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Introduction  
 
The Business Link  is pleased to offer Immigrant Entrepreneur Services which are designed 
specifically to help newcomers to Alberta start or grow a business.  

This guide is one of many produced for immigrant entrepreneurs and those interested in  
small business in Alberta. The publications cover a variety of areas including business planning, 
marketing, and financing. As you work through these guides, you should develop  
a better understanding of starting, operating, and growing a small business. 

 

This guide was produced with the support of Alberta Employment and Immigration. 
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MODULE 1  Snapshots and Stories  

Immigrant Entrepreneurs in Alberta    

Immigrant entrepreneurs come from all ethnic groups, 
races, religions and economic situations. Since 2001 in 
Canada, the percentage of immigrant and visible minority 
entrepreneurs has been increasing 1.5 times the rate of 
entrepreneurs from the general population. During 
recession times, more immigrants start a business 
because it is difficult to find jobs. Because Canadian laws 
encourage small and medium business in Canada, many 
immigrants are entering the economy by starting their 
own businesses. 

In a business, one of the most important things to do is to 
figure out how to market your products or services. 
Marketing is how you get people to know about your 
business and buy from you. Every country, region and 
population is different with its own ways of marketing 
business. It can be confusing to immigrant entrepreneurs 
to figure out how to market business in Canada.  

To help you develop your own marketing strategy, here 
are four real stories about very different immigrant 
entrepreneurs in Alberta and how they market their 
products and services. 

 

 

 

 

 

 

 

 

 

 

 

 

Terms and definitions  

Immigrant:  someone who has legally 
settled in a country that is different 
from where he/she was born. 

Visible minority:  a person who stands 
out visually in the general population. 
For example, in Canada, blacks, 
Hispanics, and Asians are visible 
minorities, but in China and Haiti, 
whites are visible minorities. 

Entrepreneur:  a person who owns 
his/her own business.  

Recession:  a time when world 
problems make it difficult for people to 
find and keep work, wages are lower 
and staff is cut to save money. 

Marketing:   ways to get customers to 
know about and buy from your 
business. 

Strategy:  a plan to get to what you 
want.  

Target market:  the group or groups of 
people who are most likely to buy your 
products and finding ways to get them 
to buy from you. 
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Robert from the Philippines : 

Unable to get the same kind of work he did in his home country,  
Robert Maglalang opened Little Asia Noodle House, a small restaurant to provide Filipinos  
with a taste of home. He also began a foreign recruitment agency. Recently Robert opened                     
a money remittance service to the Philippines as part of his business services. Robert is an example of 
an entrepreneur who sees a need in his own cultural community and is able to run his business by 
responding to the need.  

How does he market his business?  

Robert Maglalang uses word of mouth and his connections with the Filipino cultural associations in 
Edmonton to advertise, including Internet advertising and community newsletter ads. When looking for 
a location, he made sure his restaurant was in a shopping mall where he could attract walk-in 
customers. His restaurant is close to where some Filipinos are clustered, but now Filipinos from all over 
Edmonton come to his restaurant. A couple of years after starting his restaurant business, Robert’s 
restaurant was attracting customers from all cultures and races who live near or shop at the mall.  

 
 

Ilana from Israel: 

Ilana Tzur came to Canada to look for an opportunity to start over.  
Country and family problems made her decide to start her life  
in Canada as an entrepreneur. At first she worked for a beauty  
products franchise in Toronto that made creams and lotions  
from the Dead Sea in Israel. When she had enough experience,  
Ilana worked with the company to set up a franchise in West  
Edmonton Mall. She found it difficult to keep local employees and  
found it easier when she started hiring Mexican employees  
who were willing to work and learn about the business.  

How does she market her business? 

Ilana Tzur made sure her business was in a good location. She knew she could not get a spot in West 
Edmonton Mall on her own so she worked with a franchise company, Premier Dead Sea Spa to help 
her find a good location. Now because she has done so well with her business, West Edmonton Mall is 
negotiating her rental conditions with her, not the head office in Toronto. Ilana advertises by standing at 
her booth and offering product demonstrations to people as they walk by. She does not rely on the 
Israeli community to support her business because they prefer to buy products when visiting home. She 
relies on walk-by traffic, a video of a girl bathing in the minerals at the Dead Sea, and her charming 
smile to make sales. She now wants to change her video so that she has fast moving pictures that will 
attract people who are walking fast through the mall.  
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Brendan from Nigeria:  

Brendan Ihejirika had experience opening and running pharmacies in  
several countries. He found the regulations in Alberta frustrating and worked at  
the university teaching pharmacy waiting for government regulations to change  
so he could open his own store. When this happened, Brendan decided to buy an existing  
pharmacy in Mundare, a small town outside of Edmonton where there was no other pharmacy in the 
area. He did some rebuilding and put up new signs. People from all over the rural area come to 
Brendan’s Guardian Mundare Pharmacy to get medications, vitamins, health and beauty products and 
to take in some of the clinics he offers for people with health problems.  

How does he market his business? 

At first, Brendan Ihejirika depended on previous customers to get started, and because he was an 
African in a small town, word spread quickly and new customers came to see him out of curiosity. When 
they experienced Brendan’s kindness and wise advice for their health problems, they told their friends 
and soon Brendan’s business was booming. He kept the most senior staff from the previous owner, 
which made relationship building with new customers easier. Brendan puts up sale signs and sends 
mail out flyers to let people know about clinics and special prices, but mostly he relies on the fact that 
his is the only pharmacy in the area. A few years ago, Brendan opened a second pharmacy in 
Edmonton, but he found his small town pharmacy was bringing in more business so he sold the 
Edmonton pharmacy. Because of the location, Nigerians typically do not come to his pharmacy, but 
Brendan knew how to meet a community need and positioned himself to be the only business in the 
area offering his services.  

 

Alaudin from Kenya/Indian heritage: 

After trying several different jobs and businesses, Alaudin Kanji 
decided to go into food processing. A Ukrainian friend of his 
who had a cabbage roll processing company sold her business 
to Alaudin whose new motto is, “You don’t have to be Ukrainian 
to make cabbage rolls”. His plants make a few Indian food 
products as well, but his main income is from the cabbage roll 
business. Alaudin has been very successful at getting contracts 
with big grocery retailers and is able to sell cabbage rolls all 
over western Canada because of this. His business is an 
example of immigrant business purchase from other immigrants 
who are not from the same culture. This trend is becoming 
more and more common in Canada.  

How does he market his business? 

When he first started out, Alaudin Kanji made lists of all the places, groups and stores that might buy 
cabbage rolls from Troika Foods Ltd. and he phoned them, got them to taste his products and spent 
time negotiating contracts with them. He doesn’t sell to individuals, but to other companies. In the 
process of trying to sell his product to companies, Alaudin received useful feedback about his product 
and made modifications to improve taste and texture. He also uses an interesting idea to make sure he 
doesn’t lose any possible customers. If a company says they do not want to buy his product, he keeps 
them on a  “no list” and calls them back in three months to see if they are satisfied with the cabbage 
rolls they are buying somewhere else. Then he offers to have them taste his product again with the new 
product changes. This has resulted in many of his “no list” companies becoming “yes” customers! Now 
Alaudin is in the process of improving his packaging so that it stands out in stores and people can see it 
better.  
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Although each of these immigrant entrepreneurs has their own unique business, they are all using good 
marketing strategies. They don’t just try to sell to everyone and they don’t focus only on their own 
cultural communities.  This table shows a summary of the good marketing techniques they are using: 
 

Marketing strategies used Business differences 

Looked for a good location/target 
market 

 

Found mainstream location with a focus mainly on Filipino 
community to market business 

Mainstream mall location with focus on walk-by traffic to attract 
customers 

“Big fish in a small pond”: focus on providing the only pharmacy for 
an area instead of competing with other big city pharmacies 

Focus on supplying only cabbage rolls to grocery stores and deli 
markets 

Used business to meet specific 
need 

 

Meets needs of Filipino community for home-style food, and low 
cost money exchange. 

Focus on high-end beauty products that satisfy women customers 
looking for original, healthy products to make them look young and 
feel pampered. Secondary focus on customers with skin problems. 

Besides being the only pharmacy around, additional focus through 
clinics on meeting health care education needs of local customers 
from rural and aging populations. 

Targets populations that eat cabbage rolls but do not have time to 
prepare them, focused on retailers that supply fast but healthy 
ethnic foods.  

Was clear about the target 
consumer profile and made sure 
product was appealing to that 
group 

Began with Filipino customers and now has customers from the 
local business area and Filipino customers. 

Targeted a high-end female consumer profile. 

Targeted a rural customer profile. 

Targeted a specific food from a specific cultural profile, looked for 
clients that would supply his product to those consumers and won 
over resistant clients through persistent communication. 
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All about you 

Now that you have looked at how other immigrant entrepreneurs market their business, let’s look at 
your business marketing needs.  

·  First think about your home country. How would you choose a product or service to sell in your 
country and how would you attract customers to that business?  

·  Now think about Canada. What product or service do you want to sell in Canada and why?  

·  What need does your business fill?  

·  Describe possible target groups and use the list below to find out why they would buy from your 
business.   

         Target group #1:     Target group #2:           Target group #3: 

_______________________   __________________________         ________________________ 

Your products/services       Yes        No Your com petitors  
can do this better 

Well-priced or lower priced than    
others 

   

Saves money    

Saves time    

Improves productivity    

Reduces stress    

Improves status    

Replaces old equipment    

Has excellent service    

Other?    

 

Think of 5 ways you could attract customers from your target group(s) to your business and estimate what the 
cost might be. A list of commonly used marketing tools can be found in Appendix A to help give you ideas.  

1.        Cost? 

2.        Cost? 

3.        Cost? 

 4.        Cost? 

5.        Cost? 
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Good marketing usually uses several kinds of approaches. Check the approaches that might work for you, 
remembering that as your business grows, your marketing will need to change too. 

Marketing approach Yes Maybe No 

Promotions:  door prizes, coupons, discounts    

Publicity : TV, newspapers, radio, Internet: 
mainstream/cultural/community, 
mainstream/ethnic radio, social media such as 
Facebook 

   

Branding:  know exactly what your business 
strengths are and target to specific groups that 
are likely to buy 

   

Advertising:  ads in papers, signs, mail outs, 
blogs 

   

Packaging:  how your product/service looks and 
feels to the customer, attraction of 
product/service 

   

Personal selling:  talk, phone, meet people, 
demonstrate, invite, seminars 

   

Product/service initiatives:  trial size, pay later, 
no interest, buy one get one free 

   

 
For more information about marketing, demographics and competitors, contact The Business 
Link and ask to speak with the Library research sta ff. 
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MODULE 2  Marketing Basics: Branding  

Terms and definitions  

Branding:  giving a story, a picture and a personality to your business 

Brand story:  what makes your business special 

Business logo:  the image you put with the title of your business 

Brand tag:  your business mission  

Brand personality:  the special “personal” traits that make your business 

Brand promise:  the promises you make to your customers that only your business delivers.  

Your brand makes you stand out from your competitio n!  

Once you have decided on your product or service and identified the need it fills and the people who 
might be interested in it, you need to start thinking about a way to “brand” your business. The brand is 
your business personality. It is the image you want people to think about when they hear your business 
name or see your business logo. If you have this image in your mind, you can sell your product better 
and set yourself apart from your competitors. Here is an example from the Little Potato Company. 

The brand story: 

The Little Potato Company (LPC) is a successful business based in Edmonton with a unique and 
inspiring story. “Little potatoes” began with Jacob van der Schaaf, a Dutch immigrant living in Canada in 
the 1960s. Jacob often reminisced about the small tasty potatoes he enjoyed as a boy and convinced 
his daughter, Angela, to test the idea of growing a small crop and gauging the popularity of little 
potatoes with consumers. The experiment began with a one acre plot just outside of Edmonton, 
washing the first harvest of spuds in a bathtub. The experiment was a success, so father and daughter 
upgraded to an old cold root cellar where Angela began the arduous task of sorting, washing, bagging 
and making the rounds to restaurants and farmers markets. Since then, LPC has expanded to offer a 
range of unique varieties, which are now available in retail stores and restaurants across Canada. 
 
The market need: 

In recent years, consumers have made it clear they want nutritious food choices that are convenient 
and easy to prepare. LPC’s product…  

·  Offers health benefits that far outweigh other popular starches such as rice, noodles and breads  

·  Is convenient and easy to prepare – All pre-washed, quick to cook, highly versatile and require no 
peeling 

·  Comes in a range of colours and shapes, offering consumers diversity and choice (LPC produces 
six different potato varieties) 

·  Is highly versatile, tasting great boiled, baked, roasted, barbequed and in salads 

·  Is sold in convenient-sized bags which are better suited to today’s smaller family and desire from 
many people to reduce food waste. 
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The brand tag:  

LPC is on a mission to elevate the potato in the hearts and minds of Canadians and others around the 
world. The company has adopted a brand tag of “potatoes with personality.” 

The consumer portrait: 

The Little Potato Company’s consumers include people with very little time who still want something 
interesting, fresh, healthy, clean, convenient and tasty to eat. They are willing to pay a little more for 
good quality food choices. 

The brand promise: 

The Little Potato Company’s brand promise is:  consistent supply, health and quality and unique 
product offerings. 

Now that you can see how branding works, we can create one for your company.  

·  How would you explain your brand story? (Remember this is how you want people to 
understand, experience, feel and see your business) 

·  What could your brand tag be?  (A tag is short and specific) 

·  Describe the type of person who would buy your service or product? 

·  What would your brand promises be to the customer? 

·  If your business were a person, what would that person be like? 
 

MODULE 3  Developing a Customer Base and Using it f or More 
                     Business 

In Module 1, we started to describe your target customers. For this module ,we will go a step further. 
Here are some examples of target customers who might fit the entrepreneurs we described in the 
beginning of this workbook.  

Example #1:  Robert’s Filipino restaurant:  

Customer type 1:  This customer is new to the country and feels very 
much out of place. He or she does not know where to buy the 
ingredients to cook foods from home or may not even have cooking 
pots yet. Coming to Robert’s restaurant is like a little piece of heaven 
and relief from the stress of surviving in a new country. This customer is 
looking for low cost, “tastes like home” food that is served up by people 
who speak his/her dialect or language and with whom he/she can have 
a conversation.  

What will keep this customer coming back to Robert’s restaurant?  
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Customer type 2 : This non-Filipino customer happens to be in the mall, smells the good food cooking 
at Robert’s restaurant and decides to try it out. He/she is the kind of person who is used to eating foods 
from many different ethnic menus and likes to try new things. If he/she likes the food, he/she may come 
back with friends to have a “cultural food experience” together. Although appreciative of Robert’s 
friendly staff, this customer is not interested in chatting and wants fast, tasty food that is a new 
experience.  

What will keep this customer coming back to Robert’s restaurant?  

 

Example #2: Brendan’s pharmacy 

Customer type 1 : This aging rural customer on limited income lives on a farm or small town and comes 
into the pharmacy to get medication and advice on how to handle chronic illness such as diabetes or 
high blood pressure. He/she will attend clinics on managing chronic illness and will purchase 
preventative supplements, medications and small personal items such as bath soap or greeting cards. 
Frequently this customer likes to have a conversation with 
the people in the pharmacy and needs slow and patient 
explanations.  

What will keep this customer coming back to Brendan’s 
pharmacy? 

 
 
Customer type 2:  This young mother is looking for 
remedies for common children’s ailments and personal 
home, health and beauty items. She is looking for low cost 
but effective remedies and advice on how to handle 
common ailments.  She needs quick service before her 
children become impatient and unruly.  She is responsive to flyers and sale items and may buy impulse 
items for her children such as chocolate bars or small toys.  

What will keep this customer coming back to Brendan’s pharmacy? 
 

 
Example #3: Alaudin’s food processing 
company  

Customer type 1:  This customer has many small 
suppliers trying to get him/her to purchase specialty food 
items. He/she has little time, is very stressed and wants to 
know if Alaudin can please the clients with taste, texture, 
packaging and a competitive price. Alaudin needs to sell 
this customer on the consistent quality of his product, 
regular and on-time delivery with no stops to service and 
flexible payment arrangements. This customer wants to 
avoid client complaints and hassles. 

What will keep this customer coming back to Alaudin’s company? 

 

 

 



  12 

MARKETING EFFECTIVELY IN A WESTERN CULTURE (05/2010)  

 

Customer type 2:  This customer has a deli counter in a grocery store  
and is part of a large chain. A main concern is that each store in the  
chain sell similar prepared food items that can either be sold heated  
or frozen. To keep this customer happy, the quality of the product is important  
but standardization is more important. Alaudin has to be ready to deliver regular  
shipments of varying size and be prepared to ship extra loads during peak seasons.  
He/she is looking for a flexible delivery and capacity to supply higher or lower amounts  
of product according to season.  

What will keep this customer coming back to Alaudin’s company? 
 
 
Making it work for your business  

Now that you have practiced finding out how to satisfy customers for  
each of these businesses, take a look at your business and describe two  
customer profiles. Then answer the question: What will keep this customer coming back? 
 

Customer profile #1: 

 

What will keep this customer coming back to my business? 

 

 
Customer profile #2:  

 

What will keep this customer coming back to my business? 
 

MODULE 4  Marketing to Your Ethnic Community and Ot hers 

What do you know about your ethnic community and whether or not they will support your business? In 
Module 1, we saw that Robert’s ethnic community (Filipino) supports his business but Ilana’s ethnic 
community (Israeli) most likely does not.  
 
Alaudin’s ethnic community is not likely to support his cabbage roll business but he is counting  
on the Ukrainian and Eastern European heritage community and people who eat a variety of ethnic 
foods to buy his products. Brendan’s business could not possibly survive if he pitched it to the Nigerian 
community but his knowledge of small town and rural community culture has helped him build a 
successful business in his location.  

In Canada, the two largest ethnic groups are Chinese and South Asian (Indian, Pakistani). If you do 
belong to one of these groups, looking at how your community is attracted to business can be important 
in your marketing strategy. If you do not belong to these groups but would like to attract them to your 
business, you will need to spend time getting to know about them in order to market effectively. Each 
ethnic group has characteristics that make it open or closed to various marketing strategies. 

For example, one Canadian study found that 57% of middle-aged to older Chinese males read daily 
from Chinese newspapers and that the Chinese generally were getting much of their information from 
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online searches. When M&M Meats showed a South Asian announcer in their TV ads with Indian music 
in the background, they had an increase in South Asian customers1.  

On the other hand, most African customers rely on word of mouth from their cultural community and 
seeing businesses represented at cultural events before they buy. The United Way has been able to 
attract many donors from a large variety of ethnic communities by attending ethnic events and providing 
speakers to community organizations2. Knowing your target group is very important. 

Think about your own community. What are the ways your community is attracted to a business and 
makes decisions to purchase goods and services? 

What about other ethnic groups you may target for your business? What do you know about how they 
are attracted to goods and services and make decisions to buy? 

Which of the following marketing strategies would your community likely respond to? 

Type of marketing Yes Maybe No Not sure 

Newspapers     

Radio in English     

Radio in local languages     

Personal and peer to peer connections     

Special events     

Advertising and speaking at community events     

TV in English     

TV in own language     

Seeing people in authority of their race, 
nationality and/or culture 

    

Internet: websites     

Phone calls     

Twitter and Facebook     

                                                        

1 Allison, Joan; Gencey, Sarah. (2008). The ethnic market: Learning the facts and how they relate to direct 

marketing. www.the-cma.org/?WCE=C=47%7CK=228100  Accessed March 4, 2010.  

2Jedwab, Jack. (2006). Ethnic marketing in Canada: The challenges ahead. Canadian Diversity Magazine. 
www.the-cma.org/?WCE=C=47%7CK=225162 Accessed March 4, 2010. 
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Internet: blogs     

Great customer service in person     

Great customer service on the phone     

Mailed invitations     

Signs in the target language     

Flyers and coupons     

 
MODULE 5  Marketing to the Mainstream 

Quite a number of immigrant entrepreneurs do not target their own ethnic community at all for their 
business. Vy (Catherine) Vu, for example, has an IT management business, Pro-Active IT Management 
to help other businesses manage their multiple systems computer needs. Although Catherine is from 
the Vietnamese community, most of the Vietnamese she knows do not run businesses that have 
multiple computers or use an in-office network, so she targets her business to medium sized offices that 
are frustrated with their computer problems. Catherine does not do the computer work herself, she pays 
technicians, other companies and groups to do the technical work and she spends her time 
coordinating everything and keeping up good customer relations. Catherine’s business targets a certain 
customer profile in the mainstream community: her customers are all multiple system computer users 
and they all rave about her excellent service.  

But how did Catherine manage to convince her customers 
that she was worth listening to, let alone purchasing 
services from? How do immigrants attract and keep 
mainstream customers?   

Catherine is so good at customer service that she has won 
many awards, the Deloitte Women of Influence being one. 
She treats everyone she speaks to with cheerful respect, 
works hard to solve their computer problems without losing 
her temper while trying to see the customer’s hidden needs. 
Catherine also does volunteer work for mainstream 
charities and organizations that help children, which shows 
her business as being socially responsible. Catherine is 
always “giving back” to the community, both in her business and in her volunteer efforts and this has 
been very good for her business.  

Remember: Customer service is very important to Can adians. If you have an understanding of 
the Canadian customer service norms, you are more l ikely to attract and keep mainstream 
customers.   
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Some common mistakes 

Here are some common mistakes immigrant entrepreneurs make when dealing with Canadian 
customers: 

Story #1:  Tara and her husband are a newly wed, mixed race couple about 35 years old with good 
incomes. One Saturday, they walked into a Chinese art and furniture store together and started to look 
around. The store had two Asian employees who stared at the couple for a minute then started 
speaking to each other in Cantonese. Eventually one employee went up to them and said, “You want to 
buy something?” They replied, “We are just looking”. After a few minutes, the couple left the store 
feeling very uncomfortable.  

·  What did the employees in this store do wrong?  

·  What could they have done differently so that Tara and her husband would come back and 
recommend the store to their friends?  

 

Story #2:  A group of multi-racial university girls about age 19 walked into a black hair salon run by 
African and Caribbean owners. One of the black girls in the group asked how much it would cost to get 
her hair relaxed while her friends started to look at the hair and nail products near the entrance of the 
salon. All five hairdressers looked up with a cold and superior look on their faces. The owner said to the 
young black girl, “Maybe you should tell me how you will be paying for it before I tell you the price.” 
While she spoke, she didn’t look at the girl asking the question because she was watching the others  
touch the hair products. The black girl was insulted, turned around, and walked out of the salon with her 
friends following her. One of them said, “She thought we came in to steal her stuff, did you see the look 
on her face?” 

·  What did the owner and hairdressers of this salon do to lose the business of the multi-racial 
group of young girls?  

·  What could they have done differently to attract the girls, their families and their friends back to 
the salon?  

 
Story #3:  A middle-aged white woman walked into a furnace cleaning company owned by a Lebanese 
family to ask about a problem she was having with her furnace. The Lebanese man was very polite and 
told her everyone was on lunch and she should come back later to talk to the experts. “When will they 
be back?” she asked. The employee told her lunch was from 1:00-2:00 but to be on the safe side, come 
at 2:30. She did return at 2:30 but the others had not yet arrived. The employee apologized many times, 
told her that there had been “an issue,” and said that if she came back at 9:00 tomorrow when the 
business opened, that would be the best idea. She arrived at 9:30 the next morning and the business 
was still closed even though the sign said they opened at 9:00 a.m. She left in frustration and told her 
friends and co-workers not to support that business because they were never on time.  

·  What did this business do to lose the middle-aged woman’s business?  

·  What could they have done differently? 
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Here are some Canadian good customer service norms. Check off the ones you are already doing: 
 

Canadian customer service norms Question Yes Some N o 

Answer the phone cheerfully and with the 
intent to serve. If the person who answers 
your business phone is bored, doesn’t 
show a desire to serve or is rude, you 
have just lost your customer.  

Is my business 
phone manner 
cheerful and service 
oriented? 

   

Humility is very important to Canadians. If 
you or your staff act like you are “very 
important people” or brag about 
accomplishments, this will turn customers 
away. On the other hand, you need to be 
able to speak confidently and with 
authority about your services and 
products so that customers believe you 
know what you are doing. 

Do we show 
humility? 

Can we speak 
confidently and with 
authority about our 
products and 
services? 

   

When customers enter your place of 
business, show an interest in them, but 
don’t be too friendly, enthusiastic or overly 
courteous. Canadians are suspicious of 
people who seem too familiar with 
strangers. Polite and helpful service that 
is professional is the accepted norm.  

Do we treat 
customers with 
polite, friendly and 
helpful service? 

Are we too cold? 

Are we too friendly? 

   

When customers enter your place of 
business, it is important to greet them with 
a smile and look them in the eyes briefly. 
No eye contact is considered suspicious, 
no smile is considered unfriendly, but 
staring will drive the customer away.  

Do we greet 
customers with a 
smile and look them 
in the eyes? 

   

Be willing to negotiate and problem solve 
with customers without blaming them or 
losing your temper with them. Stand firm if 
a customer is trying to take advantage of 
you; other customers will respect you for it 
and you will respect yourself.  

Can we solve 
customer problems 
without blaming 
them or losing our 
own respect? 

   

Exercise caution when offered money or 
favours from or to a customer. Bribery is 
considered illegal in Canada.  

Do we accept 
favours or money 
from customers? 
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Be on time for appointments, be on time 
opening your store and be on time paying 
your bills. This is a time-bound culture 
and keeping people waiting more than 
five minutes or not having your business 
open on schedule is a strike against you. 
Paying bills late will affect your credit 
rating and also your reputation.  

Do we open on time, 
keep appointments 
and are careful not 
to keep customers 
waiting?  

Do we pay our bills 
on time? 

   

Treat your employees with respect, as if 
they were customers. Your employees will 
bring customers to your business if they 
are satisfied with the treatment they 
receive from you. This includes paying 
them properly, on time and making sure 
you have all the correct regulations and 
forms in place for employees. 

Are our employees 
treated with respect? 

Do we pay our 
employees on time 
and follow the 
necessary 
regulations for taxes, 
benefits, pension 
and unemployment 
insurance?  

   

 
Although Canadians are generally fair minded and po lite, it is not a secret that as an immigrant, 
you will have to work harder to gain their confiden ce. Excellent customer service is the most 
cost-effective way to win and keep that confidence.   

A word about mentors:  most successful businesses have people who advise them or 
colleagues that share experiences. Seek out and con nect with people who could mentor you 
and you will soon be in a position to do the same f or others! 
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MODULE 6  Evaluating your Marketing Efforts  

There are several ways to check that your marketing efforts are working.  

Money: 

1.    Your cash flow. If you are making regular income or increasing your cash flow, something is going  
       right.  

Customers, customer groups and repeat customers:  

1.    An increase in repeat customers.  

2.    An increase in new customers.  

3.   An increase in new customers from different target groups or different ethnic groups.  

Customer referrals: 

1. Customers are telling others to come to your business or to use your services.  

2. Customers are coming to you because you are better than your competition.  

3. Your competition is recommending you because you have different services or products than they 
do. 

Many businesses have ways of tracking where their customers are coming from and how often they are 
returning. Think of two ways you could track your marketing efforts four times a year so you know what 
is working.  

 

Cash flow Customers Customer referrals 

   

   

 

A final note: learning from your competition 

You can improve your business by studying your competitors. If you have a travel agency and you visit 
other travel agencies pretending you are a customer, you will learn a lot about what your customers 
want from a travel agency. Watching how your competitors advertise and comparing your prices to 
theirs can be useful. Attending a business seminar or networking event or joining a business group can 
help you do this too.  

Industry associations offer reports and statistics, legal regulation updates, and marketing tips for 
operating a business as well as support from others in the specific industry. 

Finding businesses similar to yours on the Internet can give you ideas about your own. If twice a year 
you pretend to be your own customer or the customer of a competitor to see how you could improve 
your business, you can avoid mistakes and focus your marketing. 

Name one thing you can do to learn from your competition over the next month.  
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Appendix A:  Common Marketing Tools 

·  Tell your family and friends to tell their family and friends 

·  Print brochures and business cards and give them to everyone 

·  Mail out flyers through the postal service 

·  Hand out flyers to businesses and homes close to your business 

·  Place ads in a newspaper 

·  Rent large signs on busy roads where people see your business name and address 

·  Keep track of all your customers’ contact information and: 

o Start a newsletter and mail it out to customers informing them of sales and events 
o Send an e-newsletter via the Internet  
o Mail out invitations to them to attend sales or events 
o Give discount coupons to regular customers or give “bring a friend” discounts  
o Ask customers to refer your business to others and reward them when they do 
o Ask for a reference or testimonial from a happy customer 
o Call regular customers and ask their opinions on new products or services to get an 

idea of what they would be interested in and how much they would pay 
o Identify your top 10 customers, referrals and prospects, send them a letter or call them 

to offer something specifically useful for them 
 

·  Trade shows 

·  Seminars and public speaking 

·  Press releases and media coverage 

·  Customer surveys 

 

Appendix B:  Useful websites 

 
Websites for Canadian ethnic markets and ethnic mar keting: 

Asian and Chinese communities:  

www.asianmarketing.ca/category/ethnic-marketing-communications/ 

Filipino community: 

www.FilipinoJournal.com 

Canadian Marketing Association research on ethnic markets: 

www.the-cma.org/?WCE=C=47%7CK=228100 
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Ethnic media websites: 

Canadian Multicultural Radio:  www.cmr.fm/client/index.aspx 

Omni TV: www.omniab.ca/ 

Alberta newspapers: www.mondonewspapers.com/canada/alberta.html 

Ethnic media list for Alberta: www.nationalethnicpress.com/content/view/62/100/  

Community newspapers: www.communitynews.ca/database/results.asp  

Periodicals ethnic media: www.sources.com/MNN/TyETP.htm  

Alberta weekly newspapers: www.awna.com/communities_served.php 

 

 

   Immigrant businesses featured in Marketing Effectively in a Western Culture  handbook: 

 Guardian Mundare Pharmacy, Brendan Ihejirika   Mundare, Alberta 

 Pro-Active IT Management, Vy (Catherine) Vu  Edmonton, Alberta 

 Little Asia Noodle House, Robert Maglalang  Edmonton, Alberta 

 Premier Dead Sea Spa, Ilana Tzur    Edmonton, Alberta 

 Alaudin Kanji, Troika Foods Ltd.     Edmonton, Alberta 

 Angela Santiago, Little Potato Company   Edmonton, Alberta 

 


