
The Asian American community is an increasingly crucial audience segment for marketers to 

reach. The fastest-growing racial or ethnic group in the U.S., its annual buying power now 

tops $1 trillion. And while there’s immense diversity among Asian Americans – in backgrounds, 

habits, and experiences – there are some clear trends. As consumers and viewers, their tech-

savviness is key. Compared to the overall population, they tend to be more connected, shop 

online more frequently, and leave more product reviews. In general, they also spend a greater 

portion of their time with digital media rather than traditional outlets like linear TV. To reach 

this important segment, brands need inclusive and multiscreen advertising strategies.
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this diverse population



If this growth trend continues, by 2065, Asian Americans 

will make up the largest minority population, surpassing the 

Hispanic population.3

Much of the Asian American 

population is concentrated in a 

few areas of the country, with 

three states accounting for  

44% of the population.4

California Texas New York Other

Asian Americans make up about 7.4% of the U.S. population,1 with 

22.6M Americans of Asian descent, alone or in combination with 

other races. 

This community is growing faster than any other major racial or 

ethnic group.

From 2000 to 2019:2

The Asian American population grew 81% while the total 

U.S. population grew 16%.
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Within the Asian American 

community is a great deal of diversity. 

Members of this group speak more 

than 100 languages, represent more 

than 50 ethnic groups, and practice 

a variety of religions.5 And there’s no 

predominant country of origin.
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There’s also diversity at the generational level.

Overall, more than two-thirds of Asian Americans are foreign-born.3 But younger generations are 

much more likely to have been born in the U.S.7

U.S. Born Foreign Born

Asian Americans’ U.S. Nativity by Age7

Asian Americans’ Ancestry:6
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The diversity among the Asian American population naturally leads to diversity in education levels, 

occupations, wages, and buying power. 

For example, Indian Americans are among the most highly educated – with 75% holding Bachelor’s 

degrees – and among the highest earners – with a median household income of $119,000.8 This 

is in sharp contrast to other groups, in which as few as 23% have Bachelor’s degrees and the 

median income is as little as $44,400.9

As a whole, however, the Asian American community has immense economic influence. Members 
of this population, on average, have high household incomes and significant buying power.

02 Buying Power and Lifetime Value
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Additionally, the Asian American population skews younger and has a longer life expectancy 

than the general population. This translates to 28% more years of effective buying power at 
an individual level.7
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Asian Americans overall are likely to show loyalty to and provide recommendations for brands 

and products they like.

What’s likely to earn recommendations? Asian Americans value both high quality and a good deal.

03 Product Recommendations7

make electronics 
recommendations

say they buy 
based on quality, 

not price

make food product 
recommendations

say their top goal when 
shopping is to save as 

much money as possible

say they’re willing to 
pay more for high-

quality items
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Asian Americans are avid online shoppers. 

have made an online purchase in the 

last year, 23% higher than the average 

U.S. adult

shop online each month

This is in part because they tend to be more 

connected than the general population.

have internet access

say the internet is a great tool for 

gathering information on products  

and services

Asian Americans’ strong ties to other countries 

also contribute to greater online shopping, 

which provides easy access to products 

directly from Asia.

use the internet to buy  

hard-to-find products

87%

68%

99%

99%

73%

Members of this group are significantly 
more likely than the average population 

to make online purchases in key 

categories, including:

Consumer Electronics 

96% more likely

Computer Hardware/Software 

96% more likely 

Airline Tickets 

74% more likely

Groceries 

66% more likely

Mobile Apps 

61% more likely

Clothes and Fashion 

30% more likely

04 Online Shopping7
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2020 was a pivotal year for the Asian American community. 

Although Asian Americans have always experienced the effects 
of discrimination, the coronavirus pandemic has prompted an 

explosion of hate and violence against those of Asian descent – 

especially those with roots in countries like China and Japan – and 

raised a plethora of social justice issues. Now, more than ever, 

consumers expect brands to get involved and speak up.

Among Asian Americans polled at the start of the pandemic:11

79% expect brands to speak up about where they stand on 

social issues

65% expect brands to take part in public discourse on social 

issues like racial injustice

And this group generally rewards brands that take a stance:

54% of Asian Americans say they are more likely to purchase 

brands that support causes they care about6

05 Social Causes
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Asian Americans spend an average of more than 27 hours per week with TV and video content.11 

A significantly higher portion of this time is spent with streaming content, as compared to the 
general population’s viewing trends.12 

06 Multiscreen Viewing Time
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Streaming Habits:

Asian American households are 93% more likely than the 

average U.S. household to connect to TV through broadband-

only connections.7

82% of Asian Americans subscribe to at least one streaming 

service, 14% higher than the total population.13

78% of Asian American TV viewers stream content, compared to 

65% of all TV viewers.14

1 in 4 Asian Americans stream exclusively.14

Streaming is so popular in the Asian American community in 

part because of representation and languages spoken.

Among Asian-language viewers, 59% frequently use streaming 

services to access Asian-language content.14

6 of the top 10 streamed programs among Asian Americans 

featured diverse casts.13
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As with viewers overall, much of Asian Americans’ TV 

time is spent with sports and news programming. In fact, 

among Comcast households with Asian Americans, nearly 

a quarter of their linear viewing time is spent with news.

Most popular networks by reach:

1. CNN

2. TNT

3. ESPN

Among Comcast households with Asian Americans

These households are also more likely than the average 

Comcast household to tune into sports networks.

MLB Network 

227% more likely

Golf Channel 

191% more likely

07 Sports and News 
Programming15

NFL Network 

104% more likely

ESPN2 

101% more likely
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Advertising has a big influence on Asian American 
consumers, and TV advertising is one of the most 

effective mediums to reach this group.

% Agree7

However, when it comes to representation, Asian 

Americans feel brands are falling short.16

of Asian Americans say they’re rarely 

represented in advertising.

of Asian American women say they want to 

see Asian Americans in ads portrayed in more 

modern and diverse ways.

When marketers make an effort to be inclusive, 
consumers respond.

of Asian Americans say they’re more likely 

to buy products that feature Asians or other 

people of color in their ads.17

In general, when consumers see culturally relevant 

advertising, they are:18

3x more likely to find the ad relevant 
1.5x more likely to seek additional information

2.7x more likely to try a brand

1.5x more likely to repurchase a brand

2.8x more likely to recommend a brand

08 Culturally Relevant 
Advertising

10%

TV ads provide me with meaningful information about the 
product use of other consumers.

TV ads provide me with useful information about 
bargains.

TV ads provide me with useful information about 
new products and services.

40%20% 30%

62% 

70% 

36% 

Advertising has a big influence on Asian American 
consumers, and TV advertising is one of the most 

effective mediums to reach this group.
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