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The Multicultural Environment
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http://www.youtube.com/watch?v=ELqoPdryti8

Canada is Changing

QO ROGERS



Immigration: Quick Facts

Approximately 250,000 new immigrants every year
Approximate 60% of immigrants settle in Ontario

Immigrants arriving today are well educated and highly skilled
USA = assimilation, Canada = diversity

Canada has been built by immigrants
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Source of Immigration to Canada (2007)

Asia & Pacific 46% Africa & Middle East 22%

Region of birth of recent immigrants to Canada, 1971 to 2006
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Implications to Canada

Change in Total Population in Canada, 1976-2051
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Sources: (1976-2008) Statistics Canada, Annual Demographic Statistics
(2008-2051) HRSDC - SPRO, Labour Market and Skills Forecasting and Analysis Unit,
2006 Reference Scenario
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Implications to Business

Where English is the second language... and even the third

Inthese highlighted areas, non-official languages cutnumber Englsh a5 the mother tongue

Brampton Woodbridge

Mare ltalian

Markham/Agincourt

More Cantonese Chinese

The language quilt

By Catherine Farley and Damian Listar/TORONTO STAR

English is still, by far, the first language across Greater Toronto. But strip away that blanket of
dominance and a colourful patchwork emerges, showing where newcomers from around the
world chose to settle. The map shows the most prevalent mother tongue after English in more
than 1,000 neighbourhoods across the GTA, as revealed by a Star analysis of 2006 census data

Some discoveries

& English is the second language in 47 of the GTA's 1,076 census tracts
® English is in third place in 7 tracts in Agincourt, on Toronto's northern edge ~ =
® In 57 tracts, 70% or more of the population has a non-English mother tongue f.,‘,'(','),‘.’:'v';(.:';“
® The preponderance of English as a mother tongue is 90% or more in 42 census tracts OF taoTHER TO
® In 200 tracts, more than 30 distinct mother tongues are spoken by 15 or more people

— the minimum number of speakers required for a language to count in the census Geargina

® In 13 tracts, there are more than 40 mother tongues
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Implications to Marketers

Usefullness of Information In Language
N

92% 28%

Chinese

soutn san (RN~ 2% |
West Asian/Arab 21%
= All >50%

Hispanic 21%

Italian 21% 30%

B Very useful O Somewhat useful

Q: When it comes to government information and forms, how useful would it be to you personally if the government provided information in your first
language other than English or French?

Base: Respondents Whose Mother Tongue is Other Than English/French
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Implications to Marketers — ex. media

Read any General English/French Newspaper in Past 7 Days

Comparative Benchmark:
Tor/Mtl/Van Population

79%

Chinese
South Asian 57%

Black 7%

Hispanic 73%

Italian T1%

QO ROGERS

Source: Diversity in Canada, Solutions Research Group, 2006



Implications to Marketers — ex. media

Listened to any General English/French Radio in Past 7 Days

Comparative Benchmark:

i,
Tor/Mtl/Van Population 83%

Chinese 53%

South Asian 44%

West Asian/Arab

T3% B Yes

Black 7%

64%

Hispanic

Italian T8%
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Implications to Marketers — ex. media

Watched any General English/French TV in Past 7 Days

Comparative Benchmark:

Tor/Mtl/Van Population 87%

Chinese 65%

South Asian T4%

West Asian/Arab

85% B Yes

Black

92%

78%

Hispanic

72%

Italian
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Source: Diversity in Canada, Solutions Research Group, 2006



Ethnic Media in Canada
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The Business Environment

- Areyou staying relevant to your multicultural customers?
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Some Current Players
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http://brilliont.com/blogs/id/files/2008/07/kraft.gif

Why Multicultural Marketing?

GROWTH!

Top Line

Bottom Line
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Top Line Growth

Grow sales from new markets and new businesses
Strengthen relationships with existing multicultural customers
Establish new competitive advantage

Cut through the clutter

Plant the seed for the future
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Bottom Line Growth

Extremely targeted
Relatively cheap
Measurable

Supplier diversity

Improve overall efficiencies

Sa Ve
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Great Ideas: Home Depot
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Great Ideas: Rogers

SUBSCRIBE TO THE
MOST-WANTED FILIPINO CHANNELS
AND GET DIGITAL BASIC TV FOR

$20-28

Simply sign up for any one of the channls below to enjoy Digital Basic TV
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THE MULTICULTURAL PROGRAMMING
YOU WANT, AT YOUR FINGERTIPS.
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Great Ideas: L’Oreal
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Great Ideas: Wal-Mart

PTI
Besan Flour
1.81 kg ;
#9230613. = S
Kohinoor 3
Gold Rice 67 ; 47 e 47 Cadbury
: -
10 1b./4.5 kg Bag » Anaxsanes Alry S
Plis Borus ; 4004. 1 kg Bar
each % each  #9063390. gach  #149650.
51b./2.3 kg Bag
#30225375. Patak's Red Onions* Okra*
Assorted Sauces 101b./4.5 kg Bag Product of USA
400 mL. Productof Canada orWedn
#9216695/702/9. Ontario, Canada No. 1 #9470907.
#9401842.
each 2 each 2 each 1 Ib/390kg
Great Value Rublcon 25cm
Vegetable Oil Mango, Guava, Lychee Starfrit
3L, 1L Multipan i 4
49220449, #9205265/321/9557. #1491503.
97 1 47 Tea India ;1 o ”35 Hawkins
! 216's "W e 5L Pressure Cooker
as 14.97 L
each each #30193204, 22 Was 4198 ) 1445537,
1080 5005 STEELES AVENLUE EAST, SCARBOR 416- 2961210 "ns 1900 MAJOR MACKENDE DRIVE, VALIGHAN-MAPLE*> OoN 1000 1280 STEELES AVE. EAST AWLTON"" oN 205-364-6007
3000 IR0 SHEPPARD AVE. E, SUNTE 360, AG! 416-291-4100 3150 50 QUAFSY EDGE DRIVE, BRAMPTON (N} ON 3031 165 NOKTH QUEEN STREET, ETORCOKE oN 416-239- 7000
3053 S000 HIGHWAY §7 UNITYO00A, Mo/ 3135 30 COVENTHY R, BRAMSTON (E)**v ON 354 5 G 2 oN 905-821-8150
35 1000 EGUINTON AVENUE EAST, 5C JGH" iie FOHMOND HILL SOUTH** ON 55 N o D300
e 1070 MAJOR MACKENZIE DIRIVE EAST, UNIT A, CHMOND HILL** 3145 101 EDGELEY BIVD VALIGHAN"* ON 57 3106 oN 5
3635 300 BOROLGH DRIVE. SCARBOROUIGH™ 3740 2245 ISLINGTON AVENUE. TORONTO, REXDALE** ON 4167476405 M N oN r 0027
SR 700 CENTRE ST, THORMNHILL** 5742 150 McEWAN DISVE EAST, BOLTON" ON Q05-857-7004 3654 WEST, MISSISSALIGA** oN 005-608-0922
1w G455 MSISSAUGA ROAD, BRA; 0 905-451-0307 oo 500 COPPER CREFK DRIVE, MASSHAM" ON GO5472-958 1061 MISSISSAUGA*~ N 005170688
1081 BI00 MGHWAY 27, WOOCERIDGE 9058514048 am 799 MILNER AVENUE, SCARBOSOUGH 1E1* oN A16-281-2929 3o 234 HAYS BOULEVARD, OAKWVLLE** oN 905 2575740

* Itams cely avalabie 3t Walmart Suescontre bocations. ** Indicates Walmaet Seoercontie
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Great Ideas: Canada Post

!F DIWALI ﬁ

EID Greetings .
. Veeux de I'AID

=
)
=3
o
73
S
o
=
@
<
E
S
(=)

s
-
2
=
o
E
=
=
E
<
g
g

AAAANAANAAAAAAAAANAAAAAN

AL ALALALLADLLLDL LD LDDLLDDALDLN o

\'ﬂ\\\\\\\\\\\\\\\\\\\\\\\_

ALALALAALLLALALLLLDLLALALLDLD

B

QO ROGERS



Great Ideas: Heart & Stroke Foundation
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The Do’s and Don’ts of Multicultural Marketing

Start small

Avoid "Wikipedia marketing*

Use real insights and data I:{) Relate. Create. Replicate.
Use stereotypes but don’t use stereotypes

Know your customers. Know your competitors.

Think globally, act locally

Use credible resources

Reflect the new mainstream I:> Images. Style. Language.
Measure your results

Think holistically. Think long term.

Be sincere
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Summary

1. Canadais changing — preferences are changing
2. Businesses need to stay relevant to changing demographics
3. Multicultural Marketing is all about GROWTH - top and bottom line

Relate.

Create.

238" Replicate.
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Keep in touch

bobby.sahni@rci.rogers.com
info@bobbysahni.com

n Bobby Sahni

Facebook

e bobby sahni

Twitter
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http://facebook.com/hubspot
http://twitter.com/hubspot

Questions?

Catherine Pearson
catherine.pearson@environicsanalytics.ca
416-969-2835
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