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THE GROWTH ACCELERATORS 
AIMM has always deemed three elements — creativity, analytics, and purpose — to be 
ǏȌɐȁƮƊɈǞȌȁƊǶ�ɈȌ�ɐȁǶȌƧǲǞȁǐ�ǐȲȌɩɈǘ�ƊƧȲȌȺȺ�w!ۋX�ǿƊȲǲƵɈ�ȺƵǐǿƵȁɈȺخ�yȌɩة�wƧjǞȁȺƵɯ�ƧȌȁ˛ȲǿȺ�
companies that use all three of these elements, which it refers to as “the growth triple play,” 
are achieving “dramatically higher average growth rates. The research shows using the full 
growth triple play can boost average growth rates by 2.3 times compared to companies that 
don’t use any of the three elements.”
 
Creativity, analytics, and purpose are at the very heart of the Cultural Inclusion Accelerator™, 
a toolbox empowering marketers with a suite of innovative value-driven metrics around 
diverse segments to guide and inform a brand's cultural journey. The Cultural Inclusion 
Accelerator new metrics address marketers’ needs to prove and accelerate growth through 
ǿȌȲƵ�ƊɐɈǘƵȁɈǞƧ�ƧɐǶɈɐȲƊǶ�ȲƵǶƵɨƊȁƧƵ0)�ةX�ȲƵ˜ƵƧɈǞȌȁȺة�ƊȁƮ�ɈǘƵ�ǏɐǶǶ�ɨƊǶɐƵ�ȌǏ�ƮǞɨƵȲȺƵٌȌɩȁƵƮ�ƊȁƮش
or diverse-targeted media, measuring what’s critical for optimizing modern marketing 
strategies.

Cultural relevance is so much more than mere representation. Culture plays a key role in 
deepening the art and science of connecting with all audiences, with particular strengths for 
diverse audiences. Since the creation of the research tool CIIM, which is part of the Cultural 
XȁƧǶɐȺǞȌȁ��ƧƧƵǶƵȲƊɈȌȲ�ÀȌȌǶƦȌɮة�ɈǘƵȲƵ�ǘƊȺ�ƦƵƵȁ�ȺǞǐȁǞ˛ƧƊȁɈ�ǞǿȯȲȌɨƵǿƵȁɈ�Ǟȁ�ɈǘƵ�ǞȁƮɐȺɈȲɯٚȺ�ƊƦǞǶ-
ity to quantify the power of culture. CIIM provides meaningful growth metrics connecting 
ȲƵǶƵɨƊȁƧƵ�ƊȁƮ�ƧɐǶɈɐȲƊǶ�ǞȁȺǞǐǘɈȺة�ƊȺ�ƮƵ˛ȁƵƮ�Ʀɯ�ƧȌȁȺɐǿƵȲȺ�ɈǘƵǿȺƵǶɨƵȺة�ɈȌ�ȯɐȲƧǘƊȺƵ�ǞȁɈƵȁɈة�
sales lift, brand opinion, brand trust, and ad effectiveness.

With clearer proof than ever, the industry can take bolder, more innovative action in the 
design and development of MC&I marketing programs. Independent attribution studies 
have shown that cultural relevancy and the persuasion it generates explain 66 percent of a 
campaign’s sales lift. This has led hundreds of brands to set baselines, minimum standards, 
and higher cultural relevance goals, reprioritizing culture by infusing it earlier and embed-
ding it throughout the marketing process.

�ٗÀǘȲȌɐǐǘ��Xww�ƊȁƮ�!XXwة�ɩƵ�ǘƊɨƵ�ɈǘƵ�ȌȯȯȌȲɈɐȁǞɈɯ�ɈȌ�ȺƵƵ�ɈǘƵ�ȱɐƊȁɈǞ˛ƊƦǶƵ�ƵǏǏƵƧɈȺ�(0ۋX�
efforts can have on your business,” states Manoj Raghunandanan, president, global self-care 
and consumer experience organization for Johnson & Johnson Consumer Health. “We see 
ɈǘƵ�ƦƵȁƵ˛Ɉ�Ǟȁ�ɈƵȲǿȺ�ȌǏ�ǐȲȌɩǞȁǐ�ɯȌɐȲ�ɈȌȯ�ǶǞȁƵة�ɯȌɐȲ�ƦȌɈɈȌǿ�ǶǞȁƵو��ƦɐɈة�ǿȌȺɈ�ǞǿȯȌȲɈƊȁɈǶɯة�ɩǞȁ-
ning the hearts and minds of your consumer, which is the greatest thing you can do for your 
share growth.”
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Not just younger, but also living longer, Hispanic and Asian segments offer brands higher lifetime value than their White 
Non-Hispanic counterparts — $538,636 and $1,193,583 respectively, according to Claritas. Acquiring a household today and 
retaining it throughout its lifespan will result in greater cumulative revenue due to age, spending, and life expectancy. 
Since spending in each sector is driven by demographics and lifestyles, the resulting spending per household is often 
higher than average, even if income is lower.

Ron Cohen, vice president of product strategy at Claritas, elaborates on the implications of higher cumulative lifetime 
spending. “This is a strong indicator for determining the ROI that can be achieved from acquiring a brand-loyal multicul-
tural household, which is strategically important as corporations consider reallocating their investment priorities.”

MC&I segments’ booming population growth, expanding buying power, and youth orientation is evident in the growth 
of many categories, according to an analysis of syndicated purchase data by segment conducted by Santiago Solutions 
Group comparing 2021 against 2019. The study found that the share of growth driving many high-ticket item categories 
has been led by MC&I segments, as seen the in following table.

Remaining average household cumulative life spending

THE LIFETIME ADVANTAGE

Sources: Median Age: ACS 5 Year Data 2020; Life Expectancy: NCHS National Vital Syatistics Report, Release March 22, 2022
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$ 1,997,323
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DEI MEETS KPIS
Over the past few years, DEI has gone from limited program status to far-reaching priority status, requiring a new and 
intentional way of budgeting, planning, and strategizing for the future.

In 2022, in response to CIIM’s success with relevance scores and in recognition of the importance of DEI, a new tool 
was added to the Cultural Inclusion Accelerator Toolbox: the DE&I Accelerator. This tool was designed to quantify the 
impact of diversity, equity, and inclusion attributes on brand growth in advertising creative, entertainment content, and 
programming.

This study has already begun to demonstrate an absolute need for brands to take consumer expectations around social 
ǞȺȺɐƵȺ�ȺƵȲǞȌɐȺǶɯة�ɩǞɈǘ׉׆��ȯƵȲƧƵȁɈ�ȌǏ�ƧȌȁȺɐǿƵȲȺ�ƦƵǶǞƵɨǞȁǐ�ƦȲƊȁƮȺ�ȺǘȌɐǶƮ�ȲƵ˜ƵƧɈ�ɈǘƵǞȲ�ȺɈƊȁƧƵ�Ȍȁ�(0X�Ǟȁ�ɈǘƵǞȲ�ƊƮȺخ�!ȌȁȺɐǿƵȲȺ�
of all segments also believe brands should take a stand on discriminatory policies facing their communities.

A socially neutral brand may think it’s neutral, but to consumers, neutrality speaks volumes.

As Deloitte Insights article “Authentically Inclusive Marketing” states, “It’s not enough to just market inclusiveness or 
diversity. Fifty-seven percent of consumers are more loyal to brands that commit to addressing social inequities in their 
ƊƧɈǞȌȁȺ٘خ�ÀǘƵ�ȺɈɐƮɯ�ƧȌȁ˛ȲǿȺ�ɈǘƊɈ�ٗǘǞǐǘٌǐȲȌɩɈǘ�ƦȲƊȁƮȺـ�ƮƵ˛ȁƵƮ�ƊȺ�ɈǘȌȺƵ�ɩǞɈǘ�ƊȁȁɐƊǶ�ȲƵɨƵȁɐƵ�ǐȲȌɩɈǘ�ȌǏ�ׁ׀�ȯƵȲƧƵȁɈ�ȌȲ�
more) are more frequently establishing key performance metrics for diversity, equity, and inclusion (DEI) objectives than 

Source: Deloitte Global Marketing Trends Executive Survey, April 2021.
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https://youtu.be/I4oJsgSqPfk
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