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1.0 Introduction: The Digital-First, In-Culture Imperative in 
Asian American Marketing 
The Asian American consumer market represents one of the most significant growth 
opportunities in the United States. As the fastest-growing multicultural segment, it is projected to 
comprise 14% of the U.S. population by 2065, making it a critical audience for any forward-
looking brand. However, the strategies required to reach this audience have undergone a radical 
transformation since 2018. The media landscape has fundamentally shifted, with the steady 
decline of traditional channels giving way to the dominance of a digital-first ecosystem. Today, 
consumption is defined by video streaming, social media, AI-driven personalization, and the 
powerful influence of the creator economy. 

This report moves beyond a simplistic, monolithic view of the "Asian American consumer." 
Such an approach is no longer viable. Instead, we provide a granular, comparative analysis of the 
distinct media consumption habits, platform preferences, and cultural expectations of five major 
subgroups: Chinese, Filipino, Korean, Vietnamese, and Asian Indian Americans. By dissecting 
the nuanced behaviors of these communities, we uncover the critical differences that determine 
campaign success or failure. 

Effective engagement in today's market demands more than just demographic targeting; it 
requires deep cultural fluency. The following sections will equip media planners, brand 
managers, and marketing strategists with the actionable, ethnic-specific insights necessary to 
build authentic connections, earn trust, and drive meaningful results within these diverse and 
dynamic communities. 

2.0 A Pan-Asian Overview: Foundational Shifts in Media 
Consumption 
Before dissecting the nuances that distinguish each ethnic subgroup, it is crucial to understand 
the foundational media behaviors that characterize the total U.S. Asian consumer base. These 
macro trends reveal a decisive and accelerating migration to a digital-first ecosystem where 
cultural relevance is not a bonus, but a baseline expectation. This high-level view provides the 
essential context for the more granular, subgroup-specific strategies that follow. 

 



2.1 The Unmistakable Shift to Digital-First, Mobile-First Consumption 

The center of gravity for media consumption has irrevocably moved to digital platforms. For 
Asian Americans, video streaming and social media now constitute two-thirds of their total 
media time, making these channels the undeniable centerpiece of any modern media plan. This 
digital immersion is significant and sustained, with Asian Americans spending over 13 hours per 
week on video and 12.5 hours per week on social media. 

This consumption is not just digital-first; it is overwhelmingly mobile-first. The smartphone is 
the primary screen for entertainment, connection, and information. U.S. Asians spend an average 
of 13.31 hours per week watching videos and 12.45 hours per week on social media, with the 
majority of this activity taking place on their phones. Underscoring this trend, a remarkable 75% 
use their smartphones to watch Asian content videos, signaling a definitive move away from the 
traditional living room television set. 

2.2 The Primacy of In-Language and In-Culture Content 

While the platforms may be global, the preference for culturally specific content is stronger than 
ever. A full 40% of all media consumed by Asian Americans is Asian in-language or in-culture. 
This highlights a deep and enduring desire for content that reflects their unique heritage and 
experiences. 

However, the nature of this preference is nuanced. While 4 in 10 prefer in-language content, a 
clear majority (67%) favor content that is in-English but culturally resonant. This creates a 
powerful opportunity for brands to connect by reflecting cultural values, traditions, and insights 
in their English-language creative. Critically, the data reveals that "Pan-Asian representation is 
the least preferred form of cultural content," a clear signal to marketers that generic, one-size-
fits-all Asian messaging is ineffective and must be replaced with ethnic-specific strategies. 

2.3 Trust, Influence, and Evolving Brand Expectations 

In a fragmented media environment, trust is the ultimate currency. For Asian Americans, circles 
of trust are built on personal connections and peer validation, a trend that extends into the digital 
realm with significant implications for brands. 

The most trusted sources for product recommendations are: 
• Friends / Family (86%) 
• Online reviews (72%) 
• Influencers / Content creators (49%) 

Notably, influencers are a significantly more trusted source for Asian Americans (49%) than for 
non-Asians (39%). This trust translates directly into commercial impact. Half of all U.S. Asian 
consumers have made a purchase after seeing a promotion from an Asian creator, demonstrating 
the creator economy's vital role in the path to purchase. 



This reliance on authentic voices is mirrored in their expectations of brands. About half of U.S. 
Asians expect brands to show Asian representation in ads (52%), collaborate with Asian creators 
(47%), and take a stand on social or cultural issues (47%). 

While this pan-Asian overview provides the strategic framework, the key to unlocking ROI lies 
in dissecting how these behaviors diverge—often dramatically—across the five core ethnic 
subgroups. 

3.0 Comparative Deep Dive: Media Habits Across Five Key 
Subgroups 
This section provides the core analysis of this report, moving beyond pan-Asian averages to 
break down the distinct media consumption patterns of Chinese, Filipino, Korean, Vietnamese, 
and Asian Indian consumers. Acknowledging and acting upon these differences is the key to 
developing effective, segmented campaigns that resonate authentically with each unique 
community. 

3.1 Chinese American Consumers 

• Media Consumption Profile: The weekly media diet of Chinese consumers is heavily skewed 
towards digital video. They dedicate significant time to long-form video streaming (6.84 hrs/wk) 
and short-form video content (5.00 hrs/wk). This is complemented by 5.92 hours per week on 
social media, while their consumption of traditional TV is relatively low (3.21 hrs/wk). 

• Dominant Digital Platforms: The primary daily platforms for Chinese Americans are YouTube 
(64%), Instagram (51%), and Facebook (46%). However, it is impossible to overstate the critical 
importance of WeChat, which ranks as their 4th most frequently used daily platform (33%) and 
serves as an essential hub for community and communication. 

• Content and Language Dynamics: While English is the primary language used on mainstream 
platforms, WeChat operates as a dominant in-language ecosystem. On WeChat, 40% use 
Chinese exclusively and another 34% use both languages. Across all media platforms, in-
language (Chinese) media accounts for approximately one-third of their total viewership. 

• Advertising and Cultural Receptivity: Chinese consumers report the lowest satisfaction with 
their representation in U.S. media, with 43% stating they are dissatisfied. This indicates a 
significant opportunity for brands that get it right. They are highly responsive to culturally 
relevant advertising, with 55% being more likely to notice an ad that reflects their culture. 

3.2 Filipino American Consumers 

• Media Consumption Profile: Filipino consumers have seen a significant decline in total media 
consumption since 2018, from 46.83 to 33.45 hours per week. Their media diet is more balanced 
between digital and traditional channels compared to other subgroups, with weekly time spent on 
social media (5.75 hrs/wk) and traditional TV (5.62 hrs/wk) being nearly equal. 



• Dominant Digital Platforms: Their digital ecosystem is centered on mainstream platforms. The 
top three platforms for daily use are YouTube (61%), Instagram (54%), and Facebook (51%). 

• Content and Language Dynamics: There has been a significant jump in "Filipino-culture" 
content consumption, which now constitutes the majority of their viewership for both traditional 
TV (51%) and traditional print (57%). English is used predominantly across social media 
platforms, but on Facebook and WhatsApp, there is a greater mix of languages. A commanding 
72% of Filipino consumers prefer in-English but culturally resonant content. 

• Advertising and Cultural Receptivity: Filipinos are the most likely subgroup to have purchased 
a product after seeing it promoted by an Asian creator (55%), making influencer marketing a 
particularly potent strategy for this audience. 

3.3 Korean American Consumers 

• Media Consumption Profile: Korean Americans exhibit the strongest media consumption 
among all subgroups, totaling 43.23 hours per week. They lead all groups in engagement with 
long-form video streaming (11.06 hrs/wk) and short-form video (6.39 hrs/wk), indicating a deep 
appetite for digital video content. 

• Dominant Digital Platforms: This community operates within a unique platform ecosystem. 
While YouTube (67% daily) and Instagram (57% daily) are the top two platforms, the messaging 
app KakaoTalk is the 3rd most frequently used daily platform at 39%, far outpacing its use in 
other subgroups and making it an essential channel for engagement. 

• Content and Language Dynamics: Language is a critical component of the Korean media 
experience. A staggering 85% of Korean Americans use KakaoTalk either in Korean or a mix of 
languages. Overall, in-Korean media consumption holds steady at about one-third of their total 
viewership across platforms. 

• Advertising and Cultural Receptivity: Along with Filipinos, Koreans are among the most 
satisfied with their media representation (38% satisfied). They demonstrate strong recall for 
advertising in mainstream English media, particularly across community events and traditional 
TV. 

3.4 Vietnamese American Consumers 

• Media Consumption Profile: Vietnamese consumers show an overall directional increase in 
media consumption since 2018. Their habits are heavily weighted towards social and short-form 
content, with high weekly consumption of social media (6.57 hrs/wk) and short-form video (6.02 
hrs/wk). 

• Dominant Digital Platforms: The most popular daily platforms are YouTube (64%), Facebook 
(48%), and Instagram (46%). Uniquely, the messaging app Zalo shows a notable preference 
within this community (13% daily use). Furthermore, Facebook is the most popular installed 
news/media app among Vietnamese consumers. 



• Content and Language Dynamics: In-Vietnamese media consumption accounts for roughly 
one-third of their total viewership. On niche social platforms like Viber and Zalo, the majority of 
users communicate in Vietnamese or a mix of both languages. They show a strong preference for 
in-language content (46%), the second highest among all subgroups, just behind Koreans (49%). 

• Advertising and Cultural Receptivity: Vietnamese consumers are highly receptive to influencer 
marketing, with 51% having purchased a product promoted by an Asian influencer. 

3.5 Asian Indian American Consumers 

• Media Consumption Profile: The total media consumption for Asian Indian consumers has held 
steady since 2018. Their engagement is strong in long-form video streaming (7.42 hrs/wk) and 
social media (6.60 hrs/wk). 

• Dominant Digital Platforms: This subgroup presents a unique platform hierarchy. While 
YouTube is the top daily platform (68%), the messaging app WhatsApp is a close second at 
56%, used more frequently on a daily basis than Instagram (55%). They also show significantly 
higher daily use of the professional networking site LinkedIn (39%) compared to other 
subgroups. 

• Content and Language Dynamics: In-culture media consumption has grown significantly and 
now represents the majority of viewership for traditional radio (56%) and half of all connected 
TV viewing (50%). Despite this, the vast majority of Asian Indian consumers use English in 
their engagement across social media platforms. 

• Advertising and Cultural Receptivity: Advertising recall for Asian media is generally stronger 
among Asian Indians. However, they are the least likely subgroup to have made a purchase 
based on a promotion from an Asian influencer (42%), suggesting that other trust-building tactics 
may be more effective. 

4.0 Strategic Synthesis and Actionable Recommendations 
This final section synthesizes the preceding analysis into a clear, comparative framework. It 
provides direct, actionable recommendations designed to help media planners and brand 
managers translate these rich data insights into effective engagement strategies for these diverse 
and valuable consumer segments. 

 

4.1 At-a-Glance: Key Differentiators Across Subgroups 

The following table provides a high-level comparison of the five subgroups across key marketing 
levers, highlighting the critical differences that should inform tailored campaign strategies. 
 



Marketing 
Lever 

Chinese 
American 

Filipino 
American 

Korean 
American 

Vietnamese 
American 

Asian Indian 
American 

Primary 
Media 
Channel 
(Hrs/Wk) 

Long-form 
Video: 6.84 
hrs 

Long-form 
Video: 6.75 hrs 

Long-form 
Video: 11.06 hrs 
(Highest by far) 

Long-form 
Video: 6.76 hrs 

Long-form 
Video: 7.42 
hrs 

Must-Have 
Niche 
Platform 

WeChat 

More reliant on 
mainstream 
platforms 
(YouTube, 
Instagram, 
Facebook) 

KakaoTalk 

More reliant on 
mainstream 
platforms 
(YouTube, 
Instagram, 
Facebook) 

WhatsApp 

Primary 
Cultural 
Content 
Preference 

In-language 
content 
(44%) 

In-English but 
culturally 
resonant (72%) 

In-English but 
culturally 
resonant (70%); 
Highest for In-
language (49%) 

In-language 
content (46%) 

In-English but 
culturally 
resonant 
(67%) 

Influencer 
Purchase 
Propensity 

50% 55% (Highest) 49% 51% 42% 
(Lowest) 

 

4.2 Actionable Recommendations for Marketers 

Based on the full analysis, the following strategic imperatives emerge for any brand seeking to 
build meaningful connections with Asian American consumers. 
 
1. Go Beyond Pan-Asian to Ethnic-Specific The data is unequivocal: pan-Asian content is the 
least preferred option for culturally relevant media. Success requires moving beyond generic 
representation to develop ethnic-specific creative, messaging, and media plans that speak directly 
to the unique cultural contexts of Chinese, Filipino, Korean, Vietnamese, and Asian Indian 
audiences. 
 
2. Integrate Niche Messaging Platforms For key subgroups, certain messaging platforms are 
not optional but essential channels for daily life and community engagement. A media plan 
targeting Chinese consumers without WeChat is incomplete. Likewise, KakaoTalk is central to 
the Korean American digital experience, and WhatsApp is a primary communication tool for 
Asian Indian Americans, ranking above Instagram for daily use. 
 
3. Balance In-Language with In-Culture While in-language content is crucial for first-
generation and less-acculturated consumers (especially within Chinese, Korean, and Vietnamese 
communities), the broader and growing opportunity is "in-English but culturally 
resonant" content. This approach effectively engages U.S.-born and highly acculturated 
audiences across all segments and is the overwhelming preference for groups like Filipino 
Americans. 



 
4. Leverage Influencers with Segment-Specific Strategies Asian influencers are highly trusted 
and drive significant purchase activity. However, their impact varies by ethnicity. Brands should 
prioritize and invest heavily in influencer marketing for Filipino (55% purchase rate) and 
Vietnamese (51%) campaigns. For Asian Indian audiences (42% purchase rate), who are least 
likely to convert from an influencer, a strategy that blends creator content with other trust signals 
like online reviews and family recommendations may prove more effective. 
 
5. Acknowledge the Representation Gap There is a clear disparity between the desire for 
authentic representation and current satisfaction levels, especially among Chinese consumers 
(43% dissatisfied). This "representation gap" is a clear opportunity. Brands that move beyond 
tokenism and invest in genuine, nuanced, and respectful portrayals in their advertising will stand 
out, earn trust, and be rewarded with consumer attention and loyalty. 
 
Engaging the diverse Asian American market is a complex but rewarding endeavor. Success in 
this dynamic landscape requires a commitment to continuous research, deep cultural fluency, and 
a willingness to adapt strategies to the unique media ecosystems of each community. 
 




