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EXCLUSIVE INTERVIEWS:
IBM'S DIANE BRINK
ABC’S MIKE SHAW

WHY YOU SHOULD CONSIDER
VALUE-BASED COMPENSATION

MAGIC JOHNSON'S SECRETS FOR
REACHING THE URBAN CONSUMER
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Multiculturally Speaking

The New Mainstream?

{:’,« With more @

companies placing
a greater emphasis on
multicultural marketing,
the future looks bright.
Or does it?
Five industry experts
share their perspectives

By Lynn Russo Whylly
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LINDA DE JESUS-CUTLER
“hief operating officer and
president, the Bravo Group,
Hispanic marketing
communications division
of Young & Rubicam
(WPP Group)

CYNTHIA PARK
managing director, Kang &
Lee Advertising, the full-
service Asian American
marketing division of Young
& Rubicam (WPP Group)

YOLANDA ANGULO
director of multicultural
marketing, Kraft Foods

Inc., client of the

Bravo Group

IT'S NO WONDER multicultural marketing is gaining significance within organizations every
day. Consider these facts: Both the U.S. African American and Hispanic consumer
markets are already larger than the entire economies (in gross national product) of all but
1ine countries in the world, and by 2010, their combined spending power will exceed
the GDP of Canada, according to the Selig Center for Economic Growth at the Univer-
sity of Georgia. Moreover, the buying power of the U.S. Asian community is projected to
quadruple between 1990 and 2010, the center reports. For forward-thinking marketers,
the challenge is to better understand and cater to the cultural nuances of diverse
audiences that are critical to building long-term brand equity. The Advertiser spoke with
five multicultural marketing experts to get their thoughts on how to successfully reach
fistinct cultural groups and what trends marketers can anticipate in the coming years.
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BILL CHERRIE
vice president of
multicultural marketing,
Pernod-Ricard USA,
client of Kang & Lee
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HOWARD BUFORD
president and CEOQ, Prime
Access Inc., full-service
multicultural marketing
agency focused on the
Hispanic, African
American, and gay/lesbian
communities

Which industries are most involved with
multicultural marketing? Which ones are
lagging behind?

DE JESUS-CUTLER: Insurance, hotel, and
travel are all categories that don't have
depth in the Hispanic market. And luxury
goods. They think Hispanics don't have
the disposable income, but that’s not true.
PARK: Retail (including home improvement)
is one example of an industry that is very
involved with multicultural advertising. Wal-
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