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Canada’s
mosdic
for growth
Bank leads charge
in carving a share
of lucrative market
BY SINCLAIR STEWART
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ENLEY TANT (FR A TRIE TU0NE AT Rag)

Chief marketing officer Dom Mercurd chairs a diversity committer ot TD Bank.

TD growing with immigrant customers

TD from page B1

Among people with South Asian
backgrounds, TD Canada  Trust
held 43 per cent of the marker —
more than Canadian lmperial Bank
of Commerce, Royal Bank of Cana-
da and Bank of Nova Scotia com-
bined., TD was also Mo, | among
Chinese Canadians, with a 25-per-
cent share,

T s alsoachear Bvourite among
immigrants who have been in the
countey less than 10 years

“TD has done a lule it more, a
lintle bit more aggressively, particu-
larly with the South Aslan commu-
nity,” said Kaan Yigit, who direcred
the diversity study for SRG. *If you
have a leadership position with the
fastest-growing  segments, you're
going w0 get disproportionate me-
wards il you can maintain these ne-
lationships.”

These rewards, especially for
banks scrounging for growth on
their home turf, cowld be huge. lm-
migration accounts for nearly 70
per cent of Canada’s population ex-
pansion; ane in five Canadians is
expected to belong to a visible mi-
nority by 2017, New Canadians ane
also much younger, and many tend
to b hlghly educatsd.

T has seen the demographics,
and plans to almost triple s ethnic

marketing budget this year, said
chiel marketing officer, Dom M-
curi, The bank has always placed a
heavy emphasis on the Chinese
mirked, but has become much
more active with the South Asian
community, rmecently sponsoring
television coverage of India-Paki-
stan cricket matches,

“In ks ohve futuire: You just have go
go to the Statscan Web sive,” aid
M. Mercuri, who chabrs a diversity
commitiee within the bank. "t is a
huge opportunity. Bui iis one of
thoseopportunities that ifyou domn’
capture the growth segment now,
organizations will see their custom-
er base epode”

The challenge is that dyese imumi-
grants often arrive with no brand
preference, no banking relation-
ships, and noe credin profile — oneof
the reasons that companies such as
VFC, which services people with Li-
the or no credit profile, can help TD
make another point of contact with
niew Canadians,

“As a catlegory, baanks have ﬁl,lﬂ'ﬂ
oo this faster than anyone else,”
said David Imnds, whose Tomonto
advertising agency, Fat Free Ine.,
speciilizes in the South Asian mar-
ket, "Within the banking spectmum,
T certainky looks to be the mosit
active. [T ] had to draw a distinetion
Between it and the other banks, it's

that TT¥ has both feet in the water,
whereas the other banks tend o be
Juist dipping their toes,”

Part of TINs success with minor-
ities, however, may have linle 1o do
with its ethnic targetng efforts. In-
decd, some simply atribute the
bank'’s growing share of the ethnic
miarket to its marketing-driven cul-
ture, a residue of s merger with
Canada Trust in 1999,

While sther banks may have his-
torically focused mone on customer
retention, the srmaller Canada Trust
waas forced to hunt aggressively for
MEW CLISITAETS.

It pioneered longer banking
hours (a popular draw for immi-
granis, Mr. Mercuri said), used
lohnny Cash as a spokesman for its
eponymous aulomated bank ma-
chines, and gave away cars. The tra-
dithon has continued at TD, which
recently has given out iPods,

In other words, T has become
good at getting new customers: it
just so happens that an increasing
numbser of these customers ane now
oy Caunandan, *1'd sy that what we had
at Canada Trust, and (o some extent
at T, we were always the linle
guys,™ b Mencwrd said. “We always
had to be aggressive and drive for
growth, and 1'd say that's contin-
ued. Some of the others may not
have fecused as much that wany”



