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WOMAN 

OWNED

MINORITY 

OWNED

LOCALLY OWNED 

IN USA

KNOW US BETTER

“EMPOWERING BRANDS WITH ADVERTISING

AND

SPONSORSHIP EXPERTISE”

SERVING KEY ETHNIC GROUPS

Asian Indians

ChineseFilipinoVietnamese , Korean , Pakistani , Bangladeshi , 

Arabic



HOW WE ARE BRIDGING CULTURES WITH MEDIA EXPERTISE

WE UNDERSTAND 

THE LANGUAGE & 

CULTURE TO ITS 

CORE

MEDIA 

CONSUMPTION 

HABITS

IMPORTANT 

FESTIVALS IN THE 

CALENDAR

HOW BEST TO TARGET 

THIS AUDIENCE 

SEGMENT.



38.6%

7.2%

of US Population; 

close to 24 million

Growth of Asian 

population over the 

past decade (vs 

7.4% growth of US 

pop.

Fastest growing consumer group,

Highly educated ~56% with bachelor degree

Median Household income ~ $93,759

WHY TARGET THE ASIAN AMERICAN SEGMENT

Consumer buying power 

is expected to reach 1.9 

Trillion dollars by 2026

Asian American households 

spent 11% more annually on 

retail than the average U.S. 

household

64%

Non- Asians teens 

watch Asian videos

69%

Non- Asian 

consumes Asian 

food

HIGH GROWTH & PROMISING SEMENT



FOUNDER

Indrajit ( Indy ) Majumdar is a seasoned media entrepreneur with more than 2 decades of experience in Sales & Marketing specializing in building 

authentic connections between brands in United States , Canada , Asia and diverse growth audiences .  His strategic approach focuses on cultural 

authenticity driving meaningful engagement and robust conversions that extend far beyond traditional branding . 

As the founder and driving force behind Vin Media & Digital Solutions , Indy leads one of the largest multicultural media networks in  North 

America . In addition to his entrepreneurial leadership , Indy is the Immediate Past President Of the Asian American Advertising Federation . He 

remains actively involved with key industry organizations such as the Association Of  National Advertisers and the Canadian Marketing Association 

, contributing to initiatives that advance multicultural marketing and strengthen advocacy across the advertising and media industry . 

MEDIA VETERAN  MULTICULTURAL ADVOCATE STRATEGIC INNOVATOR

INDRAJIT  MAJUMDAR



SERVING KEY ETHNIC GROUPS

ASIAN INDIAN, CHINESE, FILIPINO, VIETNAMESE, 

PAKISTANI, BANGLADESHI, AND ARABIC AUDIENCES

COUNTRIES

USA

Canada

MEDIA NETWORKS 

REPRESENTED

300+ MEDIA OUTLETS

ADVERTISING AND SPONSORSHIP SALES 

TV

CONNECTED/ 

LINEAR 

DIGITAL 

PORTALS

PRINT RADIO



IN ADDITION TO MEDIA

01

CLIENT-LED 

BTL  INTITIATIVES

02

EVENT 

SPONSORSHIPS

03

ADVERTISER FUNDED

CONTENT PARTNERSHIP



DIGITAL PROGRAMMATIC SOLUTIONS

Vin Media & Digital powers targeted digital campaigns for 

leading brands, focusing on the Asian market across the US, 

Canada, and globally. With a network of 2500 + publishers, 

we’re a trusted partner for top brands and agencies engaging 

multicultural & growth audiences.



CAPABILITIES

TELEVISION,

OTT/ CTV 

DIGITAL 

BILLBOARD

RADIO

PRINT MEDIA

DIGITAL

VIDEO & 

CONTENT 

CREATION- AFP

PAID PR EVENT 

SPONSORSHIP

MARKET 

RESEARCH

POLITICAL 

ADVERTISING

INFLUENCER 

PROMOTIONS

EVENT & BTL 



5

4

3

2

1

NATIONAL AND LOCAL TARGETING OPPORTUNITIES 

POSSIBLE

Addressing All Advertiser Interest Areas

OPTIMUM NUMBER OF CHOICES FOR NATIONAL AND 

LOCAL MEDIA VEHICLES TARGETING KEY DMAS

SELECTION OF LOCALLY OWNED, MINORITY 

OWNED MEDIA POSSIBLE BASED ON MANDATE

AD CREATION OPTIONS 

AVAILABLE.

IN LANGUAGE SUBTITLING AND 

VOICE OVERS



STRATEGIES TO REACH

DIVERSE SEGMENTS EFFECTIVELY

TAILORED SOLUTIONS TO ENGAGE

SPECIFIC AUDIENCES

VIN MEDIA & DIGITAL BRIDGES THE GAP WITH

PRECISION AND EXPERTISE

MULTICULTURAL AND 

GENERAL MARKET CLIENTS

PROVIDES UNBIASED AND INSIGHTFUL STRATEGIES 



Our Client Partners



Our Client Partners



C A S E S T U D Y



TASK IN HAND

To execute media campaign for the 

Democratic National Committee 

(DNC) and the Harris-Walz ticket.

TARGETAUDIENCE

Asian American & Pacific Islander 

(AAPI) community

CAMPAIGN OBJECTIVE

GOAL
To raise 42% voter favorability among 

eligible voters3months before the 

election toa substantial number by 

Election Day



200 MEDIA 

OUTLETS

LEVERAGING MEDIA

TRADITIONAL 

PLATFORMS

DIGITAL

PLATFORMS



STRATEGICALLY SELECTED PLATFORMS

AAPI COMMUNITIES

LANGUAGE & 
CULTURAL 

PREFERENCE

AFFINITY

REACH



PROGRAMMATIC CAMPAIGN

Media 

habits
Geo

Gender Age

“I WILL 

VOTE”

To raise awareness and 
mobilize eligible voters



ACHIEVEMENTS

64%
Voting Support surged

among Asian American

Significant increase in 
engagement and voter turnout 



C A S E S T U D Y



CAMPAIGN DETAILS

TASK IN HAND

The campaign aimed to raise awareness and 

drive engagement for a Toyota model through 

Display and Video Ads.

The focus was on achieving key metrics such 

as CTR, VCR, and Impressions. The strategy 

was designed to deliver culturally relevant 

messaging tailored to these demographics, 

ensuring maximum resonance and impact

TARGETAUDIENCE

Targeting Chinese, Filipino, and South Asian 

audiences aged 24-49.

CHANNELS OF DELIVERY

Standard Display

Pre-roll videos



TARGETING STRATEGIES

02

03

01

BEHAVIORAL TARGETING

DEMOGRAPHIC TARGETINGIN-LANGUAGE TARGETING

We implemented an in-language strategy for 

Toyota, targeting diverse ethnic audiences 

effectively. Simplified and Traditional Chinese 

creatives were placed on respective websites, 

Hindi creatives on South Asian platforms, and 

Tagalog creatives on Filipino platforms. English 

creatives appeared on both ethnic and in-language 

websites. This ensured cultural relevance, driving 

engagement across all segments.

We targeted South Asians, Chinese, and Filipinos aged 

25+ in the US with household incomes of $75,000+, 

focusing on platforms popular among affluent 

professionals and entrepreneurs. Ads were placed on 

high-traffic channels catering to their interests, ensuring 

visibility in engaging environments.

We engaged South Asians, Chinese, and Filipinos by 

targeting users interested in automotive innovation, 

luxury cars, and eco-friendly technologies. Ads were 

placed on high-end car review sites, reaching a relevant 

audience based on their online behavior.



OPTIMIZATION STRATEGIES 

SITE LIST BLOCKING

By strategically creating placements on 

platforms that align with target audience 

interests, we effectively boosted KPIs like 

impressions, CTR, and overall engagement. 

This approach ensured that the ads reached 

the right demographic, leading to more 

meaningful interactions and optimized 

campaign performance.

To enhance campaign effectiveness under 

performing and irrelevant sites was identified 

and blocked. This strategy minimizes ad

placement on low engagement platforms,

focusing instead on high quality sites with 

proven performance metrics. This ensures 

better alignment with campaign objectives and 

maximizes audience engagement

PLACEMENT TARGETING

DAYPARTING

Forcampaign targeting South Asians, Chinese and Filipinos a 

day -parting strategy was used to enhance performance by 

serving ads during high engagement hours. Ads were scheduled 

for peak times such as evenings and weekends when the target 

audience was most active especially on mobile devices. This 

ensured maximum visibility improved CTR and better 

alignment with the audiences’ routines boosting overall 

campaign effectiveness



RESULTS AND INSIGHTS

✓Display ads achieved (CTR) at 0.28%, followed by Video ads with a CTR of 0.26%

✓Simplified Chinese creatives achieved the highest click-through rate (CTR) of 0.38% in Display ads.

✓English creatives for South Asians performed best in Video ads with a CTR of 0.63%.

✓Display ads achieved 1.43M+ Impressions while Video ads achieved 1.04M+ Impressions.

Display

Video



THANK YOU

+1 8172359885INDRAJIT MAJUMDAR

@ sales@vinmediadigital.live Vinmediadigitalsolutions.com
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