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Overview 

�  Ethnic groups make up approximately 38% of  the U.S. – 
the majority: Hispanics, African Americans and Asians 

�  Many brands in the U.S. do not have the resources or 
cultural understanding about how to cater to a variety of  
world cultures and communities based in the U.S. 

�  With proper staff, training, focus and motivation, 
companies can dramatically increase customer growth and 
long term revenues for U.S entities 



Ethnicities in the U.S. 

�  Race vs. Ethnicity 

�  Race = person’s physical appearance based upon genetic ancestry 

�  Ethnicity = cultural factors, including nationality, regional culture, ancestry and 
language; share linguistics and religious traits and much more as part of  community 
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Defining Culture 

�  Culture is defined as the characteristics and knowledge of  
ethnic communities 

�  Culture includes social habits, religion, language, music, 
food, arts, education, beliefs, customs, practices and more 



Cross Cultural Differences 

�  The term cross cultural implies interaction with people of  different 
cultural, ethnic, age and class backgrounds  

�  Cross cultural communication is a form of  global communication 
which describes how people of  different cultures communicate and 
interact with each other in different ways among themselves 

�  When planning marketing strategies, not everyone can be bucketed 
under one general market group, but must be targeted based upon 
their cross cultural differences – to have any kind of  impact to the 
bottom line 



Key Challenges 

�  Balancing standardization with customization 

�  Lack of  cultural understanding & globalizing on a local level 

�  Change management and commitment within all departments 

�  Budget allocations & team resources to focus on ethnic segments 

�  Brands’ willingness to assimilate to cultures and adapt branding 
strategies to adequately reflect consumer preferences 

�  Prioritizing key markets over smaller but more impactful ethnic 
segments within the U.S. and regionally 

�  Investment in targeting ethnic segments via e-commerce to broaden 
reach and sales within the U.S. and worldwide 



Cultural Impact for Brands 

�  U.S. is a melting pot with many cultural differences – and 
targeting ethnic groups can make or break a customer 
growth strategy 

�  For brands who learn the nuances of  cultures and how to 
integrate them, without sacrificing brand integrity – the 
payoff  is substantial 

�  The challenge is to correctly target customers by cultural 
experiences and to balance very different cultures with 
general market strategies 



Business Considerations 

�  Lack of  catering to niche markets could jeopardize customers’ 
ability to connect long-term and be loyal customers 

�  Companies must training, motivate & empower all employees 
involved, especially the multicultural project teams 

�  Brands must conduct design thinking for products with cultural 
experience in mind and provide culturally-relevant impressions 

�  Businesses have to focus on key aspects for customer growth: 
competitive pricing, promotions, product needs, customer care 
& competitive presence 

�  Biggest challenge: catering to all customers in a relevant way 
with respect to economies of  scale and customer growth 



Marketing Resources 

�  Support from all company departments 

�  Professional experts to target niche segments 

�  Resources to adequately reach most impactful segments 

�  Willingness to test and learn  

�  Comfort zone with brand integrity to modify creative, 
messaging and other marketing components 

�  Ability to build partnerships 

�  Commitment to long-term investment 



Culturally-Relevant Marketing Essentials 

�  Know your target markets and cater to them without giving up global 
brand investments 

�  Understand the cultural nuances:  

�  Must integrate into communities, understand levels of  acculturation in 
footprint, target to cultural customs – to drive interest, loyalty and long-
term commitments 

�  Test campaigns in language, bi-lingually, and English only to different 
ethnic groups for crucial learnings 

�  Know the value-add for each ethnic segment 

�  Find quickest, fastest and most relevant means of  media 

�  Connect to prospects with mobile and social partners 

�  Build cultural relationships with customers 



Marketing Essentials cont… 

�  Invest in data to understand customer attributes (levels of  assimilation and 
acculturation, demographics, cultural nuances, as well as regional opportunities) 

�  Understand your multicultural audiences and how they research before buying, 
comparison shop and make purchasing decisions 

�  Show cultural understanding by catering to cultural beliefs, customs, practices of  
ethnic communities 

�  Weave culturally relevant creative & messaging into the cultural fiber 

�  Communicate in their language, whether native or English 

�  Embrace general market similarities while catering to niche segments 

�  Know what makes ethnic segments tick, to market competitive key differentiators 

�  Get involved in/support communities and be honest and forthright, to drive 
loyalty 



Long-Term Approach 

Plan	of	Action	

Product	 Sales	&	Marketing	 Customer	Experience	 Targeted	Promotional	Offers	

•  Provide the most valuable/ 
compelling/exclusive in-
language product experience 

•  Enable ethnic communities to 
stay connected with their 
home countries with products  

•  Offer a next-gen user 
experience catered to cultural 
relevancy 

•  Highlight the benefits most 
relevant to targeted segment 

•  Provide culturally relevant 
communications multicultural 
groups can connect with 

•  Create stronger buying 
experience for ethnics 

•  Communicate to ethnic 
segments in most impactful 
culturally-relevant manner 

•  Provide more in-language 
communications for product 
awareness & education 

•  Offer more product and 
company experiences in 
native languages 

•  Drive customer satisfaction 
and enhanced experiences 

•  Gain trust & long-term 
commitment in cultural 
approach to experience 

•  Provide fun, memorable 
experiences to drive word of  
mouth customer additions 

•  Increase value-add in any 
special offers while providing 
choice in offers 

•  Add longer terms for 
promotions but drive urgency 

•  Maintain competitive parity 
with offers 

•  Cater to pain points in offers 
to gain customer growth & 
added revenue 

�  Align your global brand to U.S. cultural needs, while balancing key differentiators and approach to general 
market needs – to ultimately gain new customers, increase level of  existing customer purchases, gain more 
revenue & drive long term relationships 



Budget Considerations 

�  Biggest challenges:  

�  Top down buy in from senior management regarding budget allocations 

�  Resources to manage general market vs. multicultural product design & marketing 
campaigns 

�  Ability to reduce marketing costs between general markets and multicultural 
budgets 

�  Risk of  standardization with messaging, creative, media outlets and special 
promotions 

�  Solutions 

�  3rd party partnerships 

�  Test & learn 

�  Digital & social approach 



Risk to Plans 

�  In an effort to meet goals and maintain brand identity, a smart approach to gain and keep 
customers requires multi-levels of  targeting, engagement and building levels of  trust 

�  Risks in addition to standardization without customization: 

 
1.   Lack of  prioritization, resources for ethnic outcome to 

be greater 
•  More team resources to focus on ethnic opportunities 

where most impactful 
•  Need for annual budgeting/forecasting, itemizing out 

revenue, impact separately 

2.   Lack of  connection to customers via loyalty efforts 
•  3rd Party Partnerships to drive engagement driven by 

culturally-relevant tactics 

3.   Lack of  culturally-relevant efforts 
•  Create more niche offers created solely for segment 
•  Avoid direct translations 
•  Target more directly vs. via GM integration 
•  Speak/create culturally 

4.   Lack of  value-add in products & offers 
•  Highlight key benefits of  product 
•  Spell out savings to customers 
•  Customer service 
•  Customer save tactics to show interest in customer 

5.   Lack of  trust in multicultural communities 
•  Stronger presence in community 
•  Educate vs. advertise 
•  Chat about products on social vs. promoting 
•  Blog about community vs. new services 
•  Support ethnic charities or a cause 
•  Partner with ethnic orgs, local stores, etc. 
•  Build relationships on video & social posts 
 

6.   Lack of  Top Down Buy in From Sr. Management 
•  Resources 
•  Budget Allocation 
•  R&D 



Successful Global Brands with  
Local Cultural Focus 

�  Successful brands, whether targeting globally or ethnically in the 
U.S. recognized the different customer needs and adopted their 
brands to the preferences of  customers 

�  Brands that manage a strong balancing approach include: 
�  Nike 

�  Ethnic integration within U.S. marketing campaigns 

�  Unilever 
�  Relevant product design with smaller sachet products 

�  Verizon Wireless 
�  Drives loyalty through grand community support 

�  Coke 

�  Inclusive marketing 



Customer Growth Journey 

�  Cultural approach to differences can define brand success 

�  Brands must appreciate and react to cross cultural differences 

�  Adopt branding to ethnic cultures without compromising brand integrity 

�  Use targeted media outlets to creatively and culturally target 

�  Invest in data to gain cultural knowledge 

�  Design products with ethnic groups in mind 

�  Ask customers what they think 

�  Support their interests, communities, charities, education – for solid loyal 
customer payback 

�  Help customers understand the benefits to them by educating vs. advertising 
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