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Wealth management consultant 
outlines her approach to financial 
security
Posted by Elena del Valle on December 20, 2013

Wealthy by Design

Photo: Kimberly Foss

Kimberly Foss, CFP, CPWA, rose from a home with "financially challenged 
parents" to become the president and founder of Empyrion Wealth 
Management, which according to promotional materials, was named one of the 
nation's top wealth managers by Bloomberg's Wealth Manager Magazine. In 
Wealthy by Design (Greenleaf Book Group Press ebook), published June 2013, 
she shares some of her life story and wealth management ideas. She assumes 
readers will rely on a financial planner who will work with them based on their 
goals, risk taking preferences, equity and age.
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She explains that there are two primary types of financial advising services, 
consultative and transactional. The former focus on client goals and needs and 
charge based on the number of assets they manage for a given client while the 
latter recommend products for which they earn commissions. In Appendix A, 
she provides readers questions to ask a prospective adviser. In Appendix B, 
she offers six allocation strategies for portfolios. In the ebook edition, it was 
challenging to read the graphics as displayed on the tablet reader.

In her book, she outlines the importance of understanding personal financial 
drivers before making long term investment decisions. She strives to 
demonstrate to readers how following five foundational principles of investing 
can lead to wealth management based on individual goals and circumstances. 
The principals are: Goal Setting, Planning, Commitment, Assessment, and 
Flexibility. The book is divided into an Introduction, a chapter each for the 
principles, and a Conclusion as well as two appendices. She relies on case 
studies and anecdotes to illustrate her points. For example, she describes a 
risk averse client for whom she organized, thanks to her banking relationships, 
a 15-year CD.

Kimberly Foss, author, Wealthy by Design
She touts the importance of focusing on the best interests of clients, the 
relationship between asset allocation strategy and the success of a portfolio, 
and portfolio diversification. An investor's approach to building wealth, she says 
in the Conclusion, should be considered with care, planned, reviewed and 
never random.

Foss has 26 years of financial services experience. She is a member of the 
Investment Management Consultants Association. 

Click to buy Wealthy by Design
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Job Ads

Public Service

Resources

Video

Pages
Podcast guest list

Blogs

Comment and submission 
guidelines

Our Privacy Policy

HispanicMPR.com Community 
Guidelines

Comments and Kudos

About Us

Advertise on HispanicMPR.com

Contact us
Contact Elena

Job Ads

Privacy Policy

Resources
HispanicMPR Products
Segmentation by Level of 
Acculturation

Hispanic Market Translation 
Issues

Latino Identity and Situational 
Latinidad

Emotional Branding

Best in Class Hispanic 
Strategies

Marketing to New Hispanic 
Moms – a case study

Changing Latino Landscape

Hispanic Perspectives on 
Advertising

Beyond the 30 Second Spot

Marketing to Multicultural Kids

Moving Beyond Traditional 
Media Measurement

How to Use Your Energy to 
Attract Clients and Customers

Happy for No Reason

Hispanic Customers for Life A 
Fresh Look at Acculturation

Hispanic Holiday Shopping 
Patterns

Hispanic Market Overview

The Next Step: Secondary 
Latino Markets

Latino Media and Hispanic 
Media Training

Marketing to Hispanics Online

Search Engine Marketing to 
Hispanics

Latino Family Dynamics

Hispanic Projections

Electronic Publicity and 
Broadcast Media

Hispanic Marketing & Public Relations website and podcast

http://www.hispanicmpr.com/



7

Heineken billboard campaign reaches 
out to bicultural Latinos
Posted by Elena del Valle on December 2, 2013

2

The Indio billboard by Arturo - click to enlarge

Photos: Heineken USA

Heineken owned beer brand Indio marketers created a billboard campaign to 
reach target consumers, bicultural Hispanic millennials 21 years of age and 
older “who consider themselves to be original individuals and place an 
importance on expressing themselves through everything they do, whether it’s 
art or music.” They invited artists in several states to submit art around an Indio 
bottle theme to compete. At the conclusion, a few winners had their artwork 
displayed on billboards as part of the campaign. 

The Indio bottle

The Indio billboard by Saul

Company representatives promoted the Indio Gallery campaign across digital 
media, with heavy emphasis on Facebook. The brand's Facebook page 
(Facebook.com/IndioBeer) was the primary gate for consumers to submit their 
Indio themed artwork. Each entry from among the hundreds of submissions 
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was judged on creativity, originality, composition and inclusion of Indio brand 
imagery such as the Indio logo or colors.

The Indio billboard by Benjy

The Indio billboard by Ignacio

Nine artists were invited to participate in the campaign. Inspire, Indio’s Dallas 
advertisement agency, developed 47 billboard ads with the artwork. 
MediaVest’s MV42, the brand’s media agency, placed them. Each artist is 
credited for his work on the billboards, which feature their name and hometown, 
as well as the brand’s tagline, beer bottle and Facebook address.

The billboards were on display for four weeks in the Chicago, California, and 
Texas markets in October 2013. Grand Prize winner Arturo Rios received a 
$5,000 cash prize.

Gustavo Guerra, brand director, Tecate, Indio and Bohemia brands

“Public relations efforts generated coverage across media consumed by our 
target, while our panel of judges promoted the contest amongst their networks 
via social media and flyers,” said Gustavo Guerra, brand director, Tecate, Indio 
and Bohemia brands, by email, in response to questions about promotion and 
coverage. “We looked at the number of entries we received, as well as 
engagement on our Facebook page and paid media.”

Indio billboard by Nasim 
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Indio billboard by Ricardo

The judges, who were compensated for their time, were Gil Cerezo (the lead 
singer of Mexican band Kinky), Diana Garcia (a Mexican illustrator and 
actress), Federico Archuleta (an Austin street artist), Juan Angel Chavez (a 
Chicago artist), the president of the National Museum of Mexican Art in 
Chicago, and the Indio brand team. The Indio Gallery contest was open to 
residents of California, Texas and Illinois, the states in which the company 
launched Indio in 2012. Indio is also distributed in Phoenix and Las Vegas. The 
resulting billboards were placed across key cities in those markets in October 
2013.

Indio is imported from Mexico. A company representative declined to disclose 
the number of bottles sold in the United States per year or the percent of the 
Hispanic market segment among fans of the beer brand. Launched in 1893 
under its flagship brand, Cuauhtémoc beer, the label featured an Aztec 
emperor. Consumers nicknamed it the "beer of the Indian.” This led to the 
current name, which is Spanish for Indian, in 1905.

Comments: Be the First to Comment
Filed Under: Advertising, HispanicMPR
Tags: Indio beer billboard campaign, Indio beer Latino market billboard campaign

With video Documentary highlights 
importance of healthy soil
Posted by Elena del Valle on November 21, 2013

Symphony of the Soil movie poster - click to enlarge

Video, photos: Lily Films

It took filmmaker Deborah Koons Garcia four years and much work to complete 
Symphony of the Soil, a 104-minute documentary film about the complexity and 
mystery of soil. Filmed on four continents and featuring the insights of dozens 
of experts including some of the world’s most esteemed soil scientists, farmers 
and activists, the insightful film portrays soil as an essential element for our 
survival. Scroll down to the watch film trailer.
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Relying on striking cinematography by John Chater, and Nancy Schiesari in the 
United Kingdom, combined with art and animation the director illustrates the 
pivotal role of soil in our world. Experts on screen expound the importance of 
good soil in solving some of the planet's most vexing environmental and healthy 
food supply problems.

The first third of the documentary focuses on soil science. How soil is formed 
and its life cycle as well as the physical components of soil, the soil orders, the 
microorganisms that cycle nutrients, soil and plants, and the interrelationship of 
the many members of the soil community, including humans.

The second third of the film focuses on the relationship between people and 
soil, especially human's use of soil for agriculture. The third section explores 
soil and climate change, water use, health and other topics that support the 
case for treating soil with care such as the return to small scale organic farming 
as a viable solution to the problems of resource depletion, climate change and 
the end of oil; and to the importance of seeds and seed saving in India.

Sekem calendula field

Symphony of the Soil is the second major production of Lily Films. In it the film 
producers strive to raise consciousness about how people think and treat soil, 
seeking that they realize that destructive land use practices degrade and 
poison the soil and that society should take responsibility for protecting and 
improving soil for the generations to come.

It was filmed on four continents, in six countries, the United States, England, 
Wales, India, Egypt, and Norway. Some of the locations include, in the United 
States, Oregon, Washington, California, New York, West Virginia, Kansas, 
Iowa, Vermont, Hawaii; in the United Kingdom, Devon, Hastings, Bristol, Wales, 
and Ceredigion; in India, Punjab, Uttarakhand, Rajasthan; in Egypt, Cairo and 
Aswan; and in Norway, Tromso.

The film was Winner of the Life Sciences Film Festival, Prague 2012, Merit 
Award for Scientific Information from the Montana CINE International Film 
Festival, September 2012, and Winner of the 2013 Cinema Verde Film 
Festival’s Food Award. Koons Garcia received the John de Graaf 
Environmental Filmmaking Award for her body of films on agriculture, 
genetically modified food and sustainability at the Wild and Scenic Film 
Festival, January 2013.

Koons Garcia, a bay area filmmaker, has made fiction, educational and 
documentary films. For the last ten years, she has focused on films about 
agriculture, the food system and environmental issues. Lily Films, her film 
production company based in Mill Valley, California, funded the lion's share of 
the production costs for the documentary.
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Americans driving less, says latest 
study

Posted by Elena del Valle on November 18, 2013

U.S motorization study by Michael Sivak

In 2011, based on the most recent data available, the average driver in the 
United States consumed 585 gallons of fuel or 1,033 gallons per household. 
Recent studies indicate that Americans, in general, own fewer light-duty 
vehicles, drive each of them less, and consume less fuel than in past years.

According to the results of a study (one of three on the subject conducted) 
released this month, researchers believe fuel consumption rates per person, 
per licensed driver, per household, and per registered vehicle and distance-
driven rates peaked in 2003 or 2004, before the ongoing economic downturn.

By 2011, they had decreased by 13 percent to 17 percent. The researchers 
believe the long term peak was reached around 2003 or 2004.

They concluded Americans drive fewer light-duty vehicles, defined as cars, 
pickup trucks, SUVs, and vans; they drive each of them less, and consume less 
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fuel. They also estimate that current fuel consumption rates are lower than they 
were in 1984 when they began to track the information.

The 17-page report, titled Has Motorization in the U.S. Peaked? Part 3: Fuel 
consumed by light-duty vehicles was authored by Michael Sivak, director, 
Sustainable Worldwide Transportation, University of Michigan Transportation 
Research Institute. Earlier this year, he published two reports in which he 
looked at recent trends in the numbers of registered light-duty vehicles in the 
United States and the corresponding distances driven.

Comments: Be the First to Comment
Filed Under: HispanicMPR
Tags: drivers united states peak, driving trends united states report, Has Motorization in 
the U.S. Peaked, Michael Sivak, U.S motorization study

Social media influencer discusses what 
can go wrong with QR codes

Posted by Elena del Valle on November 15, 2013

QR Codes Kill Kittens

Photos: Wiley

A quick response code or QR code for short is a type of bar code that requires 
a smart phone and an app to read it. According to Wikipedia, it is a kind of two-
dimensional barcode that can be read optically by a machine. It is used to read 
information. If the app is able to read the QR code it was made correctly. Once 
the app reads the code it should lead the user to a mobile device friendly link or 
website.

QR codes have become common marketing tools, appearing on products, 
billboards, bus stops and so forth. The problem, according to Scott Stratten, 
president of UnMarketing, is that most QR codes don't work. He believes it is 
because many people are too focused on using codes without paying enough 
attention to functionality. He proposes that if it mattered people would make 
sure they worked when they launch them. 
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Scott Stratten, author, QR Codes Kill Kittens

“If you knew that your terrible business decisions could cost a kitten its life, 
would you still do it? Of course not. No one wants to hurt a kitten, and no one 
wants to damage their own business through easily avoidable mistakes. The 
trick is, knowing which things are the wrong things to do,” Stratten said.

To make his point he wrote QR Codes Kill Kittens: How to Alienate Customers, 
Dishearten Employees, and Drive Your Business into the Ground (Wiley, $18), 
a 196-page hardcover small book focused on what goes wrong when QR codes 
don't work.

The four color book is easy to read and often humorous. It includes photos on 
almost every page. It is divided into four sections designed to showcase why 
QR codes represent what’s wrong with business today including; They Don't 
Work, Nobody Likes Them, They are Selfish and They Take Up Valuable Time 
Better Spent Elsewhere. Stratten, ranked among the top online influencers by 
Forbes.com, is also author of Unmarketing.

Click to buy QR Codes Kill Kittens

Comments: Be the First to Comment
Filed Under: Books
Tags: QR Codes Kill Kittens, Scott Stratten

First novel of Catalan author released 
in US

Posted by Elena del Valle on November 8, 2013
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Lost Luggage

Photos: Atria Books / Marble Arch Press

Jordi Punti, a writer and translator, and a contributor to the Spanish and 
Catalan press, was rewarded with recognition when he released his first novel. 
Lost Luggage (Atria Books / Marble Arch Press, $16), published in English in 
paperback and e-book editions in October 2013, was translated into 15 
languages, and won the Spanish National Critics’ and the Catalan Booksellers 
prizes. Prior to this title Punti published three books of shorts stories.

In the 440-page book, Cristofol, a young Barcelona resident, is informed by the 
police that his father’s flat has been abandoned and its owner is missing. The 
man who vanished, a truck driver, left Cristofol and his mother 20 years earlier. 
At the apartment he had never heard about Cristofol finds a list of names 
belonging to his half brothers Christof, Christophe, and Christopher. He 
contacts them. None of them was aware that he had half siblings from a 
common father. None of them had seen his father in many years.

Jordi Punti, author, Lost Luggage

Although they live in different European cities they decide to meet for the first 
time. They wonder why he abandoned them and why they have similar names. 
In their journey to find the answers they discover a man who during 30 years of 
driving was able to escape the darkness of Spain under its former president 
Francisco Franco and to explore Europe. 

Since he received a degree in Romance Philology in 1991, Punti has worked in 
Barcelona publishing houses, and co-directed La Flor Inversa (The Inverse 
Flower), a collection of medieval poetry along with Jordi Cerdà and Eduard 
Vilella, according to lletra.net.
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Click to buy Lost Luggage
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Listen to podcast interview with Lara 
Pizzorno, MDiv, author, Your Bones, 
about bone health
Posted by Elena del Valle on November 4, 2013

Lara Pizzorno, MDiv, author, Your Bones

Photos: Praktikos Books

A podcast interview with Lara Pizzorno, MDiv, author, Your Bones (see Former 

osteopenia sufferer, doctor share natural path to healthy bones), is available in 

the Podcast Section of Hispanic Marketing & Public Relations, 

HispanicMPR.com. During the podcast, she discusses her book and bone 

health with Elena del Valle, host of the HispanicMPR.com podcast.

A member of the American Medical Writers Association with 29 years of 

experience writing for physicians and the public, Lara is editor of Longevity 

Medicine Review as well as senior medical editor for SaluGenecists, Inc., and 

Integrative Medicine Advisors, LLC. Your Bones was recently translated into 

German and Polish.

She is contributing author to the Textbook of Functional Medicine, articles for 

Integrative Medicine: A Clinician’s Journal, and Textbook of Natural Medicine; 

lead author of Natural Medicine Instructions for Patients; co-author of The 

Encyclopedia of Healing Foods; and editor, The World’s Healthiest Foods 

Essential Guide for the healthiest way of eating.

To listen to the interview, scroll down until you see “Podcast” on the right hand 

side, then select “HMPR Lara Pizzorno, MDiv” click on the play button below
or download the MP3 file to your iPod or MP3 player to listen on the go, in your 

car or at home. To download it, click on the arrow of the recording you wish to 

copy and save it to disk. The podcast will remain listed in the November 2013 

section of the podcast archive.
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Click to buy Your Bones
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Corporate manager shares insights of 
year at WordPress
Posted by Elena del Valle on November 1, 2013

1

The Year Without Pants

Photos: Jossey-Bas

Scott Berkun, a Microsoft veteran with a corporate background who had 

authored four books, wondered whether he would follow his own advice if he 

were back in the workforce trenches. An opportunity to test his theory arrived 

when he was invited to lead a team of programmers at WordPress.com from 

2010 to 2012. He agreed on condition that as a participatory journalism 

exercise he would write about his experience and the lessons he learned.

In The Year Without Pants and the Future of Work (Jossey-Bass, $26.95), he 

outlines the highlights of the experience as he saw them. He includes a behind 

the scenes look at Automattic, the firm he thinks drives WordPress.com's 

success. The 258-page hardcover book published in 2013 is divided into 24 

chapters.
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His biggest challenge the author said by email was that "As an expert I had to 
put my expertise to the test, and find out: what of my own advice do I practice? 
And how will I adjust to a workplace with no email and no offices?"

Scott Berkun, author, The Year Without Pants

Every month 396 million people view more than 14 billion pages in 120 
languages at WordPress.com. As of this writing, there are 72 million blogs 
around the world; users produce 36 million new posts and 62 million comments 
per month, according to the company website. He believes other businesses 
can take advantage of the insights he gleaned first hand from working there.

"I learned the future of work can be wonderful if managers are willing to 
reevaluate what's possible, based on the examples WordPress.com has 
provided," he said when asked what was the biggest reward he received from 
the project.

In the book, he explores workplace issues at WordPress.com such as how he 
thinks the company's decentralized workplace, relying on 170 employees in 70 
different cities, is creative and productive. He draws attention to the company's 
“culture of self-sufficiency and experimentation.”

And he considers how the use of blogs, chat and Skype in lieu of email to 
communicate make it efficient. It's possible, he says in the final chapter, that 
technology companies like Automattic are returning work to its roots and away 
from the absurdity of work that exists in many white collar environments; and 
that they might return some of the meaning of work the business world has lost. 

Click to buy  The Year Without Pants

Comments: Be the First to Comment
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Management consultants share views, 
findings on creativity patterns, problem 
solving
Posted by Elena del Valle on October 25, 2013

Inside the Box: A Proven System of Creativity for Breakthrough Results

Photos: Drew Boyd, Jacob Goldenberg

Innovation is likely when working in a familiar world with tools that foster our 
creativity, say Drew Boyd and Jacob Goldenberg. They're convinced inventive 
methods follow common patterns or Systematic Inventive Thinking (SIT) in use, 
according to them, by hundreds of companies. They also believe creativity is a 
skill anyone can learn and perfect.

In Inside the Box: A Proven System of Creativity for Breakthrough Results
(Simon & Schuster, $28.50), a 257-page hardcover book published this year, 
they outline their approach and the characteristics of SIT.

"Research has shown that just telling people to 'think outside the box' does not 
improve their creative output. It does not give people the cognitive instructions 
how to generate an idea," said Goldenberg by email in response to the question 
of thinking outside versus inside the box. "Instead, it prompts people to stray far 
away from the problem in unconstrained ways. This is both inefficient and 
highly unlikely to generate a creative solution. On the other hand, research 
shows conclusively that constraining one’s thinking, inside the box, with fewer 
options and tight boundaries prompts far more creative output than 
unconstrained thinking. Limiting the brain’s options makes it work harder to find 
a creative solution."

The book project took two years to complete while development of the SIT 
lasted four years, and the work in the field took more than 12 years, he 
explained. In the book, the authors discuss five problem solving techniques: 
Division, Subtraction, Multiplication, Task Unification and Attribute Dependency. 
By removing something that had previously been thought essential a product or 
service may be adapted for a new use, according to the Subtraction technique. 
By dividing a component out of an existing product or service that initially 
seemed not to function it may be possible to transform it into something 
productive, according to the Division tecnique.
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In Multiplication, a part of a product is copied after being modified. Bringing 
tasks together into one component of a service or product is Task Unification. 
Usually the component had been previously thought to be unrelated to the task. 
When two or more attributes initially thought unrelated are brought together 
successfully there is Attribute Dependency, the authors say.

Rather than start with a problem and seek solutions they suggest the opposite. 
"Let me tell you a secret: consumers don’t care if the problem was defined first 
and then a solution was found, or the opposite way. All they care about is if 
they have a new solution to a meaningful problem," said Goldenberg.

Drew Boyd and Jacob Goldenberg

"However, the latter direction is much more effective for creative (only creative) 
ideation. Psychology researcher Ronald Finke and his colleagues discovered 
that people hold inside their head an ambiguous, pre-inventive form the instant 
before generating an idea. People essentially start with a configuration in their 
head and then seek ways to make that configuration useful. They called it 
Function Follows Form. They also concluded that people are better at this 
direction of thinking. They are better at searching for benefits for a given 
configuration (starting with a solution) than they are finding the best 
configuration for a given benefit (starting with the problem). The method, SIT, 
structures your creative thought processes to first create these configurations in 
your head, and then it leads you to find a benefit for that configuration. Done 
properly, you end up with a creative idea."

Boyd is executive director, Master of Science in Marketing Program, and 
assistant professor,  marketing and innovation, University of Cincinnati. Prior to 
that he worked for Johnson & Johnson, United Airlines and was an officer in the 
United States Air Force. He dedicates his time to the fields of innovation, 
persuasion, and social media.

Goldenberg is professor, marketing, School of Business Administration, 
Hebrew University of Jerusalem, and visiting professor, Columbia Business 
School and the Interdisciplinary Center-Herzliya (IDC). His research focuses on 
creativity, new product development, diffusion of innovation, complexity in 
market dynamics, and social network effects. The company he established with 
his partners, which created the SIT system, works with more than one hundred 
companies worldwide, from the United States to Argentina to Kazakhstan.
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