	[image: image1.png]



	


	


	


	


	[image: image6.png]





	[image: image7.png]" Search Strateqy Articles.




Top of Form

[image: image8.wmf]

  Search


Bottom of Form




[image: image10.png]




[image: image11.png]strategy

boldvision brand new ideas










	





























[image: image23.png]
















	[image: image28.png]



	Welcome, Guest [Sign In]




[image: image30.png]



August 14, 2000 - Strategy Magazine
Special Report

Multicultural Marketing
Western Union grows with grassroots efforts
Villager program targeted seven key ethnic groups where they live






by Wendy Cuthbert
page 20

Continued from previous page
"Western Union is earning its bars and stripes," she says.
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Out-of-home a rarity in ethnic campaigns
Not as efficient as print or radio, say experts

The Villager program created by Western Union to target ethnic communities is unusual for a number of reasons - not least because it employs out-of-home, a medium that rarely figures in multicultural advertising plans.

Most clients just don't consider out-of-home targeted enough, says Justin Poy, president of Justin Poy Media in Toronto.

If you run in-language ads on Chinese radio or in an Italian newspaper, you have the assurance that you're reaching the desired audience, he explains. But a billboard in Chinatown or Little Italy doesn't bring the same guarantee, so there's the potential for a good deal of waste. And given that multicultural marketing budgets tend to be pretty tight, advertisers are more likely to opt for those media that deliver the biggest bang for the buck, Poy says.

Developing unique creative for an ethnic out-of-home campaign that may only consist of three or four postings also goes against economic common sense, he adds.

It is, of course, possible just to do direct translations of existing English-language ads, but that approach - while relatively inexpensive - "defeats the whole purpose of multicultural advertising," Poy says. Bilingual posters, on the other hand, are sometimes a viable option.

For those clients that do see potential in out-of-home as an ethnic marketing medium, the tools to develop campaigns are readily available. Outdoor advertising supplier Mediacom, for example, has a mapping service that enables advertisers to zero in on specific ethnic neighborhoods in Toronto, Montreal and Vancouver.
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