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Collage Group’s Multicultural Consumer Fundamentals

Demographics and 
Economic Opportunity

Identity Related 
Marketing Expectations

Media

Cultural Traits
• Cultural Attributes
• Group Traits

Social and Political Issues

Holidays and Occasions

Passion Points

Connection
• Family
• Community 
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Members Want to Understand Where People Are Going to Consume 
Media Content and Why They’re Going There

Top 2 responses to our core scoping question: 
What do you need to understand about social 
media, visual media, and audio media to succeed? 

• Are they following specific topics? 
• Are they following influencers? 
• Are they looking for products to purchase?
• Are they just killing time? 
• Is it device dependent? 
• Does it depend on the race, ethnicity, 

sexuality, gender of the characters or hosts?

1. What platforms are people 
visiting to consume social media 
and visual and audio content? 

2. Why are they going to these 
platforms instead of others?



COMPANY CONFIDENTIAL

4

2021 Media Study – A Focused Scope

1 Active social media users are people that report using at least one social media service 

1. The survey was only fielded to people that are active social media users1 who 
watch movies and/or tv shows. Thus, our findings reflective of American media 
consumers and we present the data in this study as unweighted

2. The survey and presentation are primarily about media channels. For more on media 
content preferences please see our Passion Point research 

3. The survey and this presentation do not cover media related topics such as: 
• The role of media in polarization
• The role of media in mental health
• The role of media in cancel culture

These topics will be considered in more detail during the 2021 Roundtable
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Collage Group, Media Survey, Fielded August 2021 
18-75 Unweighted Survey Sample Breakdown, n=3462

Gender

Woman 1858

Man 1590

Non-binary / other 14

Race & Ethnicity

Hispanic 908

Black 734

Asian 508

White 1312

Hispanic Acculturation

Acculturated 296

Bicultural 429

Unacculturated 183

Generation

Gen Z 383

Millennial 1267

Gen X 878

Boomer 934

LGBTQ+

LGBTQ+ 663

Non-LGBTQ+ 2799

Please note that the data present in this report is weighted to be nationally representative of 
Race & Ethnicity, Hispanic Acculturation, Age, Gender, and Sexuality.
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Most Americans Use Social Media, but Adoption for Consumers Under 
50 Has Plateaued in Recent Years
Social Media Usage Continues to Grow within Older Age Cohorts

Source: Pew Research Center

Percent of U.S. adults who say they use at least one social media site, by age
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https://www.pewresearch.org/internet/fact-sheet/social-media/?menuItem=81867c91-92ad-45b8-a964-a2a894f873ef
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YouTube, Facebook, and Instagram Remain the Top Platforms for 18+ 
American Social Media Users

#1

#2

#3

#4

#5

Age 41-75 Social Media Users Age 18-40 Social Media Users 

Source: Collage Group Media Survey, August 2021 (18-75 population, unweighted)
Multiselect, top 5 answer options shown

Top 5 social media sites people use
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Connecting with Friends and Family Remains a Major Motivator of Social 
Media Consumption across Racial and Ethnic Segments

90%W

Hispanic

88%

Black

86%

Asian

87%

White

Source: Collage Group Media Survey, August 2021 (18-75 population, unweighted)
Multiselect answer option
* Indicates statistically significant difference (p > 0.95) from all other racial/ethnic segments
W Indicates statistically significant difference (p > 0.95) from non-Hispanic White respondents
H Indicates statistically significant difference (p > 0.95) from all other Hispanic Acculturation segments

Unacculturated Hispanic social media users are most likely (96%H) to keep up with friends and family on social media, 
compared to Bicultural Hispanic (91%) and Acculturated Hispanic (86%H) social media users

I visit social media sites to keep up with friends and family
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Multicultural Americans Are More Likely to Follow Influencers or Popular 
Accounts on Social Media

Source: Collage Group Media Survey, August 2021 (18-75 population, unweighted)
Multiselect answer option
* Indicates statistically significant difference (p > 0.95) from all other racial/ethnic segments
W Indicates statistically significant difference (p > 0.95) from non-Hispanic White respondents
H Indicates statistically significant difference (p > 0.95) from all other Hispanic Acculturation segments

83%W

64%W

86%W

62%W

87%W

53%W

78%

41%

Age 18-40 Social Media Users Age 41-75 Social Media Users

Hispanic Black Asian White

I visit social media sites to follow celebrities, influencers, or other popular accounts
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Young Black Social Media Users Are Most Likely to Value Social Media 
Influencers Who Share Their Racial Background
Older Multicultural Social Media Users Are Less Likely to Follow Influencers

Source: Collage Group Media Survey, August 2021 (18-75 population, unweighted)
Single select grid option; Answer options included “Not very important,” “Somewhat important,” or “Very important”
* Indicates statistically significant difference (p > 0.95) from all other racial/ethnic segments
W Indicates statistically significant difference (p > 0.95) from non-Hispanic White respondents
H Indicates statistically significant difference (p > 0.95) from all other Hispanic Acculturation segments

It is somewhat or very important for me to follow influencers, celebrities, or other 
popular accounts on social media who share my ethnic or racial background

Hispanic Black Asian White

Age 18-40 Social Media Users 47%W 60%* 54%W 33%

Age 41-75 Social Media Users 35%W 33%W 26%W 13%
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The Proliferation of Streaming Platforms Allows Americans to Watch 
What They Want, When They Want It
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Streaming Growth Fueled a 13 Percentage Point Drop in American 
Households Subscribing to Cable over the Past Decade
Black Households Are Most Likely to Still Have Cable, while Asian Households Are Least Likely 

Source: Simmons Spring 2010-2020 NHCS Adult Study 12-month; Household Data 

Does your household subscribe to cable television?

-11pp

-12pp

-9pp

-14pp
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Two in Five Black and Hispanic Americans Would Start a Streaming 
Subscription to Watch One Show
Simple Sign-on and Cancellation Processes Make It Easy to “Say Yes” and Subscribe

Source: Collage Group Media Survey, August 2021 (18-75 population, unweighted)
% agree, strongly agree
* Indicates statistically significant difference (p > 0.95) from all other racial/ethnic segments
W Indicates statistically significant difference (p > 0.95) from non-Hispanic White respondents
H Indicates statistically significant difference (p > 0.95) from all other Hispanic Acculturation segments

I would subscribe to a new streaming service for just one show I want to watch

40%W

Hispanic

40%W

Black

33%

Asian

32%

White
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Given Their Willingness to Subscribe, It’s Not Surprising Bicultural 
Hispanic and Black Americans Use More Streaming Services

Source: Collage Group Media Survey, August 2021 (18-75 population, unweighted)
Calculation based on platform usage
* Indicates statistically significant difference (p > 0.95) from all other racial/ethnic segments
W Indicates statistically significant difference (p > 0.95) from non-Hispanic White respondents
H Indicates statistically significant difference (p > 0.95) from all other Hispanic Acculturation segments

Number of movie and television show streaming platforms selected:

Hispanic 4.9W

Black 4.7W

Asian 4.1

White 3.9

Bicultural Hispanic consumers lead the 
Hispanic over-index, averaging 5.4H

streaming platforms for movies and shows, 
compared to Acculturated Hispanic (4.8) and 

Unacculturated Hispanic (4.0) consumers



COMPANY CONFIDENTIAL

17

Multicultural Americans Are More Likely to Value Movies or Shows with 
Characters Sharing Their Ethnic or Racial Backgrounds
Two in Three Unacculturated Hispanic Americans Value Characters that Speak Non-English Languages

Source: Collage Group Media Survey, August 2021 (18-75 population, unweighted)
Single select grid options; Answer options included “Not very important,” “Somewhat important,” or “Very important”
* Indicates statistically significant difference (p > 0.95) from all other racial/ethnic segments
W Indicates statistically significant difference (p > 0.95) from non-Hispanic White respondents
H Indicates statistically significant difference (p > 0.95) from all other Hispanic Acculturation segments

When choosing movies and shows to watch, it is somewhat or very important 
for them to have characters who...

Unacculturated Hispanic consumers are most likely (64%) to say it is important for characters to speak a language other than 
English, compared to Bicultural (60%) and Acculturated (33%H) Hispanic consumers

Hispanic Black Asian White

Share my ethnic or 
racial background 53%W 57%W 46%W 29%

Speak a language other than English 
(Spanish, Chinese, etc.) 52%* 36%W 39%W 24%
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Info@CollageGroup.com

CONTACT US


