EFFECTIVE MARKETING STRATEGIES TO 
THE ASIAN-AMERICAN COMMUNITY
The Asian-American community is increasingly gaining recognition in the mainstream market with the professional success of Asian-Americans and a simultaneous emergence of Asia as a global economic power. The current population exceeding 13 million and a growth rate of about 63% in the last census, the Asian-American market is poised to compete aggressively with Hispanic and African-American markets for ethnic marketing dollars.

Even though the present population numbers are smaller than the other two ethnic groups, Asian-Americans are strategically located in the most dynamic and potential US states: 65% of  them live in the states of CA, NY, HI, TX and IL; 55% live in the metropolitan areas of Los Angeles, New York, San Francisco, Honolulu, Washington DC-Baltimore, and Chicago.
Asian-Americans form an ideal marketing segment with promising returns on investment. The community is now known for its widespread affluence, huge spending power, high household incomes, higher education levels, highest per capita incomes, business savvy, professionalism and a strong work ethic. They have generally succeeded all over the world and offer enormous marketing potential to organizations that need to tap into this fast-growing global market. We believe the next 10 years will see the mergence of Asian-Americans as the most lucrative ethnic group in the US.

Marketing Strategy

Asian-Americans constitute a unique marketplace and need to be understood and approached differently in your marketing plans. Their buying behaviors, spending patterns and marketing  responses differ not only from other ethnic groups in the nation but also within the different groups as well since this segment represents various regional and ethnic subgroups from similar, yet diverse, countries. Innovative marketing methods, like lifestyle marketing, are gaining popularity with ethnic marketers as it enables them to position and market their products around customers’ lifestyles.
Ethnic Branding

Your brand communicates the image of your company. It determines the consumers’ perceptions of your products’ quality and service. Ethnic branding with the Asian audience requires a unique approach, as the community is as varied and diversified as the geographical region itself. In spite of this diversity, there is a common thread that binds all these ethnic groups to one unified force within each community.

Media Planning and Buying

Asian media space can be confusing to some. Different media groups dominate different US regions in different media platforms. Few companies have a presence in all media and none of them seem to dominate the entire marketplace for one-stop solution. Selecting the right communication channel and media mix can thus become critical to your campaign. A combination of online, print, television, radio and event marketing are all being used today by savvy marketers. However, limited availability of budget and resources constrain efforts in selecting more than a few media channels and outlets.

Creative and Design

Unlike other ethnic groups, Asian-American market constitutes various cultural subgroups that have their own languages, customs, behaviors and preferences. The preferred means of communication among these 
Asian groups is often in their own language and media. Even within the same cultural subgroups, there are regional population subsets with their own languages and traditions. An effective Asian campaign would have individual creative products for each Asian group using in-language and in-culture materials to communicate your message to the diverse Asian audience.

    . Display Advertising – Print media present the most effective medium to connect with Asian-Americans. About 70% of the Asian population is non-native and used to reading in-language newspapers for getting their daily-weekly news and community happenings. The community has an average 9% more print leadership rates than the general population and consistent print advertising has shown to bring results from most national advertisers. Critical factors are in-language translation of display ads and cultural appeal to each Asian group.
    . Marketing Collateral – Communication pieces are vital in connecting with the Asian-American community. Since Asians largely have a preference for in-language media, the marketing collateral that they receive is also preferred to be in their own language. Companies often use a combination of English and Asian languages when developing their collateral to connect with both first- and second-generation Asians. An in-language brochure, postcard, sales-kit invitation or any other marketing material could provide for a higher response rate than a generic marketing piece.
    . Broadcast Commercials – Smart organizations today are multiple media channels to connect with ethnic consumers. With a boom in multimedia, the preferred means of mass marketing is now through television, cable and dish. They present a dynamic and interactive communication media that is often more effective than the static version of print advertising. Asian-Americans are avid TV viewers with high viewership of Asian language programming in broadcast, cable and dish. Certain segments of the community are also attuned to listening to ethnic radio. The goal then becomes targeting each community with their preferred in-language media channels.
    . Online Creative – Asian-Americans form the Internet’s most experienced ethnic groups. Consider the facts: Asian-Americans in age groups of 25-54 spend an average 50% more time on the Internet than all other men in the same age group; 31% make five or more Internet purchases a year compared to 25.8% of whites; 72% have gone online compared to 58% white adults; 70% of Asian-American Internet users are online on a typical day; 34% of Asian-Americans get their day’s news online; 20% seek financial information on a typical day; and 19% look for political  news and information on a daily basis. Internet clearly presents the most cost-effective and measurable channel to communicate with tech savvy Asians.
Translation and Localization

Though English is a second language for many Asians, the preferred means of communication within these communities is often in their native language. About 80% of Asians, age 5 and over speak a language other than English at home and about 40% speak English less than “very well.” Among specific groups, 93% of Vietnamese, 85% of Chinese and 80% of Koreans and Asian Indians speak other than English at home. It is thus imperative for ethnic marketers to create online and offline advertising products that appeal to this segment in their own language and communicate in ways most comfortable to them. 

Public Relations

Corporate communications when applied to the Asian-American market needs to be culturally adapted to appeal to the community’s emotions, preferences and lifestyles. It needs to be recreated, and often 
translated, to appeal individually to each Asian group. Press releases form a vital communication tool in this market. They offer a free advertising medium that is in-depth, trusting and quite effective in informing consumers about your offering. Having established relationships with widely dispersed media outlets ensures that your press releases are consistently being put in front of the community.
Direct Marketing

Direct marketing has gained increased recognition from organizations that went to target the culturally diverse Asian-American communities with targeted messages. It offers an effective medium to present a precise messaging to a targeted geographical or demographic group and is more comfortable in analyzing special offers and promotions in their native language materials from the comfort of their home. Since most direct mailers received by Asian households present mainstream offers, any in-language mailer that appeals to their needs and preferences offers a high response rate to marketers.

Events and Promotions

Events are big attraction for Asians. They provide the community a chance to meet, interact and socialize in their native cultural settings. Social, community, entertainment and business events draw Asians from all age groups in large numbers presenting a unique marketing opportunity to bond through personal interaction and offer special promotions. These events offer a chance to take your products closer to the consumers, inform and educate them about your offering, clear any concerns, create a comfort zone around their specific needs and gather vital customer insights. Events effectively complement traditional media channel campaigns and provide your brand a “close to community” feeling.
Market Research

Successful market research involves gathering key consumer motivational data that could enable you to develop effective marketing strategies for your business. Conducting a successful market research in the Asian-American market is, however, more complex and involves additional factors like language, interpretation and cultural sensitivity. Surveys and questionnaires done in-language, in-culture and in-tune with the social values of the community and conducted by their local community members have higher response rates than those done in mainstream versions.

Telemarketing

Telemarketing is a $100 billion industry in the US and despite some controversies it still generates more revenues globally that all other marketing media. Most organizations club Asian-Americans with the mainstream populations targeting them through English language speakers. However, the cultural and language diversity in this population shows the need for ethnic telemarketing services. Research shows that telephone calls made to Asian households in the community’s own languages have higher response and conversion rates
                “To educate a man in mind and not in morals is to educate a menace to society.”  

                                                                                                            (Teddy Roosevelt)
.
