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Roadmap:  
How to Talk to the Total Market 

More and more brands are asking for a single strategic brief and unified creative 
message across all of their key consumer segments, rather than individually 
developed campaigns for different ethnic markets. To some degree, this shift 
reflects the fact that the general market increasingly is the ethnic market — with 
more and more cities and states going “majority minority” and ethnic consumers 
representing a dominant part of the market opportunity across a wide range of 
categories. Yet while this approach offers clear advantages in cost-efficeincy 
and message integration, it also presents fundamental challenges and 
significant potential pitfalls if applied without planning. Successful Total Market 
Strategy requires understanding of ethnic consumer insights and how the rise of 
ethnic America is impacting non-Hispanic white tastes. 

Implication #1 Implication #2 Implication #3 
When tapping into situations or mindsets that 
focus heavily on “practical” aspects of 
decision-making, such as price, functionality 
and convenience, culturally resonant insights 
may be less critical 

In situations, contexts, or product categories 
that are closely tied to one’s role within 
family/community or that relate to key 
lifestage moments, a more culturally targeted 
approach often pays off 

Inclusive strategies are possible if one is 
speaking from the context of subjective 
culture, e.g., shared values and common 
outlooks on life, which rest beneath the 
surface of objective cultural differences. 

The Bottom Line 

At the Root 

Taking Action for Growth 

Data Doesn’t Lie 

Brands should proactively incorporate ethnic insights at the initial phases of 
forming their marketing strategy, insuring that cultural insights about the fastest-
growing (and soon, if not already, majority) segments of their markets are at the 
table from the outset. Doing so can often unlock significant additional 
opportunity in highly competitive categories. A values-based approach, which 
prioritizes understanding the shared core priorities that exist across cultural 
communities within your segment, is highly recommended as a way of surfacing 
total-market messaging sweet spots.  

African 
Americans Hispanics 

Asian 
Americans 

It is important that businesses are 
respectful of my cultural heritage 
and background when they 
communicate with me 

78% 73% 73% 

Businesses care more about 
selling me products and services 
that already exist, rather than 
coming up with something that 
really fits my lifestyle 

72% 72% 77% 

I am frustrated by brands that treat 
people like me as an afterthought 68% 58% 60% 
I believe there should be more 
commercials directed specifically 
to Hispanics/African Americans/
Asian Americans 

63% 67% 54% 


