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A Real-World Guide to Multicultural Marketing in Canada

26.5% $776B+ 3 in 4
of Canadians are
foreign-born

multicultural purchasing
power in Canada

newcomers use social
media to discover brands

Beyond the Melting Pot
EXECUTIVE SUMMARY

Canada is one of the most culturally diverse nations on earth. And yet, most marketing 
campaigns still look like they were planned by someone who has only ever seen one type 
of person at one type of summer barbecue.

This whitepaper is a practical, honest, and occasionally blunt guide for marketers, 
business owners, and brand managers who want to connect authentically with Canada’s 
multicultural audiences and who understand that getting it right is not just the ethical 
thing to do. It is the smart business thing to do.

We cover the demographic realities, the strategic frameworks, the creative principles, 
and yes, the cautionary tales. Consider this your field guide for marketing in the Canada 
that actually exists.

01



02

The Canada nobody is marketing to

Why Most Multicultural Marketing Falls Flat

A Strategic Framework for Multicultural Marketing in Canada

Canada’s Key Multicultural Segments - What You Need to Know

The Quebec Dimension

Measuring What Matters

The Multicultural Marketing Readiness Checklist

1.

2.

3.

4.

5.

6.

7.

The Playbook



The Numbers that should change
your Strategy
Canada’s 2021 Census confirmed what anyone paying attention already knew.
This country is transforming rapidly and permanently. According to Statistics Canada:

The Canada Nobody is Marketing To

And yet, when many brands look at their marketing assets, their social feeds, their ad campaigns, and their spokesperson choices.
The diversity of this country is largely absent. That is not just a missed opportunity. In 2026, it is a brand risk.

26.5% of Canadians are foreign-born, among the highest proportions in G7 nations.

to represent up to 38% of the Canadian population.

are spoken in Canadian homes.

among the most ethnically diverse cities on the planet.

the largest visible minority group, surpassing
Chinese Canadians for the first time.

By 2041, visible minorities are projected

Over 200 languages 

Toronto and Vancouver rank 

South Asian Canadians are now 

SECTION 1
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Multicultural marketing
is not a campaign. It is a

commitment. Brands that treat
it as a one-time diversity checkbox

will spend more on
damage control than they ever

would have on doing
it right the first time.

The Classic Insight

The Economic Case
is Overwhelming
Let us talk about money, because sometimes that is the most persuasive 
language in the boardroom.

Canadian multicultural consumers represent over $776 billion in annual 
purchasing power and growing. South Asian, Chinese, Black, and Filipino 
Canadian communities are not ‘emerging’ audiences. They are established, 
influential, and deeply connected to one another through community 
networks that amplify both trust and skepticism about brands.

Research consistently shows that multicultural consumers are:

Representation
Builds Loyalty

Community
Drives Advocacy

Tokenism
Breaks Trust

More likely to disengage
entirely from brands that
misrepresent or tokenize

their identity.

More likely to
recommend brands

to family and
community networks.

More brands
loyal when
they feel

genuinely represented.



The South Asian community alone spans dozens 
of languages, religions, regional cultures, 
generational identities, and immigration 
timelines. A Tamil Canadian from Scarborough 
and a Punjabi Canadian from Brampton are both 
‘South Asian’ on a spreadsheet and they have 
vastly different cultural reference points, media 
habits, and brand relationships.

When you target ‘the multicultural audience’ as a 
monolith, you produce content that resonates 
with no one because it was designed for 
everyone.

Why Most Multicultural Marketing Falls Flat
SECTION 2

Mistake 1

Running your English ad through Google 
Translate and calling it a Mandarin 
campaign is not multicultural marketing. 
It is multicultural cosplay.

True localization means adapting the 
tone, the cultural references, the 
humour, the imagery, the values 
framing, and the call to action not just 
the words. A campaign about 
‘independence’ lands very differently in 
a culture that prioritizes collective family 
decision-making over individual 
autonomy. You have to know the 
difference.

Mistake 2

Adding one visible minority to your 
stock photo lineup does not make a 
campaign multicultural. Audiences 
especially younger, 
second-generation Canadians who 
have grown up media-literate and 
skeptical can spot tokenism from a 
kilometre away.

Real representation means 
featuring diverse people in 
non-stereotypical roles, across all 
campaign touchpoints, not just in 
the ‘diversity section’ of your 
annual report.

Mistake 3

05

Translation Is Not Localization The Tokenism TrapTreating ‘Multicultural’ as One Audience



If your brand only celebrates Diwali, 
Black History Month, or Lunar New Year 
because your competitor did last year, 
consumers know. The brands that build 
real equity with multicultural audiences 
are the ones present year-round, not just 
during the calendar moments when 
diversity feels commercially convenient.

Seasonal and Reactive Diversity

Mistake 4

This is perhaps the most honest thing we 
can say: if your creative, strategy, and 
approvals process does not include people 
who are actually from the communities you 
are targeting, you are flying blind. The best 
multicultural campaigns are not conceived 
by outsiders trying to understand a culture, 
they are built with insiders who live it.

Not Having Diverse Voices in the Room

Mistake 5

Why Most Multicultural Marketing Falls Flat

If your multicultural
campaign needs to be
explained or defended
to someone from that

community,
it is not

ready to run.
Full stop.

The Classic Insight
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Audience Architecture Before Creative

A Strategic Framework for
Multicultural Marketing in Canada

SECTION 3.1

So what does doing it right actually look like? Here is the framework we use at
The Classic Partnership when building multicultural strategies for our clients.

Before you write a single word of copy or choose a single image, you need to build an 
audience architecture. This means:

1. Identifying which communities are most relevant to your product or service category, 
not just which are largest.

2. Understanding the generational layers within those communities (first-generation 
immigrants vs. second-generation vs. diaspora-born Canadians often have 
fundamentally different relationships with cultural identity).

3. Mapping the media ecosystem for each community: Where do they actually spend 
time? Which platforms, creators, publications, and community spaces hold their trust?

4. Understanding the cultural values that drive purchase decisions, Family, status, 
community belonging, heritage pride, aspiration, safety, and trust all carry different 
weight across different cultural contexts.

Step 1
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Channel Strategy that Reflects Reality

Multicultural audiences in Canada do not exclusively consume mainstream media. Many 
have robust parallel media ecosystems, South Asian TV channels, Mandarin-language 
podcasts, Tagalog Facebook groups, Tamil YouTube creators with massive engaged 
followings that most mainstream media plans completely overlook.

A strong multicultural channel strategy considers:
1. Ethnic and community media (print, broadcast, and digital)
2. Community organizations and events as media channels
3. Influencers and creators with genuine cultural credibility
4. Platform-specific strategies (WhatsApp and WeChat are essential 

communications tools in many communities that most brands ignore entirely)
5. Language-specific SEO and content strategy

Step 2

A Strategic Framework for Multicultural
Marketing in Canada

SECTION 3.2

So what does doing it right actually look like? Here is the framework we use at
The Classic Partnership when building multicultural strategies for our clients.
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Channel Strategy that Reflects Reality

Great multicultural creative does not just feature diverse faces, it tells true stories, 
uses authentic cultural context, and treats the audience as intelligent, nuanced people 
with lives that are more complex than a single cultural identity.

The creative principles we swear by:
1. Cast from culture, not from stock libraries.
2. Use language that reflects how communities actually speak including code-switching 

when that is culturally authentic.
3. Hire cultural consultants and let them actually push back on the work.
4. Test creative within the community before running it publicly.
5. Avoid using culturally significant symbols, events, or imagery as decorative elements

Step 3

A Strategic Framework for
Multicultural Marketing in Canada

SECTION 3.3

So what does doing it right actually look like? Here is the framework we use at
The Classic Partnership when building multicultural strategies for our clients.
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Build for Trust, Not Just Transactions
The brands that win long-term with multicultural audiences in Canada are the ones 
that show up consistently, invest in community relationships, and demonstrate that 
their engagement is not purely transactional.

This means considering:
1. Partnerships with community organizations that matter to your audience
2. Sponsorship and presence at cultural events, not just as logo placements but 

as genuine participants
3. Cause alignment with issues your audience actually cares about
4. Long-term partnerships with multicultural creators and media, not one-off 

diversity campaigns

Step 4

A Strategic Framework for Multicultural
Marketing in Canada

SECTION 3.4

So what does doing it right actually look like? Here is the framework we use at
The Classic Partnership when building multicultural strategies for our clients.
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Trust in multicultural communities 
is built slowly and lost instantly. 
One tone-deaf campaign can 
undo years of goodwill. One 
genuine, sustained commitment to 
a community can turn that 
community into your most 
powerful brand advocates.

The Classic Insight



Canada’s Key Multicultural Segments
What you Need to Know

SECTION 4

South Asian Canadians
The largest and fastest-growing visible minority group in Canada. Concentrated in the 
Greater Toronto Area (particularly Brampton, Mississauga, and Scarborough) and 
Metro Vancouver, South Asian Canadians encompass enormous diversity across 
Indian, Pakistani, Sri Lankan, Bangladeshi, and other subcontinental communities.

Language matters: Punjabi, Hindi, Tamil, Urdu, Gujarati, and more. Each community has
 distinct media preferences.

particularly for major purchases.

are powerful cultural touchpoints.

but also highly engaged with ethnic television and radio.

Family is a core decision-making unit,

Cricket, Bollywood, religious holidays, and community events 

Digital-first
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Canada’s multicultural landscape is vast, but here is a practical overview of some
of the key communities brands need to understand as they build their strategies.



Chinese Canadians
One of Canada’s most established diaspora communities, with significant 
first-generation and multi-generational segments that have very different brand 
relationships. Mandarin and Cantonese-speaking communities are distinct and should 
not be treated as one.

WeChat is not optional It is essential for reaching first-generation Chinese Canadian consumers.

are high-engagement categories.

(online and broadcast) commands deep trust.

but year-round presence is what builds loyalty.

Luxury goods, real estate, education, and financial services 

Chinese-Canadian media 

Lunar New Year engagement is expected,

Black Canadian Communities
Canada’s Black communities are enormously diverse, encompassing Caribbean, 
African, and African-American diaspora communities across Toronto, Montreal, 
Halifax, and beyond. There is no singular ‘Black Canadian’ experience, and campaigns 
that treat it as such consistently fail.

Social media particularly Instagram and TikTok is a primary channel for cultural engagement.

activism are powerful cultural connectors.

Brands with a history of performative allyship are remembered.

deserve investment, not just exposure requests.

Music, fashion, food, and community 

Authenticity is non-negotiable.

Black-owned media and creators
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Filipino Canadians
The fourth-largest visible minority group in Canada and one of the fastest growing. 
Filipinos in Canada are highly educated, highly connected, and deeply proud of their 
cultural identity. The community’s strong Catholic heritage, family-centred values, and 
digital fluency make it a powerful audience for the right brands.

Facebook remains the dominant social platform for Filipino Canadian community engagement.

(Overseas Filipino Worker) financial services are
high-resonance categories.

carry significant trust.

but also highly engaged with ethnic television and radio.

Food, family occasions, and OFW

Community influencers and local Filipino media 

Digital-first
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No conversation about multicultural marketing in Canada is complete without 
acknowledging that Quebec is its own distinct marketing universe — and within 
Quebec, there is a rapidly growing and increasingly powerful multicultural landscape 
that demands its own strategic attention.

Montreal is home to significant Haitian, Maghrebian, South Asian, and Latin American 
communities who navigate a dual identity: Quebec francophone culture AND their 
heritage culture. Campaigns that simply translate Anglo-Canadian multicultural 
content into French miss both dimensions entirely.

The smart play in Quebec multicultural marketing:

The Quebec Dimension
SECTION 5
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Quebec Identity
Comes First

Avoid Literal
Translations

Invest in Local
Quebec Communities

Understand Quebec’s
Unique

Cultural Dynamics
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SECTION 5.1
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The smart play in Quebec
multicultural marketing:
The fourth-largest visible minority group in Canada and one of the fastest 
growing. Filipinos in Canada are highly educated, highly connected, and 
deeply proud of their cultural identity. The community’s strong Catholic 
heritage, family-centred values, and digital fluency make it a powerful 
audience for the right brands.

Acknowledge the French-Quebec cultural identity first 
multicultural audiences in Quebec are Quebecers who are also
from their heritage culture.

Quebec French is a distinct dialect with its own idioms, rhythm,
and cultural references.

Avoid direct translations of Anglo campaigns. 

multicultural media and community partnerships.

Invest in Quebec-specific

in Quebec are distinct from Ontario and BC.

Understand that integration timelines and community networks 

Running a
Toronto multicultural

campaign in Montreal,
even in French it is not
a Quebec strategy. It

is an Ontario campaign
with a translation

fee attached.

The Classic Insight



Multicultural marketing without measurement is just multicultural spending. Here is 
how to know whether your strategy is actually working.

Measuring What Matters
SECTION 6

Metric Why It Matters

Audience Reach by Segment Are you actually reaching the communities you targeted, or
defaulting to the mainstream audience?

Audience Reach by Segment Are you actually reaching the communities you targeted, or
defaulting to the mainstream audience?

Engagement Rate vs. 
Benchmark

Multicultural content that resonates typically outperforms general 
campaigns significantly. Below average engagement is a signal.

Sentiment Analysis Community response to your brand are you building goodwill or
generating backlash?  

Brand Recall & Trust Scores Do multicultural audiences remember your brand positively? Track
this separately by community. 

Conversion by
Demographic Segment

Are clicks and awareness translating into actual purchases within 
your target communities?

Share of Ethnic Media SOV Are you showing up in the media channels where your target 
communities actually spend their time?
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Before you launch your next multicultural campaign, run through this checklist. Be honest with yourself.

The Multicultural
Marketing Readiness Checklist

SECTION 7

Strategy
Have we identified specific communities, 
not just a generic ‘diverse audience’?
Do we have a clear understanding of the 
cultural values, media habits, and 
purchase drivers of each segment?
Is our strategy built for the long term, or is 
this a one-off campaign?

Channel
Have we identified specific communities, not just 
a generic ‘diverse audience’?
Do we have a clear understanding of the cultural 
values, media habits, and purchase drivers of 
each segment?
Is our strategy built for the long term, or is this a 
one-off campaign?

Internal
Do we have diverse voices in our strategy, 
creative, and approval processes?
Are we prepared to respond authentically 
if the community pushes back?
Is leadership aligned on this being a 
long-term commitment, not a campaign?

Creative
Has this creative been reviewed by someone who is 
actually from the community being targeted?
Are we using authentic imagery, language, and 
cultural references, not stock photo diversity?
Have we avoided using culturally significant symbols 
or dates in a superficial or decorative way?
If translated, was it localized by a native speaker 
with cultural fluency, not just linguistic fluency?
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Conclusion: The Canada of 2026
Deserves Better Marketing
The marketing industry has been talking about multicultural strategy for 
decades. And yet, the gap between the Canada on the street and the Canada 
in most advertising remains striking.

The brands that close that gap in the next five years will not just be more 
ethical. They will be more profitable, more trusted, and more resilient. They will 
have built genuine relationships with the communities that are shaping 
Canada’s cultural and economic future.

The brands that do not will spend the next decade wondering why their 
audiences stopped listening and commissioning another round of focus groups 
to figure out why.

At The Classic Partnership, we have been doing this work for years. We know 
what it takes to build campaigns that honour the real, beautiful, complicated, 
diverse Canada  and we know how to make those campaigns perform.

If this whitepaper sparked something a question, a concern, an idea, or just the 
uncomfortable realization that your current strategy has a blind spot we would 
love to hear from you.



Ready to Market to
the Real Canada?

Book your no-obligation consultation with

info@theclassicpartnership.com

theclassicpartnership.com


