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Why culture, not just demographics, drives outcomes

TL;DR

Most brands stick to the basics when targeting multicultural audiences — a
language filter here, a ZIP code there. The truth is, culture runs deeper. It shows
up in what people watch, how they shop, and the moments they celebrate.
That’s why we look beyond demographics to drive real connection.

Ready to elevate your multicultural ad campaigns? Here’s how six cultural
dimensions turn reach into real connection.



» Target based on content consumption
language, not just device defaults.

« Test bilingual or dual-language creative for
multicultural audiences.

e Leverage in-language and country-of-origin
targeting for authenticity

of Asian Americans speak a language other
than English at home.

e Map ZIP codes and regions with cultural density.

» Tailor messaging to regional lifestyle differences
within the diaspora.

» Use hyperlocal targeting at state, DMA, city, and
ZIP level.

Asian Americans represent of the U.S.
population, concentrated in top 10 DMAs.

« Partner with creators trusted by communities.

« Integrate cultural themes like Bollywood,
cricket and heritage-driven storytelling

* Extend reach through multicultural publisher
partnerships

Research shows Indian Americans actively seek
out ethnic content to preserve identity, culture,
and a sense of belonging within the diaspora

» Tag CRM and loyalty data with declared cultural
preferences.

 Create custom cultural segments to activate
across multiple channels

Nearly of multicultural consumers say they
are more likely to engage with or purchase from
brands that recognize and reflect their cultural
background or language

« Plan flighting around cultural holidays and
rituals (Eid, Lunar New Year, Diwali).

« Tailor tone and Offers the meaning of the
moment, not just the date.

Use dynamic ad creatives triggered by
contextual cues like weather or synchronized
TV content.

With in purchasing power, multicultural
audiences strongly influence mainstream
consumption in the US.

Want to pressure-test
your multicultural advertising?

« Recognize generational differences
(first-gen vs second-gen).

e Leverage creatives that mirror hybrid identities,
such as the Desi millennial culture,
Desis in New Jersey.

« Apply psychographic and life-stage data for
nuance.

of Asian Americans are Gen Z and
are Millennials—a young, hybrid audience.

The Datawrkz Approach

We plan with cultural intelligence,
not assumptions. Our teams
combine data, context and
localized insight to deliver
campaigns that resonate and
perform.
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