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• 24% born overseas (Melbourne = 31%; Sydney = 35%)

• Almost 70% claim overseas ancestral origin

• Melbourne & Sydney: 40% identify with a non-Australian or non-
British Isles ancestry (net of non-response)

• In proportional terms 1996-2006:

2006 Census

• In proportional terms 1996-2006:

– Christian religious affiliation -7.4%

– Hindus x2, Muslims +56%, Buddhists +93%

– Continental European Language at home -16.6%

– Asian Language at home +46%; Arabic +29%

• Of 384 new arrivals daily, approx 63% do not speak English at home

Australia is culturally diverse; diversity is increasing 



Cultural Origin and Health

Genetic predisposition

• Sickle-cell anaemia

• Tuberculosis

Diet, lifestyle, social status

• Heart disease

Cultural practices and 

attitudes (Language, apprehension, 

mistrust, sensitivities, cultural 
competence in delivery)

• Sub-standard experience
• Heart disease

• Type 2 Diabetes

• Life expectancy

Migrant isolation

• Mental Health

• Refugees: Trauma / 
Nutrition deficiency

• Sub-standard experience

• Under-representation in 
screening programs –
Breast cancer, Cervical 
cancer

• Smoking, alcohol abuse, 
gambling



Most Often

• Country of Birth

• Language at Home

• Religion

• Ancestry

Area data for cultural analysis - Census

Limitations

• High non-response, esp Religion

• Country of birth ≠ cultural 
background

• Language at home

Advantage

• Large sample!

• ABS imprimatur

• Good for large areas

• May suit purpose

• Language at home

• Ancestry 

– Confined to nations

– Treatment of ‘Australian’?  

– Based on self-perception

• Randomisation for small areas

Result = Good macro indicator; less use for small areas; 

no use for individuals



Sometimes

• Country of Birth

• Language at Home

Individual data for cultural analysis - Collected

Advantage

Disadvantage 

• Non-response

• Inaccurate data capture

• Inaccurate response

• Potentially misleading/unhelpful
Advantage

• May be fit for purpose

• Supplied by patient/ 
customer

• Potentially misleading/unhelpful

• Supplied by customer, often in 
stressful engagement

• Potential for offence

• High cost

Most Often - No cultural indicator 

Limited measurement of access and equity

Result = Lack of evidence

to support social marketing and promote change



Names as a surrogate for cultural origin

Background

• Home-made tables: single purpose, single culture
– eg US Hispanic, Asian, Indian

• Research (ESRC-funded): University College, London 
– demonstrated link between names and cultural origin

– wider application

• Origins: draws on global data sources
– research tool and business applications

– classification, analysis, reporting and targeting

– more than 50 users in public and commercial sectors



What is Origins?

Origins appends cultural origin codes 
by analysing the combination of 

Personal and Family names

– 243 Origins Types

eg Vietnam, Basque, Fiji, Muslim India, Chinese Mandarin

Aggregated to

– 16 Origins Groups

eg East/South-East Asia, Hispanic, Oceania



AMI Government Marketing Conference 

Delegate Profile

150 120 75

Origins Profile for AMI Gov Marketing Conference

Origins Groups

Sorted by Volume of Delegates
Australian Australian 

3 September 2008

Sorted by Volume of Delegates
Delegates Delegates %

Australian 

Adults

Australian 

Adults % Index

Total 235 100.000 12,447,525 100.000 100

ANGLO-SAXON 127 54.043 6,394,551 51.372 105

CELTIC 64 27.234 2,660,976 21.378 127

WESTERN EUROPEAN 14 5.957 830,219 6.670 89

ITALIAN 8 3.404 612,655 4.922 69

SLAVIC 8 3.404 435,287 3.497 97

GREEK/GREEK CYPRIOT 4 1.702 245,617 1.973 86

EAST/SOUTH EAST ASIAN 2 0.851 453,670 3.645 23

HISPANIC 2 0.851 174,654 1.403 61

JEWISH/ARMENIAN 2 0.851 43,793 0.352 242

NORDIC 2 0.851 134,156 1.078 79

AFRICAN 1 0.426 11,100 0.089 477

MUSLIM 1 0.426 243,317 1.955 22

NOT FOUND 0 0.000 19,191 0.154 0

OCEANIA 0 0.000 13,735 0.110 0

SOUTH ASIAN 0 0.000 127,465 1.024 0

UNCLASSIFIED 0 0.000 47,139 0.379 0



1. Australian Tertiary Institution – Student appeal

2. Tower Hamlets – Bangladeshis and A&E

Applications of Name Recognition Analysis

3. English Midlands – TB strains by case origin

4. City of Kingston – Reaching hard-to-reach CALD 
communities



Market Segmentation - Profile

Origins Group Students Students % Market % Index

ANGLO-SAXON 2677 33.7% 37.5% 90

CELTIC 1153 14.5% 16.1% 90

EAST/SOUTH EAST ASIAN 828 10.4% 5.8% 179

MUSLIM 711 9.0% 5.2% 174

Application 1 – Australian Tertiary Institution

MUSLIM 711 9.0% 5.2% 174

ITALIAN 654 8.2% 13.5% 61

SLAVIC 563 7.1% 7.8% 91

WESTERN EUROPEAN 397 5.0% 4.6% 109

HISPANIC 279 3.5% 2.5% 143

SOUTH ASIAN 228 2.9% 0.7% 396

GREEK/GREEK CYPRIOT 217 2.7% 4.9% 56

NORDIC 78 1.0% 0.9% 107

AFRICAN 60 0.8% 0.1% 527

JEWISH/ARMENIAN 39 0.5% 0.3% 156

NOT FOUND 27 0.3% 0.1% 596

OCEANIA 23 0.3% 0.1% 310

UNCLASSIFIED 5 0.1% 0.0% 157

Total 7939 100% 100% 100



Application 2 – Tower Hamlets PCT

The Client & the Business 

Challenge

• Primary Care Trust in East London

• Responsible for population health 
and delivery of primary careand delivery of primary care

• Overwhelming pressure on A&E at 
Royal London Hospital

• Many patients with minor ailments

• Needed quantified evidence to 
support action

Initiated and managed by 
Dr Foster Intelligence



• Data for analysis: 200,838 attendances for 1/04 to 1/06; name and 
symptoms

• Name analysis tool used to append cultural origin of attendees 

Application 2 – Tower Hamlets

Solution and Findings - Quantitative

• Name analysis tool used to append cultural origin of attendees 

• Compared with PCT area population

• Identified several over-represented cultural groups - most notable were 
Bangladeshi community members



• Focus groups with Bangladeshi community identified

– Anxiety about ability to support families

– Nausea, diarrhoea, earache, and the common cold perceived as 
threatening 

– Within the community, suspicion and low confidence in GPs:

Application 2 – Tower Hamlets

Solution and Findings - Qualitative

– Within the community, suspicion and low confidence in GPs:

• Informality

• Attire

• Lack of thorough examination

• Often no prescription for medication

– Bangladeshis by-passed GPs and went direct to A&E to seek a remedy

• Interviews with A&E Staff

– Felt there was insufficient information for Bangladeshis 

• Health and illness

• Options for health and advice



• Multi-dimensional social marketing 
campaign to promote role of GPs and 
Pharmacies:

– Further community engagement - Local 
elders and respected community 

Application 2 – Tower Hamlets

Actions

elders and respected community 
members

– Local area marketing

– Operational improvements to 
acknowledge community expectations

– Name analysis tool used to direct mail 
those most likely to have a Bangladeshi 
cultural background

– Name analysis tool used to monitor 
behavioural change at A&E



Outcomes

• May 2007 – Evidence showed a 6.4% 
reduction in A&E attendance year-on-year

• Royal London Hospital – women aged 20 -
29 attendances at A&E fell by 11.1%

Application 2 – Tower Hamlets

29 attendances at A&E fell by 11.1%

• Neighbouring hospitals (as control) -
increases of 2.6% - 3.6%

• GP appointments for men aged 20 - 29 up 
by 8% and 16% at two surgeries

• Avoidance of A$130 - A$250 cost to NHS 
per A&E visit = >A$1.2m in Year 1

• Attracted national publicity

• Winner of two awards



Application 3 – TB in the English Midlands

The Client & the 

Business Challenge

• Health Protection 
Agency responsible for 
protecting UK public 
health health 

• Support and advise 
NHS and other 
interested public 
service groups 

• Objectives: 

– identify strains of TB

– establish link with 
carriers of specific 
cultural origin



Application 3 – TB in the English Midlands

Solution and Findings



Application 3 – TB in the English Midlands

Solution and Findings



Application 3 – TB in the English Midlands

Name analysis tool used to identify incidence of particular strains

Solution and Findings



Application 3 – TB in the English Midlands

• Inform public health control strategies

• Code a public register to create a database of at-risk 
carriers of particular strains

Potential Actions

• Communications directed to high-

Proactive delivery of better health care to a vulnerable 
group – access and equity

• Communications directed to high-
risk citizens

• Improved efficiency and cost-
effectiveness of screening and 
inoculation program

Target Outcomes



Application 4 – City of Kingston

The Client & the Business Challenge

• Local Government

• Middling LGA - except Clayton South

70% Australia Elsewhere Not Stated

Birthplace Summary – %

80%
English only Other Language

Not Stated

Language @ Home – %
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Application 4 – City of Kingston

The Client & the Business Challenge

• Focus on early childhood – kinder and day care 

• Anecdotal awareness of lower take-up by CALD communities

• Challenge = How to reach target groups

• Detailed mapping – small area, street, household

• Qualitative research to better understand 

– needs

– reasons for low participation

• Redefine/repackage product to better suit needs

Planning to Meet the Business Challenge



Application 4 – City of Kingston



Micro Segments 

(20 Households) 

with top Quintile

Concentrations 

of Selected CALD 

Groups

Application 4 – City of Kingston



Resources: Street-level Targeting

Application 4 – City of Kingston

19.0% = Above Clayton South Average



Application 4 – City of Kingston

• Articles in local newspapers

• Local advertising

• Targeted mail drops

• Footwork – targeted resourcing for door-to-door

Potential Actions (tba)

• Footwork – targeted resourcing for door-to-door

• Better in-language resource packs

Target Outcome

Improved participation of 
hard-to-reach communities in 
pre-school services



VPSM

Response Rate by Cultural Group
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Name Analysis: Campaign Response
Origins Type and Gender

Australian Financial Institution

Response by Top Origins Types (90% Responses) by Gender
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Better Outcomes for CALD Communities
What Makes for Successful Initiative?

• Testing anecdotal observation

• Quantitative analysis to create evidence and inform Q• Quantitative analysis to create evidence and inform Q

• Qualitative research and community engagement

• Engage the talents of experts in the field

• Well conceived and executed social marketing campaign

• Rigorous measurement and evaluation
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