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028 MULTICULTURAL MARKETING

-emember their roots with affection. The scope for clever, creative and
nexpensive campaigns that can capitalise on such sentiments is enormous.

Some major companies, led by Telstra, MBF, St George and other
najor banks, do have a corporate mandate focused on building brand
strategy to multicultural Australia. SBS Television naturally excels at it,
ind most sectors of governments now do it almost automatically, and
argely do it well. But these are the exceptions that show how it should be
lone to the majority who aren’t doing it at all. It seems for their multi-
zultural marketing efforts the majority of companies deserve a solid ‘F’.
And that’s a pity, because they could be making a real impact.
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BACKGROUND

Australia’s multicultural audiences have expanded to a point where they
spend in excess of $75 billion annually across all consumer categories.
Toyota recognised the potential of sectors of this audience but realised
that existing brand campaigns at a national, regional and local level would
not be as effective towards ethnic audiences as a tailor-made campaign
with appropriate cultural content that ranged beyond being a matter of
language. MMG was briefed to develop a campaign for the new Toyota
Camry targeted to the Chinese audience, because of this audience’s strong
growth rate in new and skilled professionals. The task was to tailor a cul-
turally and linguistically relevant campaign to attract Chinese consumers
to the new Camry and build a long-standing affinity with the brand.
OBJECTIVE

The objective was to position the Toyota Camry as a best-in-class model
with an extra technological edge that makes it an ‘intelligent car’. In line with
the values of Asian communities, the campaign was designed to emphasise
quality; technical features and value for money, and — above all — family.
STRATEGY

Family became the central part of the communications strategy to acti-
vate the target audience in a traditionally low sales period of July
through September. Messaging was developed with strong word of
mouth and online components, as well as extensive use of PR, media
launches and endorsements from respected Chinese media identities.
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& TOYOTA CAMRY
oh what a feeling!

As Multicultural Marketing Group managing director Sheba
Nandkeolyar notes, multicultural audiences have different lifestyles, vary-
ing cultures, differing purchase drivers and buying habits to native-born
Australians. All these transcend language and simply can’t be addressed
via a translation of a mainstream piece of communication. “By adopting
the ‘one size fits all’ strategy, a marketer could be missing out on connect-
ing with this rapidly growing target audience in Australia,” Nandkeolyar
says. “They may listen, read or hear the ‘one size fits all’ message — but
they will not respond to the call to action, as the communication drivers
used may not be perceived as personally relevant.”
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Other components were web banners, online coupons, radio and press
advertising. A $188 petrol voucher was also offered as an incentive.
RESULTS

Market feedback indicated that the promotion was very well received by the
Chinese community. Being a highly price-savvy and information-savvy
community, the $188 petrol voucher was a good incentive. The enthusiastic
partnership response from the media leaders was very positive, leading to a
dollar value in PR coverage of about $35,000 across the campaign period.
The achieved actual sales far exceeded the target specified for the campaign.
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