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METHODOLGY

BuzzFeed News conducted this Black British culture
study online via Pollfish between Sept 2019 - Oct
20109.

Results are based on 500 U.K. Black respondents
aged 16-54 who consume news, lifestyle, or
entertainment content online at least monthly.

For comparison purposes, a probability sample of this size has an estimated
€) margin of error (which measures sampling variability) of +/ - 4.4%.



How minority groups are visually
represented In culture IS a topic

that has become increasingly
prevalent.




Beauty standards,
stereotypes and
discrimination affect
them the most.




.
This Is a
debate worth
having.

The buzz around

going to quieten down any
time soon.

38% of Black British, 16 - 54 year
olds, do not feel that media outlets
personally represent them today.

The strongest reasons for this feeling
stem from the idea that content and
coverage Is based onstereotypes, IS
biased, misinformed, and lacks depth.




(2%

consume digital

content on a dally
basis

Usin% digital and
social to grow and
connect.

Always striving for better, their reasons for
consuming digital content stem from a desire to stay
Informed, discover content surrounding their
passions and teach themselves new skills.

With a desire to connect, they are turning to
digital sources to find their tribes. By exposing
themselves to different cultures, ideas and

perspectives as well as connecting with people
with similar passions and interests.



Set back by
Ste e Otyp es. ABrglos/oed on stereotypes

A gqguarter of BI BYits donot
represented by media outlets

today saying their content Is -
outright offensive and lacks
authenticity. 40%

Lacks depth

nThereos not enough | 34% r om m

from all different backgrounds. A lot of

stereotypes and negativity towaras my race

which allows or even encourages Uninspired and repetitive
d/ scri/ mi nati on o be (B1%
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53%

feel their race Is often ignored
by mainstream brands today.

Over a quarter of this same
audience feel that the brands
they purchase, or see
advertisements from, do not
personally represent them.
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There 1Is still work to be done.

Brands simply do not always
understand the real issues
enough to perceive them in
an unbiased way.




Understand your

Learn from
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what 0osS

g0

3. Use your voice

4.

Listen to your

audience
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5. Aim higher

rlt ght




1. IDENTITY IS MULTIFACETED.

| t0Os I mportant to under

bigger than one characteristic and the colour

’\

Of oneos skin doesnot W




We understand intellectually that this Is true,
yet race Is often used as the defining

characteristic. Which leads to stereotypical

messaglng that doesnot




AGREE THAT THEI RAC; !AS

IMPACTED THEIR PERSONAL
IDENTITY.

RnAs a bl ack femal e
| have to try harder for my voice to
be heard without being perceived
as an angry DbIl ack
times where | can match somebody
el seds vol ume yet
f or shouting or

Al ot has all owed me
things in my life through music and
traditions but negative things due
to the treatment my people get
from others, which has impacted
me in the way | carry myself and
behave i n certai

n




