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Missing
the Boat

Some national advertisers are ignoring ethnic media and missing
out on high-potential immigrant markets because they won't

spend $19 BY CHRIS POWELL

ensus data and research studies con-

firm it: A "new Canada” is emerging,

We no longer embody the global

stereolype of a nation of hockey lov-

ing, poutine-cating, lumberjackel-

weanng hosers. We're vounger. Better
coducated. And we like baskethall.

I'he reason tor Canada’s changing makeup, say
researchers, is a steady influx of immigrants-about
one million every four vears. According to the 2006
Census, two-thirds of Canada'’s population growth
from 2001 to 2006 was attributable to “higher levels
of immigration.” By camparison, LS. population
growth in the same time frame was primarily due
to “natural increase.”

And while new Canadians turm to mainstream
media becanse it offers what Toronto research firm
Solutions Research € sroup (SRG) calls a “window to
anew world,” they also rely heavily on ethnie media
ter imeet their desire for information and entertain-
ment in their native language.

The Ottawa-based Media Awareness Network
counts 14 full-serviee ethnic radio stations, plus
another 60 mainsteeam stations that include ethnie
programming in their schedules; 250 newspapers
representing H) cultures, including seven non-Fng-
lish dailies, and a "fli wirishing” ethnic TV market
that includes more than 50 conventional and spe-
‘."i..t][". SCTVIUDS,

That fails to take into account interaetive venhires
such as Toromto-based Jump TV, which aggregates
02TV channels from 75 countries and makes them
available over the Internet, IP-cquipped TVs and
browser-enabled cellphones. The company had
34,145 subseribers as of June 30,

“Without a doubt, ethnic media will play a more
important role going forward given the immigration

Canadian

trends,” says SRG founder and |m~k!c|vn| Kaan Yigit.
“For New Canadians, ethnic media acts as a bridge—a
blend of Gamiliar and the new, But ethnie media is
no longer just radio and TV, Internet i playing an
incressingly significant role.”

SROGs "Daversity in Canada” study-based on
interviews with 3,000 people 15+ from six distinel
population groups (Chimese, South Asian, West
Asian, Hispanic, Walian and Black Canadians) in
Toronto, Montreal and Vancouver—calls the Internet
a "lifeline” for new Canadians that is increasing in
relevance. For example, while 1% of the general

population in Toronto™Montreal Vancouver owns a
hiome computer according to SRG research, 4% of
the Chinese population and 52% of the South Asian
population in those markets are connected.

And while Internet ventures like Jump TV by to
develop a viable advertising model (advertisingfsmadi-
cated-related revenue accounted for just 120,000 of
its UUSS1 million in second quarter revenues), estal-
lished ethnic media like TV and print are actively
soliciting ad dollars from national advertisers.,

“[New Canadians| represent an andience that
advertisers shoull really want to communicate with,”
says David Frattini, director of business develop-
ment, business venhuares for Star Media Group, a
division of Torstar Corp. “They're educated, they
have great income potential, they're vounger than
Canadian-borm eitizens and they have larger fam-
ilies. As a demographic, these peaple are a lucrative
aundience.”

Among Star Media Group's properties are the

Canadian Immigrant
| and RTVE; just two
= of the hundreds of
| ethnic media sources
in Canada

Chinese-language daily Sing Tao and Desi Life, a
new glossy bi-monthly catering to Toronto’s South

Asian commumnity. Last December, Torstar pur-
chased Canadian Immigrant, o Ii|m:'-_1'|_';|:|-t||d Vian-
couver publication billed as a “how-to™ manual for
FECW T ran s,

Star Media Group launched a 50,000-circulation
loronto edition of the monthly publication this
summer-the Vincouver edition has a circulabion
of 30 000-and is looking to launch an Alberta edi-
tion carly next vear. There are also what Fratting

| calls “ambilious E’l'”"l- for the Canadian Immigrant

“FOR NEW CANADIANS, ETHNIC MEDIA ACTS AS A BRIDGE
—a blend of familiar and the new,” says Kaan Yigit, founder and
president, Solutions Research Group

wehsite (thecanadianimmigrant.com), which he
calls a “critical” component

Mew Canadians represent an emerging Oppor-
tunity for advertisers, savs Frattini. “These are con-
sumers that have a elean slate in front of them,” he
observes, "Lots of their purchase decisions are going
to be frst-time pure hase decisions: what bank do |
use, what cellphone service provider do 1 use, wha's
the local retailer that | establish an affinity for?”
Education has also emerged as the leading category
for Canadian Immigrant, since many new arrivals
to the coumntry are keen to upgrade their language
andl job skills.

Yel according to the *Diversity in Canacla”™ study,
32% of people agreed with the statement: *1 rarely
see advertising messages intended for me”

And while national advertisers frequently crow
about their so-called “multicultural” marketing
strategies, one sales executive for an ethnic broad-
caster complains that “multicultural” is too often
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a euphemism for Asian-oriented advertising. This
despite the fact ethnic groups such as Germans
(2.7 million people according to the 2001 Census),
Nalians (1.3 million )} and Ukraimians (1 million) all
comprise a significant amount of the population,

Onie broadcast group catering to these and other
ethnicities is Ethnic Channels Group, a three-year-
old Toronto company that operates 12 multicul-
tural TV channels and has been granted Category
2 licences for 41 other services (meaning that cable
and satellite companies can carry them at their dis-
cretion). The 12 existing channels are carried by
five cable companies, among them Rogers Cable
and Bell ExpressVu,

Apart from CRTC-mandated Canadian content,
Ethnic Channels Group's services offer program-
ming from international channels that director of
national sales Gil Koren describes as “the equiva-
lent of the CTVs and CBCs" in those countries.,
Among its services are Russia’s RTVi, the Arabic
channel Abu Dhabi TV and the Greek channel
Mega Cosmos. “For the immigrants coming here,
these are very well known, well-branded popular
channels,” says Koren,

According to Ethnic Channels Group'’s internal
research, 458% of its subscribers watch no English-
language TV, while 61% rate commercials as a “good
to excellent” source of information on products and

Multicultural media:
by the numbers

74”

Chinese Canadians age 30-49 whao consume TV, radio
and newspapers produced in their nathe language

%

Chinese Canadians born in Canada who consume T,
radio and newspapers produced in their native language

67"

South Asian Canadians age 15-29 who consurme TV
radio and newspapers produced in their native language

35%

South Asian Canadians born in Canada who consume TV,
radio and newspapers produced in their native language

SOURCE SOLUTHONS RESEARCH GROUE'S DIVERSITY STUDY

services. Subscribers also wateh an average of 27.6
hours of TV per week, while nine out of 10 waleh
their channels at least once a day. Koren attributes
the latter to the cost of the channels, $14.99 per
channel, per month—considerably higher than a
la carte pricing for other digital specialty services.
“Because people are paying this kind of money for
the channels, they're watching them,” he savs.
But despite making inroads with local advertis-
ers, Ethnie Channels Group is still trving to win
over national advertisers, despite what he says is an
average price of 519 for a 30-second spot.
"Mineteen bucks for a 3second spot? Clmon,
do a test. | don't understand what vou're helding
out for,” Koren implores. “You spend hundreds of
thousands of dollars on mainstream media, ['m not
even talking about 1% of that. Give us a 100th of 1%
and just see what kind of response you're getting.
That's not happening, and it's pretty frustrating.”
SRGTs Yigit savs new Canadians have “limited
knowledge” of Canadian brands for the first five
ter seven vears after they arrive, meaning that inter-
national brands with a global marketing footprint
have a considerable advantage. He savs marketers
need to think of new Canadians in the same way they
think of young Canadians: “They don't vet have set
brand preferences in many categories, And reaching
oul to them early is a long-term pla.” m



