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We are a small diverse team of

Multicultural Brand Consultancy

Engaging America’s Diversity




Based on your stated goals, V%%

1.Comprehend the specific aspirations of ethnically segmented markets; contextually to |their| historical
American experience.
2.Build strategically integrated branded platforms that will increase tactical consumer engagement, and sales.
3.Encourage consumers to be more loyal as brand advocates.
Learn to more attentive tactically regarding the effects and affects of your branded communications:

That helps unify the inclusive spirit in this Great Americana.



VISION:

. In order to
move away from marginalizing minorities.

X
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That branding posture pursues an era for new urban dreams: justice, education, and commerce

All without reference to skin hue



BRANDING:

Branding's role is to provide a framework through which we can unify the vision of a nation. While
segmentation will continue, driven by consumerist forces, and mass customization, branding can
highlight the issues in society that we share; whether one is an American of many generations or a
recent arrival.

Branding is the means through which an organization differentiates, symbolizes and communicates itself
to all of its audiences. However, branding must have a responsibility if we wish our organizations to have
a responsibility. It is the interface between that organization and its audiences.

It can equally
or at least a way of thinking that can unify vision, strategy, exposition and Image, with measurable end results



What is the USA:;

And therein lies several problems.

First, sales are going to be important but winning awards less so. Award-
winning creative has not necessarily informed the American public suitably of
its diversity and indeed, much creative has been marginalizing American
minorities into neat, discrete boxes, bite-sized “knowledgettes” that incorrectly
brand these groups. Political correctness exists as a counter, just as
affirmative action exists as a counter, but we also know the ideal situation is
one where neither is around.

So the branded display needs to have substance, not the bite-sized, digestible

%% ideas that are really sophisticated, evolved stereotypes. But, to get to the

accurate representation the underlying foundation has to change.

Inclusive American branding must paint a picture of the modern United
States; just as the modern Germany is warm rather than precise and just as
the modern United Kingdom is creative rather than traditional.



Hopefully the correct branding positioning will mark the end of race-based branding, making it
irrelevant - 40-plus years since the Civil Rights Movement.

Can anyone honestly walk along a street in New York and say they notice people's races?

You stop looking. And that is the reality of the 21st-century United States, so communications,
promotions and advertising no longer need race-based branding - but it must take a trigger.




What is the role of Vulticultural branding?

What is the real story in context (o the way we socialize as Americans?




The very fact that America’s biological landscape is changing through mixed relationships may result in
Americans who cannot identify with any one race; they simply become “American.”

Even today, many Americans find it difficult to pinpoint an ethnic group -
someone saying that they are Irish Lithuanian Filipino American is not unusual...




Race based Branding tells the audience first

It gives the audience no choice. Selling, or more correctly - buying is all
about the consumer choice. Branding is all about the audience's
understanding. Over the past few years, one can assume that at the core,
the strategic racial errors that were branded were without intent, or malice
on the part of the corporations or vague consumer understanding of the
"thematic" message. It can all be chalked up to “One big
misunderstanding.”

MULTICULTURAL BRAND CONSULTANCY has invested time in studying
each major media enhanced race controversy over the past few years.

most people want to live in a race free America, respect their
specific Ethnic origin and prosper.

So, how does this relate to America's racial concerns?

Simple, branding has helped force Americans to forget the message and
look at the messenger, the branded icons of color barriers.

By default, each time that happens the Historic wound(s) are reopened.



MULTICULTURALISM :
Culture is the total sum of many enclaves, but still one America.
Many ethnic segments, and they all come for some sense of freedom.
4) How do you display freedom and how do you capture the emotion of liberty?
Ethnic Branding needs to convey ownership, stock in America. Not a rent or lease option. That's the 60s

and a welfare state of mind that created the “Projects” and the urban squalor of today, protest marches, and
boycotts over advertising;

In America we socialize from a posture of diversity, many still worship from a posture of ethnic origin. Legacy
stories are what many Ethnic-Americans miss in popular culture; it strips away the face of history. Yet, at
home and with family it is most important.

Music is a perfect example (rock, rap, pop, R+B):  old school and new school ideas, and cultural meanings
based on morals/ value to humanity.

Part of the brand story must reflect on legacy, the struggle, the suffering... then the freedom, equal liberty to
own stuff/ products. Many ethnic groups say “...we still don't own anything in America”

“We have little say in how we are portrayed in the media.”



Multicultural YBrand Consultancy
Partners + bios

Mr. Jack Yan is Co-Founder of . Heis also, a Lawyer, global branding specialist, P ublisher of Lucire.com/ Lucire.net: an
online and offline printed fashion magazine. Co-Au  thor of branding books, such as: BEYOND BRANDING. Mr. Yan is on the
Board of Directors at the Medinge Group (a high-lev el international think tank on branding)

William Shepherd is Co-Founder of He is also, West Coast Director ¥Melrose Public Relations (Los Angeles Ca.) and a
Branding Artist.

Delineate {Brandhouse}.
Creative / Principal: Ms. Amanda van Kuppevelt

Melrose Public Relations:
Chief Steward [/ Principal: Ms. Melanie P. Babb

Melrose Public Relations is a small hybrid com  munications firm with a business model that is base d on Cultural Stewardship.
Simply combining traditional Public Relations strat egies with new media tactics, producing vision for sustainable growth in
today’s volatile marketplace. More specifically, we utilize a didactic communications matrix that crea tes content and seeds
brand messages into diverse communities: offline an d online/ new media.

Our vision for our partners is a stronger corporate structure, enhanced brands and stronger multicultu ral communities.

Melrose takes the construct of sustainability to th e next level:



It should be a positive experience.

We brand real multicultural Stories...

Engaging America’s Diversity



Multicultural Brand Consultancy %New Business Contact

William Shepherd
william multiculturalbrandconsultancy com
Direct: 310-309-1916

Jack Yan
jack.yan multiculturalbrandconsultancy com
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