






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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CULTURALIZATION



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


