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The Black family is the core of African American life and the source of generational knowledge, traditions and values. Both a 
protector of and an incubator for the next generation, “family” is more than just nuclear relatives and often includes extended 
bonds representing a strong community of interdependence and support. As a result of the events of 2020, from the impacts of 
COVID-19 to the ongoing pursuit of racial justice, many Black families found new ways to engage with content celebrating Black 
culture and about Black identity in America. 

For a culture often defined by coming together, such as through family meals, worship services and visits to the barbershop or 
salon, COVID-19 presented Black families with shared and unique obstacles, especially families with kids. Family time has evolved 
to include more screen time, increased access to content and an appetite across all age groups for culturally relevant and 
representative programming. 

Today, perhaps more than at any time before, television is a primary engine of information gathering, ideology formation 
and community connection. As our nation continues to confront the challenges of COVID-19, systemic injustice and an 
unprecedented political transition, family discussions have centered on topics of structural racism and civic duty as frequently 
as conversations on juggling childcare or healthcare access during a pandemic. The impact of these converged crises weighs 
disproportionately on Black families. 

At its best, the content we consume can be a resource and a refuge, providing equal parts escape from reality or comfort in 
isolation. When physical closeness isn’t possible, what we watch helps us to connect. Television and the content we choose 
continues to play an essential role—helping Black families cope under unprecedented pressures. This is evidenced by the fact 
that Black families are accessing more content than ever, especially leaning into programming where they can feel seen. Join us 
as we explore the influence of content access and representation on today’s Black family. 

CHARLENE POLITE CORLEY
VP, Diverse Insights & Partnerships
Nielsen Global Media

THERE ARE 16.1 MILLION BLACK 
TELEVISION HOUSEHOLDS IN THE 
U.S. AND 31% HAVE CHILDREN.1

FOREWORD

1 Nielsen Universe Estimates, “Black Families” defined as Black head-
of-household with children present
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No matter the size or composition of their households, Black families face challenges both familiar 
to the nation and unique to the Black community. Black Americans are often frontline workers, 
making up more than 20% of employees in transportation and utilities work, home health and 
residential care facilities, and child care. Putting Black families under heightened pressure and 
increased risk for contracting COVID-19.

Then there are the challenges of pandemic life: balancing homeschooling, workplace safety 
challenges and how to stay connected to family and friends without the traditional access to 
an extended support system. With one-third of Black households home to children under 18, 
flexibility and sharing of childcare duties are common, often extending the center of family life 
and cultural connections across multiple households.2 Five percent of Black households are also 
multigenerational, embedding an additional level of influence and support into Black homes with 
kids, and supporting co-viewing of content among family members. 

2 U.S. Census Bureau, Current Population Survey, March and Annual Social and Economic Supplements

U.S. Bureau of Labor Statistics ‘Employed persons by detailed industry, sex, race, and Hispanic or Latino ethnicity.’

BLACK FAMILY LIFE

41%
TWO PARENTS

7% 
OTHER RELATIVES

51%
ONE PARENT

1.4% 
NON-RELATIVES

AVERAGE  
HOUSEHOLD SIZE

4

LIVING ARRANGEMENTS FOR BLACK CHILDREN UNDER 18

2.5
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ACCESS TO CONTENT IS ESSENTIAL
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For Black families, television is not only essential for entertainment; it’s also a key source for news, insights and information at a 
time of spiraling crises around racial tolerance, justice and equity. 

During the week of the Capitol protests on January 6, 2021, Black children were watching more news than their counterparts. We 
are living in what’s essentially two Americas—where Black families confront racism much more than other families. Rather than 
shielding their children from this content, Black parents are viewing alongside their young, allowing the news to serve as a catalyst 
for family conversation.

Broadcast and cable lineups are prominent in Black homes, but Black families are increasing their subscriptions to streaming 
services, underscoring the search for more relevant and nuanced content. 

Black families are finding more of their favorite content on virtual cable providers e.g. SlingTV, Philo, FuboTV. These slimmer 
packages often provide a curated balance of network programming from familiar sources. While traditional television has 
significant reach, Nielsen has found that the technology people have in their home has the greatest influence on what people 
watch. A year into the pandemic, we’ve seen some of the largest gains in the reach of internet-connected devices among Black 
Americans, and usage within these families continues to grow.

TWO AMERICAS
4 OF THE 10 CABLE PROGRAMS 
MOST VIEWED BY BLACK KIDS 
WERE NEWS PROGRAMS—
COMPARED TO JUST 1 OUT OF 10 
FOR ALL KIDS.

MOST VIEWED PRIMETIME CABLE PROGRAMS

Source: Nielsen Cable Primetime Ratings, Week of January 6, 2021

Week of Capitol protests on January 6, 2021 
Source: Nielsen National TV Measurement, week of January 4, 2021

BLACK CHILDREN 
AGES 2-17

TOTAL U.S. CHILDREN 
AGES 2-17

60%

90% 10%

40%

Kids Programs News Programs
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MORE THAN A QUARTER OF BLACK ADULTS REPORTED 
INCREASING THE NUMBER OF PAID SUBSCRIPTION 
SERVICES IN THE INITIAL WAKE OF THE PANDEMIC.

SIGNING UP AND SIGNING ON
In the second quarter of 2020 alone, we saw an 8% increase in the reach of internet-
connected devices among Black households. African Americans also spent the most time with 
these devices compared with other demographic groups. 

The number of Black households with children and a smart TV increased by 10% year over 
year, and for the kids in those homes, smart TV usage outpaced their peers.

The biggest benefit of new internet-connected devices in the home? Streaming video. With 
hundreds of options available to consumers, defining the right mix of subscription video on 
demand (SVOD) services can change quickly. More than a quarter of Black adults reported 
increasing the number of paid subscription services in the initial wake of the pandemic. 
Today, 17% of Black families that report having access to an SVOD service actually have 
combined access to at least four major providers.

Source: Nielsen SVOD Content Ratings, December 2020

NEW TRADITIONS, FAMILIAR FAVORITES: HOLIDAYS WITH THE SMART TV

These new sources also led to different choices in the most popular streamed content for 
Black families. During the December 2020 holidays, Soul and Jingle Jangle, shows featuring 
Black characters, were the top choice for Black families. In fact, across the US, Soul made the 
top five list—showing that diverse content can be a favorite for all families. 

Top 5 Streaming Programs for Kids

6

SOUL (2020)
#1 Black Children

#3 Total U.S. Children

HOME ALONE
#4 Total U.S. Children

THE CHRISMAS CHRONICLES
#5 Total U.S. Children

COCOMELON
#2 Black Children

JINGLE JANGLE
#5 Black Children

Total U.S. 
Children

CHRISTMAS CHRONICLES 2
#2 Total U.S. Children

#4 Black Children

HOW THE GRINCH STOLE XMAS
#1 Total U.S. Children

#3 Black Children

Black
Children
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ON-SCREEN REPRESENTATION MATTERS
In addition to the vast content libraries offered, an added benefit of SVOD programming is the amount of 
representation and visibility of Black talent and stories viewers find once they gain access. Nielsen’s SVOD 
Top 10 list consistently reflects the ongoing demand for representative television, not just from Black 
audiences, but the broad appeal for inclusive shows from viewers overall. 

Black viewers flocked to streaming seeking content to entertain, educate and escape—from shows 
centered on the Black experience in America to top-grossing films featuring inclusive casts.

“Wakanda” is one example. Looking for ways to honor Juneteenth—a holiday traditionally celebrated with 
parades or gatherings, four times as many Black families streamed Black Panther the week of June 19, 
2020, compared to the week before.

Rank SVOD Provider Program Name # of Episodes Minutes (Millions)

1 Netflix Bridgerton 8 2,648

2 Netflix Cobra Kai 30 2,606

3 Netflix Chilling Adventures of Sabrina 36 961

4 Netflix The Crown 40 797

5 Disney+ The Mandalorian 16 707

6 Netflix Virgin River 20 662

7 Netflix The Queen’s Gambit (2020) 7 607

8 Netflix Death to 2020 1 519

9 Netflix The Great British Baking Show 65 445

10 Netflix Designated Survivor 53 241

Source: Nielsen SVOD Content Ratings (Amazon Prime, Disney+, Hulu, and Netfilx), Nielsen National TV Panel, U.S. Viewing through Television.

7

FOUR TIMES MORE BLACK FAMILIES
STREAMED BLACK PANTHER DURING THE 
WEEK OF JUNETEENTH 2020, COMPARED 
TO THE WEEK BEFORE.

MEETING THE DEMAND FOR INCLUSIVE CONTENT ON STREAMING
Persons 2+ Total Minutes Viewed – Week of 12/28/20 - 1/3/20

https://www.nielsen.com/us/en/top-ten/#streaming
https://www.nielsen.com/us/en/top-ten/#streaming
https://infogram.com/svod-programs-1h8n6mog7l7m4xo
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INFLUENCE AT HOME AND ON TV
Powerful stories paired with representation on screen are always an opportunity to bring 
Black families together. Nielsen’s new Inclusion Analytics data shows that the overall share 
of screen time for Black talent on television is often at or above their presence in the U.S. 
population. However, upon closer review, that strong representation is led by the presence of 
Black men and reveals an underrepresentation of Black women. SVOD was alone in offering 
screen time above parity for both Black women and Black men.

Black Americans looking for diverse stories on TV find SVOD programming delivers more 
than the traditional networks. They are seeing more of themselves in representative content 
across different genres and story arcs. Think Netflix’s recent hit, Bridgerton—where else can 
you watch Black characters in Regency England?

17.82%

BROADCAST CABLE SVOD

6.95%
4.53%

2.52%

9.58% 9.31%

Black Men
Share of Screen

Black Men
population estimate

Black Women
Share of Screen

Black Women
population estimate

6.59%

7.39%

Source: Nielsen Inclusion Analytics

http://www.nielsen.com/us/en/about-us/diversity-and-inclusion/inclusion-analytics/
https://www.nielsen.com/us/en/about-us/diversity-and-inclusion/inclusion-analytics/
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FAMILY TIME IN A DIGITAL WORLD
The New Night Out on Social Media
The content that brings us together isn’t just on TV. Social media is a critical information and 
social connection point for many, and bringing the collective Black family together in new ways. 

An example was the support for Verzuz, a digital series introduced during the early days 
of the COVID-19 pandemic and broadcast on Instagram Live. From March to September, 
Instagram app reach with Black mobile users increased by 7%, the highest increase of any 
race or ethnicity. 

The shows featured predominantly R&B and hip hop artists who attracted millions of viewers 
tuning in to watch marathon DJ sets in virtual “Club Quarantine.” As audiences convened 
during these events, they were joined by fellow fans, other prominent artists, and even 
political figures. 

Generations also collided on TikTok as families used their quarantine time to learn the latest 
trending dance moves or skits. Nielsen data reflects the growing popularity of the mobile app, 
which delivered a 37% increase in reach among Black adults from March to September 2020.3

Screens are Invited to the Family Dinner
Sunday dinner: a time when families and friends connect, share stories from the week or 
watch a favorite program on television. In 2020, Black people were 18% less likely to host 
gatherings at home.4 As a result, 2020 forced the Black family to get familiar with virtual 
family time. Black families found new ways to connect virtually, through the use of video 
conferencing apps like Zoom, which rapidly increased its reach among Black users last year, 
outpacing adults overall. 

ZOOM MONTHLY APP REACH MARCH TO SEPTEMBER 20203

37% INCREASE IN REACH AMONG BLACK ADULTS ON TIKTOK

+66% FOR
BLACK ADULTS

+47% FOR
ADULTS OVERALL

9

3 Nielsen Media Impact Mobile App Reach March 2020, September 2020
4 Nielsen Custom Survey
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18% CO-IDENTIFY AS
MEXICAN AMERICANS

29% AS OTHER LATINO

32% AS PUERTO RICANS

22% AS DOMINICAN

0.3%

BROADCAST CABLE SVOD

0.9%

1.8%

0.9%
1.1%

0.9%

Share of screen Population Estimate

AFRO-LATINO HISPANIC ORIGIN

AFRO-LATINO SHARE OF SCREEN

AVERAGE HOUSEHOLD SIZE

SPOTLIGHT: AFRO-LATINIDAD AND EMBRACING BLACK IDENTITY
The Black community in the U.S. is diverse. Many may be surprised to learn that while Black-
Hispanic Households make up just 0.6% of all households, they comprise nearly 5% of 47 
million Black households. Additionally, these households have a higher presence of children 
and larger household sizes. A full 41% are parents of children under the age of 185 with family 
firmly at the center of Afro-Latino life. Afro-Latinos are caregivers beyond the family children 
in the home and are 18% more likely to be caregivers for an aging parent or relative. This 
interdependence is underscored by the higher percentage of multigenerational households 
we see among Black-Hispanic homes, where we see more co-viewing. During broadcast 
primetime, 6% of Afro-Latinos watched TV with kids in their household, outpacing co-viewing 
for all audiences.5 The multiple generations in the Afro-Latino home influence co-viewing 
between older and younger people. This lends itself to conversations in the home, around 
entertaining content and navigating news. 

The Journey from Silent to Seen
Increasingly, Afro-Latinos are taking to social media to vocalize their Black pride and claim 
their Blackness and ancestry—inspiring producers, content developers and studios to 
recognize the need for increased visibility of Afro-Latinos on screen. Nielsen Inclusion 
Analytics data shows that in the 2019 television season, Afro-Latinos were better represented 
on screen, signifying their growing visibility and recognition of the demand for content 
featuring them.

5 Nielsen TV Ratings, Broadcast Primetime Coviewing, week of January 11, 2021

3.0 2.5

10

MULTIGENERATIONAL HOUSEHOLDS
% of Population

6%

3%

Afro-Latinos Total U.S.
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Black, Black American, and African American are used interchangeably in this report to 
represent people having origins in any of the Black racial groups of Africa. 

Afro-Latino, and Black Hispanic are used interchangeably in this report to represent people who 
racially identify as Black or Black in combination with another race AND with Hispanic ethnicity

SVOD: Subscription video on demand
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ABOUT NIELSEN 
Nielsen Holdings plc (NYSE: NLSN) is a global measurement and data analytics company that 
provides the most complete and trusted view available of consumers and markets worldwide. 
Nielsen is divided into two business units. Nielsen Global Media provides media and 
advertising industries with unbiased and reliable metrics that create a shared understanding 
of the industry required for markets to function. NielsenIQ (formerly known as Nielsen Global 
Connect) provides consumer packaged goods manufacturers and retailers with accurate, 
actionable information and insights and a complete picture of the complex and changing 
marketplace that companies need to innovate and grow. 

Our approach marries proprietary Nielsen data with other data sources to help clients around 
the world understand what’s happening now, what’s happening next, and how to best act on 
this knowledge. 

An S&P 500 company, Nielsen has operations in nearly 100 countries, covering more than 90% 
of the world’s population. For more information, visit www.nielsen.com. 

At Nielsen, data drives everything we do—even art. That’s why we used real data to create this image. 
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