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Going 
Deeper 
We challenged ourselves 
to learn more about 
diversity, beyond 
traditional paradigms

1

To truly connect with people on a 
cultural level, we need to understand 
identity and diversity among a 
broader audience

2

We also wanted to understand what 
role, if any, brands should play in 
culture



Keys to
Driving 
Cultural 
Engagement

Invest in celebrating the 
richness of multicultural 
audiences. Broader audiences 
ǿƻƴΩǘ ōŜ ŀƭƛŜƴŀǘŜŘ ƎƛǾŜƴ 
shared global curiosities

Make sure clients do not 
appear in environments 
that are furthering 
stereotypes

Share this research with 
your clients and creative 
agencies to ensure 
accountability 

Confirm that your 
advertising content 
authentically portrays 
multicultural audiences

CƛƴŘ ǿŀȅǎ ǘƻ ƭƛƴƪ ǇŜƻǇƭŜΩǎ 
ƛŘŜƴǘƛǘƛŜǎ ǿƛǘƘ ōǊŀƴŘǎΩ 
heritages cultures & identities
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Richness of 
Self-Identity
KEY FINDINGS

1
People define themselves based on a 
variety of factors ɀkey elements of identity 
are race, ethnicity, language, and family

2
Richness of identity today revolves around 
choice and can include a combination of 
heritage and culture

3
People have a strong desire to learn about 
other cultures. Marketers should be culture 
curators and culture embracers
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Components of 
Self-Identity

INCORPORATES 
PERSONAL CHOICE

CULTURE: Set of beliefs, values, 
and practices of a particular 
group of people. Unlike heritage, 
culture does not need to be 
passed down between 
generations, and can change 
with time
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CULTURALCURIOSITY: Desire to 
learn more about cultures other 
ǘƘŀƴ ƻƴŜΩǎ ƻǿƴ

INHERITED ςA BUILDING 
BLOCK FOR CULTURE

HERITAGE: Range of culture, 
values, and traditions inherited 
or passed down from previous 
ƎŜƴŜǊŀǘƛƻƴǎΦ Lǘ ǊŜǇǊŜǎŜƴǘǎ ƻƴŜΩǎ 
history and identity

Celebrations

Cuisine

Music

Arts

Language

Music



Identity Today Offers 
the Freedom to Choose

Gen Pop n=3,503
vΥ hƴ ŀ ǎŎŀƭŜ ƻŦ л ǘƻ рΣ Ƙƻǿ ǎǘǊƻƴƎ ǿƻǳƭŘ ȅƻǳ ǎŀȅ ȅƻǳǊ ŀǘǘŀŎƘƳŜƴǘ ƛǎ ǘƻ ǘƘŜ ŦƻƭƭƻǿƛƴƎ ƎǊƻǳǇǎΚ όлΥ L ŘƻƴΩǘ ƛŘŜƴǘƛŦȅ ǿƛǘƘ 
people from this group at all; 5: I identify with people from this group very strongly)6

LŘŜƴǘƛǘȅ ƛǎƴΩǘ Ƨǳǎǘ ǘƘŜ ǘǊŀŘƛǘƛƻƴŀƭ ƭŀōŜƭǎ ŀǎŎǊƛōŜŘ 
ǘƻ ǳǎΣ ƛǘΩǎ ŀƭǎƻ ǿƘŀǘ ǿŜ ŘŜŎƛŘŜ ǿŜ ŀǊŜ 

AGE GROUP

OCCUPATION

CLASS STATUS

DISABILITY

GENDER IDENTIFICATION

LANGUAGE(S)

NATIONALITY

REGION

PHYSICAL ABILITIES

COGNITIVE ABILITIES

POLITICAL VIEWS

RACE/ETHNICITY

RELIGION/SPIRITUALITY

SEXUAL ORIENTATION

HOBBIES

CULTURAL TRADITIONS

EDUCATIONAL BACKGROUND

HEALTH STATUS

MY FAMILY

etc.

4+ groups
76%

6%

5%

6%
7%

Most people (87%) feel a 
strong attachment to 
multiple communities, 

with 76% identifying with 
4 or more


