
OMNICULTURAL
SERIES
Part 2: Revealing the

power of Omniculturals.  
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THE OPPORTUNITY 
Their cultural pride and curiosity are simultaneously bringing humanity together 

In Part One we introduced the rise of the Omnicultural mindset. And in Part Two, 

our attention.  

We’ve isolated a spectrum of cultural attitudes 
where, through various levels of agreement, respondents fall into the Omnicultural 
segment.  

Using this technique, we’ve discovered that Omniculturals are a force to be 
reckoned with. There are 178M Omnicultural adults in the U.S., representing 68% of 
the 18+ population.1  And while the inputs of this segment are derived from mindset 
rather than demographics, their Multicultural composition is highly concentrated. In 
fact, Multicultural adults represent 48% of the segment—compared to 40% of the 
total 18+ population.1 Likelihood to fall into the Omnicultural segment per 
race/ethnic group is as follows:1 

Even though NHW adults hold a slight edge with the majority, it won’t stay that way 
for long. Considering the current growth of Multicultural groups under 18, the 

nation’s does (projected to take place by 2044 or sooner).2 Regardless of their 

older generations, as Millennials and Gen Z over 18 represent the majority of the 
segment (55%).1  
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1 2025 Spring MRI-Simmons USA
2 Claritas: The 2024 U.S. Hispanic Market Report  

(Index represents adult sub-segments compared to Total U.S. 18+ Population)

Black Asian Hispanic



 They are more likely than the average U.S. adult to 
like looking at advertising and believe that brands that are advertised are better in 
quality than the ones that aren’t.1 64% agree that it’s important for companies to 
create advertising that is culturally diverse in order to stay relevant.1

 Young and diverse 
audiences don’t just expect more from brands—they demand it. 65% of Blacks and 

pay more attention
“authentically” diverse ads—66% are more likely to buy from the ones that do, and 
64% are more likely to trust them.3 

segment—which, as described above, is a huge proportion of the nation.

 (more to come in Parts 
Four and Five). 

“Gen Z Hispanics are more likely to be exposed to 

4  

To illustrate the ability for nuance, let’s examine the largest Multicultural segment 

They are more likely to feel that their Hispanic heritage is an advantage in life than 
the average Hispanic adult. And although 72% of U.S. Hispanics speak English 

5 Omnicultural 

Omnicultural Hispanics agree that speaking Spanish in their home is a high priority.1 
In fact, their Spanish inclinations are higher across the board—they are more likely 
to listen to audio, visit websites, or communicate on social media in Spanish.
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3 2024 Hispanic Market Guide 
4 2023 Hispanic Sentiment Study
5 Pew Research 



But it’s the dynamic that exists within the Omnicultural mindset across audiences 
that makes it so rich. Their hobbies, behaviors, and interests reveal a breadth of 

connect to people across generations.1 

63% agree travel is another huge passion—they’re 25% more likely to strongly 
agree traveling to foreign places is a great way to learn about other cultures.1 

They take these and other experiences (gaming, technology, cooking for fun, and 
more) to expose themselves to the world—and share that world with others.  

Omninculturals are more likely than the average U.S. adult to have people come to 

share their opinions about products by posting reviews and ratings online, to have 

1  
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—Omnicultural Hispanic Female, Millennial, Los Angeles



more likely to have diverse groups of friends and live in households that are 

described:    

 Their existence thrives on both sides of the harvest—
 And their size will 

scale their impact in powerful ways. They deserve to be recognized. 
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—Omnicultural Hispanic Female, Millennial, Los Angeles
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KEY
CONSIDERATIONS

Targeting the Omnicultural Mindset is a way to expand your brand’s 
opportunity beyond demographics. Reaching them will help 

cohesive messaging across segments.

Reaching Omniculturals will address the current environment of 
high consumer expectations and demand that brands 
communicate through culture. The size and potential of the 
Omnicultural mindset are large and should not be ignored. 

Omniculturals serve as a bridge between nuanced segments and 
broader opportunities because the segment is derived from 
mindset. Don’t risk alienating one audience for another or water 
down brand messaging in a way that neglects nuance. 

Authentically connecting with Omniculturals requires expertise in 

connect to the larger human story and how your brand navigates 
between the two.
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