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In August and September of 2021, survey data was collected from 3,278
adults (age range = 18–90 years old) across 11 countries (Argentina, Brazil,

Chile, Colombia, France, Germany, India, Italy, Mexico, Spain, and the United
Kingdom). Participants were asked their opinions of the TV and media content

they consume regularly, including their views of multicultural media.

To understand and compare international audience views of diverse,
authentic, and inclusive media content, descriptive statistics were calculated

for the whole sample, as well as within groups (e.g., country). For some
questions, we were able to compare international responses to those of

United States viewers who completed a similar survey in February, 2021.

The Center for Scholars & Storytellers (CSS) was commissioned by
STARZ to collect and analyze data from 11 countries outside of the
United States. 
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Project Description

The data collected here relies on self-report. Participants were provided with definitions of diversity, multicultural content, and identity (see page 3 for definitions).1

                                                          of this investigation was to examineThe overarching aim
audience demands for diverse, authentic, and inclusive media content and
whether these demands differed by gender and country.
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https://drive.google.com/file/d/1wfnx50dGf8eeCB0rTU_bU03m8JMtr8cb/view
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At the Center for Scholars & Storytellers (CSS), 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 third in a series of studies we are
conducting with STARZ. Its #TakeTheLead research
initiative examines metrics on diversity and inclusion,
and it also supports those in the industry committed to
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A Note from Our Founder

See definitions on page 3 to learn more about how multicultural content was defined.2

In a recent study across 27 countries in Europe, Asia, Latin America, Africa, and the Middle East, most respondents said that they believed that their own countries had become more
diverse over the past two decades (Pew Research Center, 2019).
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Dr. Yalda T. Uhls, MBA, Ph.D.
Founding Director, CSS

uplifting underrepresented audiences. As such, this study was conducted to better
understand what audiences in Europe, India, and South America want to see and, just
as importantly, how they believe multicultural content  impacts them. 

This report provides firm data that the international consumer cares as much and
sometimes more than United States' audiences about what they see on screen and
who is behind the screen. Given that research shows that international audiences are
becoming more diverse, this is unsurprising.  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.

            2

         3

https://static1.squarespace.com/static/5c0da585da02bc56793a0b31/t/615502460261b977556933bd/1632961103708/CSS+AIR+Final+Research+Report.pdf


Below are definitions we provided respondents for terms used in the survey.

Definitions

Diverse Representation:
On-screen representation of individuals and storylines of marginalized groups (i.e., gender
minorities, sexual minorities, religious minorities, etc.).

Identity: 
The different facets that characterize a person (i.e., ethnic affiliation, sexual orientation,
gender identity, religious affiliation, etc.).

TV/Media:
The international and locally made shows and/or movies audiences regularly watch on
broadcast, cable, or streaming platforms (e.g., Netflix, Disney+, etc.) on any device including
phones, tablets, computers and TV.

3

Data reflected in this report reflects how people see themselves (i.e., self report), not how they’re categorized by others.4
Research finds that in Europe, race and nationality are nearly interchangeable, therefore, we defined identity to include other markers that might impact whether one feels marginalized (or not). These facets of identity, such as religion, immigration
status, and class, may be more salient outside of the United States.
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Multicultural Content:
Content that features diverse cultural/ethnic groups, in particular those of marginalized
groups.

REPRESENTATION

MEDIA CONTENT

    4
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Deixar que pessoas que entendam da cultura ou da identidade que querem
representar para que isso seja feito de uma maneira respeitosa e consciente.

- Female (22) from Brazil

Con testimonios de diversas personas, sin necesidad de estereotipos. La palabra de
alguien es más fuerte que lo que se piensa de esa persona por un estereotipo
determinado.

- Female (33) from Argentina

[Let people who understand the culture or identity they want to represent to do so, in order for this to be done in a
respectful and conscious way.]

[With testimonies from various people, without the need for stereotypes. Someone's word is stronger than what is
thought of that person due to a determined stereotype.]

https://www.washingtonpost.com/news/worldviews/wp/2013/05/16/a-revealing-map-of-the-worlds-most-and-least-ethnically-diverse-countries/
https://www.washingtonpost.com/news/worldviews/wp/2013/05/16/a-revealing-map-of-the-worlds-most-and-least-ethnically-diverse-countries/


Main Findings
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More than 75% of international audiences want to see
multicultural content.

This is noticeably less than in the United States where half of the
respondents reported feeling accurately represented.

Only 38.4% of respondents feel their own identity is
accurately represented.

The majority of international audiences care about who is
behind the camera.

57% care about having people from diverse backgrounds behind the camera. 
 

52% care about women being behind the camera.

Nearly two-thirds of international audiences believe that
on-screen diversity increases empathy toward others.
This is noticeably higher than in the United States where 57% of the

respondents agreed with this statement.

Finding #1

Finding #2

Finding #3

Finding #4

Details about these findings can be found on the following pages.



Over three-quarters of international audiences want to
see multicultural content.

The top reason respondents said they wanted more
multicultural content is because it helps them learn.
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Overall International Audience

No difference encompasses those who answered “No” or “It
doesn’t matter to me.”

Finding #1

Three-quarters (75.3%) of respondents reported that they wish to see
multicultural content. Individual countries varied greatly in their desire

for this kind of content.

The question was: “Do you wish to see content on TV/media that is multicultural? In other words, do you wish to see TV/media that includes several other cultural/ethnic groups other than what you identify with?”6

International Gender Breakdown

Country Breakdown
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Only 38.4% of respondents feel their own identity is
accurately represented.
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Finding #2

Just slightly more than a third (38.4%) of international audiences felt
that their identity was accurately represented in the media they consume

regularly. By contrast, in the United States, half of viewers felt their
identity was depicted accurately. Consistent with the United States
findings, women felt less accurately represented compared to men. 

“Do you feel as though the facets of your identity that matter most to you are accurately represented in the TV and media you consume on a regular basis?”7

Overall Identity: U.S. vs. International Audiences International Gender Breakdown

Country Breakdown

           7

A lot of films have the issue where women are only
featured in relation to a man – many films do not include
scenes with women unless the women are discussing a
male character. I feel my identity could be better
represented if movies stopped treating women as sex
objects and started treating us as the human beings we
are. - Female (21) from the United Kingdom



The majority of international audiences care about who
is behind the camera.
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Finding #3

As with the United States sample, more than half of participants (57.4%)
said it was important to them that people behind the scenes are from diverse

backgrounds. It was equally important for men (58%) and women (58.8%).
India (70.6%), Colombia (65.7%), and Brazil (63.5%) were the top countries

surveyed to emphasize the importance of diversity behind the scenes,
whereas Germany was the lowest with only 32.8% saying it was important.

 

While still a majority, slightly fewer respondents (52% overall) felt it was
important to them that women were represented behind the camera

compared. The countries placing the most importance on women behind the
scenes were Brazil (62.9%), Mexico (60.6%), and India (60%). Only 23.3% of

viewers from Germany said it was important that women are behind the
camera.

“How important is it to you that the people behind the camera (e.g., producers, directors, writers, etc.) of the TV/media you consume are from diverse backgrounds and women?”8

U.S. vs. International Audiences International Gender Breakdown

Country Breakdown

Over half of the audience
(61.8%) feel that content
they consume further
stereotypes marginalized
groups. Greater behind the
scenes diversity can make
it possible for genuine
stories to be told with
quality representation.

          8
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Finding #4

Nearly two-thirds of International audiences believe
that on-screen diversity increases understanding of

others.

More international viewers (64.8%) agreed that seeing others from
different backgrounds helps audiences understand them better compared

to United States' participants (56.9%). This higher percentage for
international viewers was driven by respondents in Central and South

American countries and India, whereas in European countries, only half of
viewers said yes on average. More women than men felt seeing others from

different backgrounds in media increases their empathy toward them.

“In general, do you think seeing people from different groups/backgrounds than your own represented in TV/media helps you understand them better?” 9
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U.S. vs. International Audiences International Gender Breakdown

Country Breakdown

It's educational for me to see different cultures and
see how people live their lives.

- Female (53) from the United Kingdom



Conclusion
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It is important to viewers that those behind the scenes include women or
individuals from diverse backgrounds. 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 conclusion, this research shows that there is currently a high demand
in many countries outside of the United States for multicultural

TV/media content that represents these groups—either on-screen or in
senior production roles—and the industry should make this a top priority.

This research indicates that international audiences care a
great deal about diversity both on and off camera. 

Involve consultants from the country of origin. Most people can recognize (and make fun of) stereotypes from
their own country/ethnic group, as long as it is authentic. It only gets insulting when the stereotype is made
up by a third party with little to no insight into the culture.

- Male (39) from Germany

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

Sample:
CSS utilized research panels from Qualtrics, an online survey data-collection platform.
Responses were collected from 3,278 adults (Average Age = 33.58 years old; Age Range
= 18–90 years old), the sample represented 11 countries: Argentina (n = 223), Brazil (n =
224), Chile (n = 218), Colombia (n = 224), Germany (n = 220), France (n = 226), India (n =
1,054), Italy (n = 224), Mexico (n = 228), Spain (n = 222), and the UK (n = 215). Men were
slightly overrepresented (54.8%),  followed by women (43.6%) with other gender
minorities such as transgender men, transgender women, nonbinary, and gender fluid
respondents comprising the remaining < 2%.

Materials:
The survey questions were designed and programmed by CSS before the data collection
on Qualtrics. A research panel with preset quotas for countries and gender was obtained
via online data collection. Respondents were presented questions and responded online
through Qualtrics. The survey was designed to match as closely as possible to a previous
survey fielded with United States respondents. 

Cisgender Men n = 1,655, Cisgender Women n = 1,319, Gender-fluid n = 20, Nonbinary n = 8, Prefer not to say n = 4.10
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I think international TV has more
responsibility to share accurate
information, otherwise, there [sic]
value will go down.

- Male (25) from India

International TV/media is a very good
platform to represent the facets of
our identity.

- Female (45) from India

Men

Women
Nonbinary

Gender-fluid

Prefer not to say

Self-described



Limitations and Future Work:
The findings from this survey only scratch the surface of the audiences’ demands for diverse,
authentic, and inclusive media both on- and off-screen. It is an important first step, revealing that
audiences do care about representation in media and that further exploration is warranted to
better understand these findings. For instance, future work could inquire about what specific
facets of a person’s identity were well represented or poorly represented – was it their gender,
religious affiliation, ethnicity, etc.? Future work could also compare these findings by conducting
this survey in additional countries. Many parts of the globe were not represented in this survey of
international audiences, including East Asia. Additionally, it would be worth asking about specific
content consumed to put participants' responses into context (e.g., are viewers who want to see
greater representation off-screen selecting content consistent with their answers?). A possible
limitation of this survey is the definition of multicultural content: "content that features diverse
cultural/ethnic groups, in particular those of marginalized groups." This definition is problematic
because marginalized groups can vary by country. Thus, questions asking about multicultural
content may conjure up different images in different countries making the comparisons and
interpretation more challenging. Another limitation is the lack of discussion about disability
representation and representation of neurodiverse people in the context of diversity.
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Methods

Data Analysis:
Descriptive statistics were calculated to compare how the participants responded to each
question. We looked at responses by the overall sample, by country, and by gender to compare
how different groups felt about diversity and representation on screen and behind the scenes.
Prior to analysis, data were checked and cleaned for any missing data responses, and then were
subsequently coded to enable statistical analysis. Analyses were conducted with the Statistical
Package for the Social Sciences Version 25 (SPSS V25).
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Thank You!

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/ 

For more information about the methods or details about this study, please contact us at
info@scholarsandstorytellers.com.

http://www.scholarsandstorytellers.com/representation-diversity-inclusion
http://www.scholarsandstorytellers.com/air
https://www.scholarsandstorytellers.com/air-tip-sheet-form
https://www.scholarsandstorytellers.com/research-reports
https://www.starz.com/takethelead/
mailto:info@scholarsandstorytellers.com

