benchmarks for awareness, 
reputation, relevance, and call to action. Increased likelihood to 
download, use and reuse OGP and garnered more unique 
posts/engagement than all official FIFA sponsors combined, 
reimagining how brands approach sporting events. 
 

CONSUMER INSIGHT  

1. Learning: Most brands messaged Latinos by blending Mexican and/or 
Caribbean stereotypes, which tunes them out due to heightened 
cultural sensitivity. All Latinos have different cultural nuances and 
traditions they rarely see portrayed during the tournament.  
 
Insight: Consumers crave proper representation of their cultures. 
When a brand takes their culture into consideration, instead of 
blending it with others, they feel acknowledged, proud and are more 
likely to pay attention. 
 

2. Learning: Hispanics are increasingly time-starved, with larger 
households, and look to “relaxers” (e.g World Cup) to sit back and 
unwind. But these aren’t easy to pull off and they seek ways to have 
the best of both worlds: great execution (quality and assortment) and 
easy logistics (minimal energy/money).   
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Insight: Utilizing online tools like OGP can be a solution to meet 
everyday needs and enable “relaxers” without hassle. To overcome 
quality perception barriers, we had to show our customer that our 
associates select great produce just as they would. 

 
MARKETING CHALLENGE 
 

2018 was a pivotal time in Walmart’s evolution as an innovative retailer, 
as all grocers were elevating the game in changing how and why the 
consumer shops where they do. Winning with the Hispanic segment was 
critical due to their high grocery consumption, online behavior, app 
adoption, and the fact that they are the largest growing market 
opportunity. The World Cup is saturated with an incredible volume of 
messages and their imagery, tone, manner and messages frequently end 
up feeling the same. We knew that we didn’t have the budget to scream 
out the other deeply invested sponsors, so we needed to take a different 
approach and uncover a way to maximize relevance by uncovering the 
intricacies of our audience’s many unique cultures to break through the 
clutter. 

 
METHODOLOGY  
 

We uncovered insights by developing the “Sparks” method, which 
strategically collided consumer and shopper tensions to uncover unique 
points of entry for the brand and its offerings. With a combination of 
qualitative approaches, we could uncover an in-depth understanding of 
their daily lives, how they interact with soccer/online shopping, and find 
the “sparks” where OGP could succeed. 

 
 
We recruited moms of varying household compositions and life stages, 
immersing ourselves in the various lenses of their lives: 
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• Observed social media activity by creating online groups to 

understand how their lives extend digitally: what they follow, share 
and create. 

• In-home ethnographies immersed us in their motivations, 
aspirations and multiple roles during daily life. 

• Shop-alongs showed us their habits, motivations, triggers and 
barriers when shopping retailers across categories. 

• Consumer diaries opened a window into their planning, 
enjoyment and challenges non-intrusively.  

• Focus groups validated initial findings and revealed how they use 
online tools to simplify their lives. 

 
These two learnings/insights led us to our strategy: 

 
1. Learning: Most brands messaged Latinos by blending Mexican 

and/or Caribbean stereotypes, which tunes them out due to 
heightened cultural sensitivity. All Latinos have different cultural 
nuances and traditions they rarely see portrayed during the 
tournament.  
 
Insight: Consumers crave proper representation of their cultures. 
When a brand takes their culture into consideration, instead of 
blending it with others, they feel acknowledged, proud and are 
more likely to pay attention. 
 

2. Learning: Hispanics are increasingly time-starved, with larger 
households, and look to “relaxers” (e.g World Cup) to sit back and 
unwind. But these aren’t easy to pull off and they seek ways to 
have the best of both worlds: great execution (quality and 
assortment) and easy logistics (minimal energy/money).   
 
Insight: Utilizing online tools like OGP can be a solution to meet 
everyday needs and enable “relaxers” without hassle. To overcome 
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quality perception barriers, we had to show our customer that our 
associates select great produce just as they would. 

 
CREATIVE EXECUTION 
 

STRATEGY: Portray the uniqueness of Latin cultures with a campaign 
that would promote Walmart’s new OGP, showing how the service could 
amplify amazing moments with time savings, culturally relevant 
assortment, and quality fresh items (meat/produce).  

EXECUTION: We wanted to be as authentic in style, feel and culture as 
possible with each national identity. The emotion had to feel real; the 
fans/food had to be genuine; the music traditionally on point; and every 
detail reflecting our customers’ reality, so they would say, “Hey! That’s 
me! That’s how I do it!”.  
 
We leveraged the “Rocky” theme but remade it in each country’s endemic 
genre, showcasing each country’s pride in several country-specific stories 
during their World Cup matches. When Argentina played Mexico, we 
created a custom story showcasing the two separate parties (one Mexican 
and one Argentinian), highlighting the benefits of Walmart’s OGP to make 
their parties even better. 
 
Most brands centered their media against the highest-rated games. 
Walmart centered their strategy against the games with heavy-up 
viewership by country, knowing that the eight Latin countries would play 
the most games in the first two rounds. 

 
 
 
 
BUSINESS RESULTS/LESSONS LEARNED  
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The campaign garnered substantial buzz during the WC in the Latin 
community and exceeded all benchmarks for awareness, reputation, 
relevance and call to action (GCIA/WM). 
 
According NBCU/Telemundo/Horowitz, the campaign greatly 
influenced the likelihood to OGP use: 

• Order regularly: +11% 
• Order fresh produce: +5% 
• Order meats: +12% 

 
As well as greatly lifted OGP awareness and perception among 
grocery shoppers: 

• Brand favorability: +14.5% 
• Sponsorship association: +24.4% 
• OGP awareness: +5.5% 

 
And increased intent to download and use OGP: 

• Intent to download: +14.8% 
• Intent to use: +13.4% 

 
The “Spark” method allowed us to dig deeper and uncover how OGP could 
naturally fit into the lives of customers enabling a huge win for Walmart’s 
business needs at a deeply pivotal time for the brand.  

 


