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Survey data was
collected from a sample
(N = 1,051) 

of adults (Age Range =

18–54 years old) from
across the U.S.

The Center for Scholars & Storytellers (CSS), based in the Psychology Department
at the University of California, Los Angeles (UCLA), was commissioned by STARZ
to collect and analyze data from a nationally reflective sample of adults in the

United States (U.S.). 

PROJECT DESCRIPTION
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Percentage values followed by an asterisk (*)

denote statistical significance meaning that it is
unlikely that this finding occurred due to
random chance.  More information on the
methodology can be found on page 12.

The overarching aim of this investigation was to
examine audience demands for diverse,
authentic, and inclusive media content
representing multicultural backgrounds and
whether this varied meaningfully by
race/ethnicity, gender, or sexual orientation. 

P-Valley

Statistical analyses were then
run to address a variety of
questions that were relevant
to the aim of this project.
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At the Center for Scholars & Storytellers, we care deeply about the impact of representation.

Research finds that stories can inspire, change behavior in positive and negative ways, shape

perceptions of social norms, and lift up marginalized groups. In today’s world, we are bombarded

with images. These inform our attitudes and behaviors not only towards others, but also

ourselves.  

This report is the second in a series of studies we are conducting with STARZ. Its #TakeTheLead

initiative is a shining example of how to not only examine metrics on diversity and inclusion, but

also support those in the industry committed to uplifting marginalized communities. As such, this

study was conducted to better understand what audiences want to see and, just as importantly,

how they believe multicultural content impacts them. 

It’s no secret that multicultural audiences are growing. This report provides firm data that the

consumer is not only paying attention to what they see on screen, but also to who is behind the

screen. Combined with our Authentic Inclusive Representation (AIR) report—which found that

there is a major financial impact when studios release movies filled with stereotypes and tropes—

the evidence indicates that there is a business case for seriously considering who tells the stories

that audiences consume. We hope the findings will serve as an additional data point for making

content that is authentically inclusive and that it will be useful to content creators attuned to

these metrics.

The Center for Scholars & Storytellers (CSS) positively impacts the lives of youth by bridging the gap

between scholarly research and media creation. Our primary aim is to support content creators who are

working toward changing entrenched cultural narratives around the key issues of diversity, equity,

inclusion, mental health, and inequality. CSS is based at UCLA’s Psychology Department and

collaborates with more than 50 academics from across the globe. 

You can learn more about our work at scholarsandstorytellers.com.

A NOTE FROM
OUR FOUNDER
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DR. YALDA T. UHLS
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“Include more
multiracial actors”

"[We need] more black
leads in tv shows or

movies”

"It's ok for some shows to have a dominant race
or ethnic background of its characters. For
main media, for example, we need better
content for its characters. Meaning don’t hire a
female Mexican and have her be a maid or a
single mom. Stay away from the stereotypes. It
has already been done over and over again.”

TABLE OF CONTENTS

“Bring people like me
[in]to the writing room”

p.  4

3

p.  5

p. 13
p. 15

p. 11

p. 16

Hightown

"Work with
[minority]

groups to better
represent them
on- screen”
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Diverse Representation: On-screen representation of individuals and storylines that
corresponds to the lived experiences of groups marginalized on the basis of racial, ethnic,
gender, or sexual preference affiliation.

Identity: Gender identity, racial or ethnic background, sexual orientation, etc.

TV/Media: Shows watched on broadcast, cable, or streaming platforms (e.g. STARZ, ABC,
HBO, Netflix, etc.).

Racial/Ethnic Minorities: Respondents who identified as Black, Asian American and Pacific
Islander (AAPI), Hispanic/Latinx, Middle Eastern/North African (MENA), Multiethnic,
Indigenous American, and Other (non-White and non-Caucasian).

Women: Inclusive of participants who identified as cisgender women or transgender
women.

Men: Inclusive of participants who identified as cisgender men or transgender men.

Gender Other: Inclusive of participants who identified as non-binary or who preferred not to
say.

Sexual Minorities: Those who identified as anything other than heterosexual/straight (i.e.,
gay, lesbian, bisexual, etc.).

Quality of Diverse Media: The accuracy of TV-content representation of diverse identities.

Quantity of Diverse Media: The amount of TV-content representation of diverse identities.

SAMPLE SIZE & NOTATIONS:
Some racial/ ethnic groups had very small sample

sizes (n<10) and thus the respondents were too few

to be statistically significant. For larger groups (e.g.

Black, AAPI, Hispanic/Latinx), we listed percentage

values followed by an asterisk (*) to denote

statistical significance, meaning that it is unlikely

that this finding occurred due to random chance.

DEFINITIONS

Below are definitions for major terms used in the survey
and research questions: 
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Audiences care more about what they see than how
much they see
The majority of respondents (63.7%) reported wanting better
quality content that is representative of their identities over the
quantity of content (36.3%).

Audiences believe that diversity on-screen increases
empathy towards others
The majority of the overall sample (56.9%) said that seeing people from
different groups/backgrounds than their own represented in TV/media
makes them feel more empathy toward others.

Audiences care about who is in front of and behind the
camera

Diversity behind the camera was important to 60.4% of respondents.
Having women behind the camera was important to 49.1% of
respondents.
Cast diversity and creator diversity are two of the top drivers of how
audiences choose content.

MAIN FINDINGS

Women feel notably less well represented compared to men
Only 38.5% of women reported that their identity is well represented in
media content, compared to 59.7% of men.
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Racial/Ethnic minorities still feel authentic representation
is lacking
Less than half (35.7%) of racial/ethnic minority respondents felt well
represented in current media.

P-Valley 
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32.1%  of AAPI, 40.9%  of Blacks, 37.7%  of Hispanics/Latinx, 50% of Indigenous Americans,

0% of MENA, 35.3% of Multiethnic, 20% of Other  and 57.2%  of Whites/Caucasians

reported that they feel as though their identity is well represented in the media content

that they consume regularly.

Do you feel as though the facets of your identity that matter most to you are accurately
represented in the TV and media that you consume on a regular basis?

FINDING #1: ACCURATE MEDIA REPRESENTATION
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OVERALL SAMPLE

RACIAL/ETHNIC BREAKDOWN

GENDER BREAKDOWN
59.7%  of men, 38.5%  of women, and 52.4% of other gender

reported that they feel as though their identity is well

represented in media content that they consume regularly. 

SEXUAL ORIENTATION BREAKDOWN
49.6%    feel as though their identity is well

represented in the media content that they

consume regularly. 

 Note: Percentage values followed by an asterisk denote statistical significance meaning that this finding did not occur due to random statistical chance.

   Answer choices were “Yes,” “Somewhat,” “No,” and “Other.” Statistics are based on responses of “Yes.”

Of those who identified as a sexual minority, 49.3% reported

that they feel as though their identity is well represented in

media content that they consume regularly.

"(We need)

more black
leads in TV
shows or
movies." 

"Include
more

multiracial
actors" 

1

1

* * *

*

* **



FINDING #2: IMPORTANCE OF REPRESENTATION
BEHIND THE CAMERA
How important is it to you that the people behind the camera (e.g. producers, directors, writers, etc.)
of the TV and media you consume are from diverse backgrounds? Or are women?

57.1% of AAPI, 62.1% of Blacks, 58.5% of Hispanics/Latinx, 37.5% of Indigenous Americans,

50% of MENA, 47% of Multiethnics, 60% of Other, and 61.6% of Whites/Caucasians

reported that it is important to see diverse individuals behind the camera.
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RACIAL/ETHNIC BREAKDOWN

GENDER BREAKDOWN
67.2%  of men, 53.1%  of women, and 61.9%  of other gender reported that it

is important to see diverse individuals behind the camera.

SEXUAL ORIENTATION BREAKDOWN
Of those who identified as a sexual minority, 72.7%  reported that it

is important to see diverse individuals behind the camera.

“I think it all starts
with diversity behind
the camera. Without
an understanding of
real-life experiences,
it's impossible to
capture them in a
fictional way.”

Hightown

** *

*



Storyline
Critical reviews
Diversity of cast
Ease of access 
Diversity of creators
Recommendations from friends or family

Both Diversity of Casts and Diversity of
Creators Drive Content Decisions

"I choose the content I watch based on…"

Overall, respondents said that both the
diversity of casts and the diversity of creators
are two of the top six factors when deciding
what content to consume:

1.
2.
3.
4.
5.
6.
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OVERALL SAMPLE
60.4%   said it is important to see diverse individuals behind the camera and 49.1 %

said it was important to see women behind the camera.

Answer choices were “Not at all important,” “Slightly important,” “Moderately important,” “Very important,” and “Extremely important.” Statistics are based on

responses of “Very important” and “Extremely important.”

2

“Hire diverse
production teams
and writers. Stop
using POC/non-

straight characters
as props”

FINDING #2: IMPORTANCE OF REPRESENTATION
BEHIND THE CAMERA

P-Valley

Hightown
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There were seven choices from which to rank how respondents chose content: Diversity of cast, Diversity of creators, Critical reviews, Ease of access,

Recommendations from friends or family, Storyline, and Other.

3
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How important is it to you that the people behind the camera (e.g. producers, directors, writers, etc.)
of the TV and media you consume are from diverse backgrounds? Or are women?



FINDING #3: QUALITY VERSUS QUANTITY OF
DIVERSE MEDIA REPRESENTATION
Which do you value more: the amount (quantity) of TV content that
represents your identity or the manner in which (quality) TV content
represents your identity?

Of those who identified as a sexual

minority, 55.1%  reported wanting

content of greater quality that is

representative of their identities.

69.6% of AAPI, 56.1% of Blacks, 65.5% of Hispanics/Latinx, 62.5% of Indigenous American, 100% of

MENA, 76.5% of Multiethnic, 63.8% of Whites/Caucasians, and 70% of Other reported wanting content of

greater quality that is representative of their identities.
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OVERALL SAMPLE

RACIAL/ETHNIC BREAKDOWN

GENDER BREAKDOWN
57.1%  of men, 71.5%  of women, and 52.4%  of other gender

reported wanting content of greater quality that is representative

of their identities.

SEXUAL ORIENTATION 
BREAKDOWN

It was reported by 63.7% of

respondents that they

wanted content of greater

quality representative of

their identities over

quantity (36.3%).

“I think they can do

that by talking to

people who have

lived these stories

and not just making

assumptions.”

“Work with those

groups to better

represent them on

screen.”

** *

*



FINDING #4: DIVERSITY ON-SCREEN AND

SELF-REPORTED EMPATHY TOWARD OTHERS 
In general, do you think seeing people from different groups/backgrounds than your own
represented in TV/media makes you feel more empathy toward them?
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Answer choices were “Yes,” “No,” “Neutral,” and “Other.” Statistics are based on responses of “Yes.”

 

41.1%  of AAPI, 53%  of Blacks, 49.2%  of Hispanics/Latinx, 37.5% of Indigenous

Americans, 50% of MENA, 52.9% of Multiethnic, 30% of Other, and 62.1%  of

Whites/Caucasians reported that seeing identities that are unlike their own

represented makes them more empathic toward that group.

OVERALL SAMPLE

RACIAL/ETHNIC BREAKDOWN

GENDER BREAKDOWN
63.2%  of men, 50.6%  of women, and 42.9%  of other gender

reported that seeing identities represented that are unlike their

own makes them more empathic toward that group.

SEXUAL ORIENTATION 
BREAKDOWN

56.9%   of respondents reported that seeing

identities represented that are unlike their own

makes them more empathic toward that group.

Of those who identified as a

sexual minority, 66.8%  reported

that seeing identities represented

that are unlike their own makes

them more empathic toward that

group.

“Show different

things with different

people in everyday

situations … real life

with real situations.

We need to learn to

all get along and

love each other the

way we are.”

4

4

* * *

*

* * *

*



This research indicates that individuals from underrepresented backgrounds—

particularly women and racially/ethnically marginalized individuals—want to see more,

and better, representations of themselves both on-screen and behind the camera.

Encouragingly, men and Whites/Caucasians reported that watching content

representing backgrounds unlike their own helps them develop more empathy toward

such individuals, suggesting that diverse media content may be well positioned to

encourage positive outcomes. Audiences seem to be paying special attention to the

diversity of creators and casts when determining what content to consume; therefore,

TV/media channels should make these factors a priority in the content that they

produce. STARZ exemplifies this type of commitment through their #TakeTheLead

initiative that prioritizes content created by, and featuring, individuals from diverse and

underrepresented backgrounds and identities. In sum, this research shows that there is

currently a high demand for quality TV/media content that represents these groups—

either on-screen or in senior production roles—and the industry should make this a top

priority.
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CONCLUSION

OutlanderRun the World

https://www.starz.com/takethelead/


SAMPLE
CSS utilized a research panel from Qualtrics, an online survey data-

collection platform, to sample a large and nationally reflective group of
adults in the United States. Responses were collected from 1,051
adults (Average Age = 35 years old; Age Range = 18–54 years old), and
the sample was fairly representative of race/ethnicity, gender identity,
and geographic location within the United States (Midwest, Northeast,
South, West). Men were slightly overrepresented (51%), followed by
women (47%), with other gender minorities such as transgender men,
transgender women, nonbinary, and gender fluid respondents
comprising the remaining 2%. The sample contained individuals who
identified as Asian American and Pacific Islander (AAPI) (5.3%), Blacks
(12.6%), Hispanic/Latinx (17.4%), Indigenous American (.8%), Middle
Eastern/North African (MENA) (.2%), Multiethnic (1.6%), Other (10%),
and White/Caucasian (61.2%). Respondents were from the Midwest
(20%), Northeast (19%), South (38%), and West (23%). The majority of
the respondents identified as heterosexual or straight (81%), with the
minority reflecting other sexual orientations such as bisexual (9.8%),
asexual (3.8%), gay (2.3%), lesbian (1.8%), pansexual (.9%), and queer
(.1%). About 10% of the sample (n = 105) subscribed to STARZ. 
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 Cisgender Men n = 529, Cisgender Women n = 493, Genderfluid n = 1, Nonbinary n = 8, Prefer not to say n =12, Transgender Men n = 7, Transgender Women n = 1.

 AAPI n = 55, Black n = 132, Hispanic/Latinx n = 183, Indigenous American n = 8, MENA n = 2, Multiethnic n = 17, Other n = 7, White/Caucasian n = 643.

Asexual n = 40, Bisexual n = 103, Gay n = 24, Heterosexual or Straight n = 846, Lesbian n = 19, Pansexual n = 9, Prefer not to say = 8, Queer = 1.

Run the World
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SEXUAL ORIENTATION

U.S. REGION

GENDER

RACIAL/ETHNIC BACKGROUND

METHODOLOGY



MATERIALS
Survey questions were designed and programmed by CSS ahead of
data collection on Qualtrics. A research panel with preset quotas for
gender, ethnic background, and region of the U.S. was obtained via
online data collection. Respondents were presented questions and
responded through Qualtrics.

DATA ANALYSIS
Since the aim was to examine how respondents’ identities related to
the questions listed above, data were analyzed by computing Chi-
Square statistics which allows for the comparison of variables that
are defined by categories. As such, Chi-Square statistics allowed us
to measure whether individuals with certain backgrounds or
identities responded differently to the research questions in a
statistically meaningful way. Specifically, Chi-Square statistics were
run to examine racial/ethnic, gender, and sexual affiliation
differences in response to the research questions. Prior to data
analysis, data were checked and cleaned for any unidentifiable
respondees, and then were subsequently coded to enable statistical
analysis. Analyses were conducted in Statistical Package for the
Social Sciences Version 25 (SPSS V25).

METHODOLOGY
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The data cannot explain causal relationships

between the identity variables and the

research questions, thus results should be

interpreted with caution to this fact. Instead,

the data suggest that facets of diverse

representation in TV/media differ in

meaningful ways for certain identities which

may importantly inform future avenues of

research in this area. 
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LIMITATIONS

Hightown



To find out more about the work that The Center for Scholars & Storytellers
is doing around diversity and inclusion, please visit
www.scholarsandstorytellers.com/representation-diversity-inclusion 

To download our Authentic Inclusive Representation (AIR) report, visit
www.scholarsandstorytellers.com/air

For insights on how you can improve Authentic Inclusive Representation for
Race in content, download our tip sheet at
https://www.scholarsandstorytellers.com/air-tip-sheet-form 

To read about how STARZ diversity data compares to industry averages,
download the #TakeTheLead report at
https://www.scholarsandstorytellers.com/research-reports 

https://www.starz.com/takethelead/ 

16

ACKNOWLEDGEMENTS
Thank you to Carrie Coleman for her partnership and design of this
report. To the entire STARZ team for their passion and support. To the
CSS lab, an amazing group of people who care deeply about the work
we do. And to Annie Meyers who launched this series and is integral to
all of the current work of CSS.



For more information about the methods or details about

this study, please contact

info@scholarsandstorytellers.com


