


This is Chinese community correspondent, April Xu, inviting people to 
participate in the survey via the printed QR code. The left picture was at 
a food pantry event in Brooklyn and the right one was at a Spring Family 
Day in Flushing. 

This is a community event in Queens organized by Catholic Charities of 
New York where Documented had a table and helped Caribbeans fill 
out the printed version of the survey. 
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As a nonprofit that centers collaboration as a founding motivation, we are committed to 
sharing as much as we can about our research process. We share the following 
situations with the hope of spreading the challenges we faced, so that we and others 
take them into account in the future. 

1. Lack of human resources:
Our correspondents were in charge of all the data collection for their communities and 
didn’t have other peers to divide the work with. They had to introduce themselves to 
leaders and organizations to build trust and create connections, which took time. They 
often had to fill out surveys for participants, especially those with low literacy levels. When 
multiple events happened on the same day, the community correspondent could only 
go to one to distribute surveys.

2. Low literacy:
We noticed that the open-ended questions were sometimes hard for people with low 
literacy levels to answer.  

3. The challenges of gift cards:
To encourage more people to participate, we offered those who filled out the survey the 
chance to win a gift card. Each participant was automatically enrolled in the lottery 
system. We noticed that some people spammed the Caribbean survey with fake 
answers to improve their chances of winning the gift card. We were able to remove the 
fake responses based on the similarity of the IP addresses. 

4. How to integrate communities within  
communities:
It was difficult to get smaller groups within the broader Chinese and Caribbean 
communities to participate in this research. Many immigrants said they were reluctant to 
respond for fear of jeopardizing their immigration status in the United States. Also, 
Chinese immigrants have a lower proportion of undocumented individuals than some 
other nationalities2. Young immigrants were mainly not interested in participating in the 
survey, and they are typically not as reliant on nonprofit community organizations so 
they were more difficult to reach. Finally, some of the questions in the surveys were not 
appropriate for newly arrived immigrants because they are not very familiar with local 
issues.

5. Overrepresentation:
In the Chinese community research, housewives and retired people were more available 
to attend community events and  are more sensitive to the gift card incentives. 

Haitians are meanwhile overrepresented in the Caribbean research because many of 
them have recently entered the U.S., and then arrived to New York, so the organizations 
serving them have been the most active. Since our response collection relied heavily on 
the nonprofits, we encountered an overrepresentation of respondents from Haiti. 
2 https://www.migrationpolicy.org/article/chinese-immigrants-united-states
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We studied public data to avoid asking questions of the Chinese and Caribbean 
communities that had already been covered. We used this existing data as a starting 
point, as a large part of our research focused on understanding how the public reported 
on these communities. 

Chinese Population are inmigrants

are in Queens, Brooklyn
and Manhattan

with limited 
English 

proficiency

3 https://www.aafederation.org/research/chinese-in-nyc-a-profile/
4https://www.frontiersin.org/articles/10.3389/fpubh.2022.815169/full#:~:text=New%20York%20City%20is%20home,Northe
astern%20United%20States%20(2).

It is important to note that little to no data will include accurate information on 
undocumented Caribbean and Chinese immigrants, as this population is extremely 
hard to reach. 

The following is what we summarized from the existing public data and preliminary 
research about the Chinese community and the Caribbean community in NYC. We 
summarized the current demographic facts and media landscapes about both 
communities. This sets the context and foundation for our further survey design and 
research.

Chinese
Public Data: Chinese Immigrants in New York 
The Chinese population is the fastest-growing ethnic group in NYC, and has a high 
percentage of immigrants with limited English proficiency.  According to the   Asian 
American Federation’s report “Chinese in NYC: A Profile”3, about 614,369 Chinese people 
lived in New York City as of 2020, which means the city contains more Chinese individuals 
than any city outside Asia4.

614K+ 68%

3 59%major Chinese
communities

31



Compared to all residents in NYC, the Chinese population has a much higher percentage 
of immigrants. A report from the Asian American Federation pointed out that more than 
two thirds (68%) of New York City’s Chinese people in 2020 were foreign-born, compared 
to about 37% of all residents in the city. In 2020, there were more than 417,000 Chinese 
immigrants in the city. 

AAF’s report also mentioned that about 59% of the city’s Chinese over the age of 5 
considered to have limited English proficiency, compared to the 22% rate for New Yorkers 
overall.

In addition, NYC’s Chinese population has the highest proportion of seniors (16%) 
compared to other Asian ethnic groups.
 
The Chinese population is dispersed throughout NYC, but primarily resides in Queens, 
Brooklyn, and Manhattan. In 2020, 41% of the city’s Chinese population lived in Queens, 
34% in Brooklyn, and 19% in Manhattan, according to Asian American Federation. 

Chinese Media Landscape in NYC
Currently, three major Chinese-language media5 outlets as well as some other smaller 
outlets, cover the Chinese community in NYC. “The Big Three” are World Journal6, Sing Tao 
Daily7, and The China Press8. They are available on multiple platforms including 
newspapers, radio, websites, and WeChat news accounts.

Here is a brief introduction for “The Big Three”:

World Journal: a Taiwanese broadsheet newspaper founded in 1976 and  published in 
North America. It is the largest Chinese-language newspaper in the U.S. and one of the 
largest Chinese-language newspapers outside of Greater China, with a daily circulation 
of 350,000. The newspaper is headquartered in the Whitestone neighborhood of Queens. 
The publication is owned by the same media conglomerate that runs the United Daily 
News in Taiwan and carries a significant Taiwanese American administrative presence.6

Sing Tao Daily: Hong Kong's oldest and second largest Chinese-language newspaper 
founded in 1938.  Its English language sister paper is The Standard. In 1965, Sing Tao Daily 
opened a branch in New York City, and it publishes newspapers and magazines focused 
on current local and international events, real estate, business, sports, and 
entertainment. After establishing its New York City branch, Sing Tao Daily set up 
international news centers in Los Angeles, San Francisco, Toronto, Vancouver, and other 
locations.9

5https://www.researchgate.net/publication/225671460_Chinese_Language_Media_in_the_United_States_Immigr
ation_and_Assimilation_in_American_Life
6 https://en.wikipedia.org/wiki/World_Journal
7https://en.wikipedia.org/wiki/Sing_Tao_Daily
8 https://www.bloomberg.com/profile/company/0931665D:US
9 https://www.singtaonewscorp.com/en/about.html
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The China Press: commonly called Qiaobao, launched in 1990, in New York. It is run by 11 
Chinese Americans who immigrated from Mainland China, Taiwan, and Hong Kong. In 
1997, The China Press became the first Chinese publication in the U.S. to launch a Chinese 
language news site, USCHINAPRESS.COM. Its online platform covers news, entertainment, 
lifestyle, and business information.10

Sing Tao Daily, World Journal, 
China Press

Multiple plarforms: newspaper, 
radio, website, Wechat news 

account

A bridge

Most popular social media, 1.2 B+ 
active users

Powerful functions: WhatsApp, 
Facebook, TikTok, Venmo, 

Wordpress...

Organic but enclosed

THE BIG THREE WECHAT

The Chinese-language media serves as a bridge between Chinese immigrants and U.S. 
news that connects Chinese immigrants with significant local and national news in the 
U.S. However, since their focus is news related to Chinese communities, they seldom 
cover news related to other immigrant communities. 

Meanwhile, WeChat, the most popular Chinese-language messaging and social media 
platforms, serves as a social media tool and news source. It has over 1.2 billion active 
users11. Powerful functions such as WeChat Moments, WeChat Pay, and WeChat News 
Account make WeChat an integrated version of Facebook, Venmo, TikTok, and 
WordPress. However, it has created a hotbed for misinformation and fake news12. 

Preliminary Report: Chinese Immigrants
In our preliminary Chinese-language audience research conducted in 2021, 235 people 
participated. The survey revealed some interesting findings about the Chinese-speaking 
audience in NYC and suggested what types of news programs or products this Chinese 
community needs.

The preliminary research suggests that, in general, the Chinese community in NYC is 
segmented. Social status and political sentiments vary among Chinese immigrants, and 
several subsegments within this population are separated by wealth, English fluency and 
immigration status. 

Chinese-Language Media Landscape in NYC

10https://www.uschinapress.com/web/aboutQB.html
11 https://www.businessofapps.com/data/wechat-statistics/
12https://www.cjr.org/tow_center_reports/wechatting-american-politics-misinformation-polarization-and-immigrant-chinese-media.php
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According to the preliminary report, the respondents were more likely to use simplified 
Chinese than traditional Chinese. They were more interested in local news than other 
news. Most of them speak Chinese at home and depend on Chinese-language media to 
get news and information. 

This research gave us a glance at the current information landscape for 
Chinese-speaking New Yorkers, including their current relationship with local news 
offerings, habits, and preferences.

In addition, 85% of the participants said they have seen information shared by others that 
they suspected to be false information or fake news when using social media like 
WeChat or Facebook. 

Also, the preliminary report showed that respondents were more concerned about 
public safety and discrimination than the pandemic, and that they needed accurate, 
relevant, in-depth and positive stories.

The preliminary research also found that WeChat, newspapers or websites are the 
primary news sources for Chinese immigrants.
 
64% of respondents said the last time they read news was from WeChat, 55% from 
newspapers or websites, and 36% from YouTube. WeChat is much more popular than 
other social media platforms such as WhatsApp, Facebook and Twitter among Chinese 
immigrants.

Screenshot of the preliminary research about misinformation. The question is "When you use 
social media like WeChat or Facebook, have you ever seen information shared by others that 
you suspected to be false information or fake news?"
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Please recall the last time you read news, where did you get the 
information?

Preliminary Research:

1. WeChat (64%)
2.Newspaper/Website (55%)

3. Youtube (36%)

Three Major News Sources for Chinese Immigrants

TV

Radio

Facebook

Email

Message

WhatsApp

WeChat

Twitter

Youtube

Newspaper
or websites

Other

0% 25% 50% 75%
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Preliminary Report: Recommendations
Our preliminary research recommended that Documented engage more with the 
existing community and organizations and partner with longstanding 
Chinese-language media and for-profit organizations to do so.

This preliminary research gave us valuable insights into WeChat’s popularity as a news 
source among Chinese immigrants, their awareness of the limitation on free speech on 
the platform, the impact of these limitations on media companies and their reporting, 
and of the spread of inaccurate and politically motivated information.

With these valuable insights as our foundation, we needed a closer look at Chinese 
audiences' information needs, news consumption habits and preferences, especially for 
some underserved groups like seniors, new immigrants, undocumented and 
unemployed people in the Chinese community. 
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Caribbean
Public Data: Caribbean Immigrants in New York 
There are around 4.5 million Caribbeans13 immigrants in the United States, and 90% of the 
Caribbean population in the U.S. comes from four countries: Cuba, Dominican Republic, 
Jamaica and Haiti. 

25% of those who live in the U.S. reside in New York state as of the 2015-2019 period, 
according to the 2019 American Community Survey.  For the purposes of this survey we 
have defined Caribbean New Yorkers as those who report being born in:

Caribbean Media Landscape in NYC
There are a handful of Caribbean digital outlets producing various content for the 
Caribbeans of New York. Among them:

Caribbean Life: Based in Brooklyn, it provides local news and has a segment dedicated 
to news coverage of more than 25 Caribbean countries. In addition, Caribbean Life 
covers general news in New York and connects Caribbeans with information on sports, 
community events, arts, and entertainment.

Haitian Times: Launched in 1999 as a daily newspaper, it once circulated 30,000 print 
copies per week in New York. Now it has become a digital media outlet providing the 
Haitian community with news, especially about Haiti and the Haitian diaspora in New 
York and Florida. In addition, it has a section dedicated to immigrants and immigration, 
covering stories of Haitian immigrants in the United States.

We have purposefully excluded the Dominican Republic from this definition because 
they are largely served by Documented’s Spanish-language products and communities. 
The same might be said of Cuban immigrants.

Haiti was included in the definition, though immigrants from this country also sometimes 
have different circumstances than others from the region. Specifically, they do not 
always prefer English and they have a larger share of immigrants who came under TPS
(temporary protective status) and thus have a different relationship to their homes in the 
US.

Using our definition, there are 476,939 Caribbean New Yorkers, mostly from Haiti (104,550) 
and Jamaica (195,559), who mostly live in the Bronx and Brooklyn (about 85,000 
population each)13.1.

Bahamas • Barbados • Belize • Haiti • Jamaica • 
Trinidad and Tobago • US Virgin Islands • British 
West Indies • Dutch West Indies • West Indies

13 https://www.migrationpolicy.org/article/caribbean-immigrants-united-states 
13.1https://docu.nyc/census-caribbean
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Caribbean Media Landscape in NYC
The New York Carib News: Since 1981, it provides news to Caribbean Americans and 
African Americans. It promotes a better understanding of their communities, and 
constructs  partnerships between the Caribbean diaspora in the U.S. and the other 
communities through outreach programs and special events.

Caribbean Times: This publication provides general news targeting Caribbean 
Americans in Brooklyn, Queens, Manhattan and the Bronx. 

The West Indian has a special focus on Caribbeans from Guyana and Trinidad and 
Tobago, the two Caribbean countries with the most significant populations of 
Indo-Caribbean populations. It covers community news and gives general information 
about the Caribbean at large. 

Also, many Caribbean radio stations are operating in New York offering different kinds of 
programs to Caribbean groups based on their countries of origin. Some of the stations 
are:

 • Radio Soleil:  Based in Brooklyn, airing music, daily news, and political talk shows   
 for Haitian immigrants.

 • Irie Jam Radio: This radio station connects Jamaicans with the latest news,   
 Caribbean music, and talk shows. 

 • The Caribbean Radio: Based in Queens, this station broadcasts different    
 Caribbean music genres and news.

 • Indo-Caribbean Net Radio: Based in Richmond Hill, this station provides    
 music to immigrants from Trinidad and Tobago, Guyana, Suriname, and the   
 Punjabi South Asian community. 
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Preliminary Report: Caribbean Immigrants
We conducted preliminary research in New York City in 2021, during one of the peaks of 
the pandemic, and collected responses from 66 Caribbean individuals from eight  
countries. In this research, we have learned that Caribbean immigrants need actionable 
information they can use to improve their lives. 

This study also showed that respondents’ needs include addressing neighborhood 
issues like cars driving at high speed, trash not being picked up and the use of drugs in 
the streets. 

This study also showed slight preferences toward newspapers, television, and Instagram 
as their main sources of information. 

The preliminary report found that Caribbeans didn’t see themselves represented enough 
in the news they received. They also said that where there is coverage, it is often focused 
on negative issues. Therefore, many expressed difficulties trusting the news regarding 
their neighborhoods, as they didn’t see their lives reflected in the coverage.

Preliminary Report: Recommendations

One of the preliminary report recommendations was to use the data as a starting point 
to further our research about the Caribbeans in New York. 

The preliminary report suggested that we separate Caribbeans into groups based on 
language similarities like Spanish-speaking, English-speaking, and Haitians. 

For better outreach, it also recommends conducting focus groups and one-on-one 
interviews with participants to make sure we connect with people from Caribbean 
countries with small populations in New York.
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Research: Chinese Immigrants
When we conducted the first round of our Chinese community research, 916 people 
participated virtually and in person. Over 40 Chinese organizations helped us distribute 
the surveys, and April Xu, Documented’s Community Correspondent, distributed the 
questionnaires at more than 15 virtual and physical community events and in more than 
35 WeChat groups. 30 people, including  two focus groups, participated in the second 
round of the research. 

Our respondents were mainly from Brooklyn, Queens and Manhattan. This is intentional, 
as these are the three boroughs in which, according to public data, most Chinese 
immigrants live.

The Participants
The research was designed to gather some basic demographic data as this would be 
vital for the development any news product.

The respondents largely have been in the United States for a long time. Half of the sample 
(53%) has been living in the U.S. for more than 15 years, 17% have been in this country for 
5-10 years, and 18% have been here for 10-15 years. 

In total, 88% of respondents have lived in the U.S. for more than  five years.

participants

Brooklyn, Queens, Manhattan

946 40+ organizations
15+ events
35+ WeChat groups

Documented Survey participants

40



What is your age?

How long have you been living in the U.S?

18-24
5%

Under 18
1%

25-34
14%

35-44
25%

45-54
18%

55-64
13%

65 & 65+
24%

Less than 3 years
7%

3-5 years
6%

5-10 years
17%

10-15 years
18%

More than 15 years
53%
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The results of their age distribution are split, with the segments of 65 and 65+ and 35-44  
the most common. The median age group is 45-54.

As a general rule, the Fair Labor Standards Act sets 14 years old as the minimum age for 
employment, and limits the number of hours worked by minors under the age of 16. If we 
subtract the segments 65 & 65+, under 18 and 18-24, with the understanding that they 
could be either retirees or students, we would have over 70% of the respondents being of 
working age: 24-64. If we do not subtract the younger cohort of 18-24, that number rises 
to over 75%.

Housewife

Retiree

Health

Restaurant

Social services

Small shop worker

Unemployed

Education

Student

Finance

Beauty services

0% 5% 10% 15% 20% 25%

Which of the following best describes your current occupation?
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What is your zip code?

Staten Island
5%

Bronx
less than 1%

Manhattan
17%

Queens
32%

Brooklyn
47%

Occupation: Among those who responded, housewives (21%) and retirees (16%) are the 
first and second most common occupations, followed by health (11%), restaurant (10%), 
social services (6%) and small shop workers (6%). Housewives and retirees were likely 
dominant among the participants because they are more available to attend 
community events and fill out the questionnaires and are more sensitive to incentives.

ZIP Code: Chinese immigrants who responded to this survey spread out over five 
boroughs, but the three major Chinese communities are in Brooklyn’s Sunset Park, 
Manhattan’s Chinatown, and Flushing in Queens. That's why most of the respondents' ZIP 
codes are in these three boroughs: Brooklyn, Queens and Manhattan. 

Even though Queens has more Chinese immigrants than Brooklyn, some Chinese 
community organizations in Brooklyn are more active or well known, which enabled them 
to motivate more Chinese immigrants in Brooklyn to participate in our survey. April was 
also able to attend more Chinese community events in Brooklyn during the research 
period, which led to more participants from Brooklyn filling out the questionnaires.
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What We Found: Chinese Immigrants
New Formats

According to the research participants, Chinese immigrants, except seniors, prefer digital 
news and video to printed text. 

80%
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About 78% of the participants consume digital news most frequently, while among the 
seniors (ages 65 and 65+), 61% read printed news most frequently. Many seniors said 
they prefer printed news because they have difficulties using technology or lack internet 
access.

Representation in the News
Documented needed to understand the relationship between Chinese immigrants and 
the news content that serves them. For this reason, we asked respondents to rate from 1 
to 5 the following statement: “How much of your lives do you see reflected in the news 
that you consume.” 1 means “not at all,” and 5 means “very much.” 

The average score of the responses was 2.92, which is below the median number of 3
Also, 77% of respondents didn’t give a positive score to the representation of their lives in 
the news they consume.

4
11%

5
12%

1
10%

2
23%

3
45%

How much do you see your life refected in the news you consume?
Scale 1 to 5 (1 is not at all, 5 is very much)

Average Score

2.92
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1.  34% of respondents pointed to news quality as the top area for improvement. They 
need more original content in their language. Some readers mentioned typos and 
mistakes in current Chinese-language articles. Also, they requested more in-depth, 
detailed, informative and follow-up stories.

2.  32% of the responses can be categorized as desiring “closeness,” which suggest 
they need more news or information that is relevant to their daily lives or their 
community in the Chinese language, including reporting from English-language 
media.

3. 19% of the responses can be categorized as seeking “objectivity,” which 
encompasses a desire for news that is not biased, one-sided or driven by the 
reporter or media’s political stance. It requires the reporter or media to understand 
their culture and top issues deeply.

4.  18% of those who responded chose “usefulness,” which means the news is helpful 
or useful for them to take action, for example, a guide of community organizations 
providing food pantries.

Improvement for Current Media
We also wanted to know the pain points related to the current media coverage of their 
communities. To minimize the influence of pre-made answers, we asked an open-ended 
question: "what do you think are the problems with the current media coverage of your 
community?" The following are the three most common pain points we received: 

We also wanted to understand respondents’ perceptions about the coverage of 
Chinese- and English-language media. We first asked about their consumption of news 
in English and found 60% don't read English news. Of those who don't read English news, 
language barrier is the main reason, with 94% of respondents choosing that option. 
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2nd Round: Do you ever read or consume news on
English-language media?

Can you specify why you don’t read or consume English-language 
news? (open-ended question)

Yes
40%

No
60%

Not interested
6%

Language barriers
94%
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We also wanted to understand the specific issues our respondents have with that 
Chinese and English coverage.

What would you improve or change from Chinese-language/English-language 
media when they cover Chinese immigrants and their communities in NYC?
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When asked what they would improve about news coverage from Chinese-language 
media, respondents clearly preferred objectivity, with 89% saying that’s a pain point they 
have with existing media. The lack of follow-up stories is another important pain point, 
gathering more than half of the respondents at 56%.

Respondents also had several suggestions for Chinese-language outlets, the most 
popular being making audiences participate in the news, or audience engagement 
(44%); making content more useful  (33%); and publishing content that is more “positive” 
(33%). 

For English-language media, 83% of respondents recommended improving the 
closeness of the coverage to the community, followed by usefulness (33%), objectivity 
(25%), and “give context” (25%). “Give context” means the story provides more details 
and background and helps the readers understand what provided information means to 
them.

/Quotes from survey respondents:

“No sufficient 
resources and 
service information, 
and no highlight of 
which organizations 
or agencies you can 
contact if you 
encounter a 
problem.”

“Some [information] are not 100% right, 
you have to make your own judgment 
[after reading the news]. For example, 
when they report news about 
[then-House Speaker’s Nancy] Pelosi visit 
to Taiwan, Chinese media and American 
media reported it in a different way. They 
have some news the about Chinese 
community, but not a lot. Some media 
doesn’t understand Chinese culture, it 
affects their reporting. “

“Basically, there are rarely news about Chinese immigrants; for 
example, I rarely see information about Chinese immigrants in New 
York Times and TV news. If they report about Chinese immigrants or 
the Chinese community, sometimes it is a relatively one -side story, 
maybe they do not know well about the Chinese community, and the 
content in the article is not very detailed.”

“There are not many news about Chinese immigrants; they didn't really 
mention us, unless in some major news, such as a Chinese got injured in a 
shooting case. The Asian community also rarely appears in English news.”
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Consumption: Local News and Immigration News

Local News

In all of our rounds of research, we asked questions to determine what kind of local news 
and immigration news Chinese immigrants consume the most.

The top five most consumed local news topics among Chinese immigrants are public 
safety (64%), health (53%), community events (52%), education (49%) and quality of life 
(47%). Quality of life coverage includes food prices, noise, housing, trash, and parking.

The results showed that these Chinese immigrants care more about crime and public 
safety stories than about any other subject. This same trend was also true when we 
surveyed the Chinese community in early 2021, during one of the peaks of the pandemic 
as reported in our preliminary data; Public safety ranked even higher than Covid-19 
among most-read subjects at that time.

What kind of NY local news do you consume most frequently?
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Top Five Categories 1. Public Safety (64%)
2. Health (53%)
3. Community Events (52%)
4. Education (49%)
5. Quality of Life (47%)
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To better understand the informational gap between Chinese immigrants and the 
current media coverage about the Chinese community, we asked an open-ended 
question: “What do you think are the urgent topics in your local community that need to 
be covered? Can you give us specific suggestions?” Because open-ended questions 
deliver many different answers, we grouped them into categories based on similarities. 
Here are the most common categories and their explanation: 

Resources, living in a city, health, education, racism, community, government/policies 
and housing are secondary topics to cover in the Chinese community, while public 
safety (56%) appears to be the most important issue, by far. The following are the 
explanation of some categories to help readers to understand:

What do you think are the urgent topics in your local community that need to be 
covered? Can you give us specific suggestions?
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1. Public safety: people worried about safety in public spaces, including the subway, and 
streets, gun violence, bail reform in New York, etc.
2. Resources: reported actionable evergreen information that does not depend on the 
news cycle, including community organizations, legal services, job training, public 
benefits programs, etc.
3. Living in a city: street condition, garbage collection, public restrooms, traffic and 
safety, right of way, street vendors, etc. 

Public safety is the top concern of Chinese immigrants who responded to this study. It 
ranks first among the most consumed news topics and was over three times more 
popular than any other subject when respondents shared what they think the media 
should cover.

Immigration News

According to the respondents, the immigration news categories they consume the most 
are public benefits information (55%), immigration policies (51%), immigration education 
(50%), feature stories (31%), and labor (25%). Immigration education includes workshops, 

What kind of immigration news do you consume most frequently?
(Multiple choices)
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Top Five Categories 1. Public benefits (55%)
2. Immigration Policies(51%)
3. Immigration Education (50%)
4. Featured Stories (31%)
5. Labor (25%)
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Local News Consumption vs. Age

So far, we’ve shared the aggregated data from all our respondents. But we also wanted 
to understand how the different age groups can have similar and different consumption 
patterns. 

As we showed before, public safety is the most consumed topic by Chinese immigrants. 
And when we take age into account, we can see that although it’s not the number one 
priority among all age groups, it is part of the top three for every cohort. 

We can also see that when asked about local news, seniors tend to consume more 
health-related news and older respondents tend to consume more news about events 
in their community. Younger cohorts tend to consume more education-related content. 

Age

Under 18

18-24

25-34

35-44

45-54

55-64

Education (60%)

Public Safety (51%)

Education (64%)

Education (68%)

Public Safety (71%)

Public Safety (69%)

Public Safety (50%),
Weather (50%)

Health (46%)

Public Safety (61%)

Public Safety (62%)

Education (57%)

Politics & Laws (50%)

Education (39%)

Health (50%)

Community Events (53%)

Community Events (53%)

Quality of Life (49%)

65 & 65+ Health (64%) Community Events (63%),
Public Safety (63%)

1st 2nd 3nd

Different groups have different preferences in news topics
Age vs. Local News
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Immigration News Consumption vs. Age

Immigration policies are in the top three most-consumed immigration news topics 
among all age groups. 

For younger cohorts, immigration education and law enforcement is some of the most 
consumed content. For older cohorts, public benefits is a more consumed topic and the 
most popular news topic among readers aged 65 and 65+.

Public Safety

Our data shows that public safety is the local news topic that the Chinese community 
consumes most, and is the most urgent topic the community thinks the media should 
cover.

Because of this, we tried to understand why public safety is so important. In the second 
round of our study we asked participants to name specific issues they are concerned 
about or have faced related to public safety. We designed this question as open-ended 
to minimize the influence of pre-made responses. 

Age

Under 18

18-24

25-34

35-44

45-54

55-64

Immigration Policies (60%)

Immigration Education (46%),
Public Benefits (46%)

Immigration Policies (48%)

Immigration Education (53%)

Immigration Education (57%)

Immigration Policies (53%)

Immigration Education (30%),
Law Enforcement (30%)

Immigration Policies (37%)

Immigration Education (46%)

Public Benefits (52%)

Public Benefits (54%)

Public Benefits (50%)

Public Benefits (42%)

Immigration Policies (46%)

Immigration Policies (41%)

Immigration Education (46%)

Feature Stories (38%)65 & 65+ Public Benefits (54%) Immigration Policies (48%)

1st 2nd 3nd

Different groups have different preferences in news topics
Age vs. Immigration News
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According to our first-round survey, crime and safety is the most urgent topic for 
Chinese immigrants in NYC. Can you name any specific issues you are concerned 

about or have faced that can help us understand this better?

Increasing or High
Crime Rate

Anti-Asian Hate Crimes
/Racism

Gun Violence

Crimes in Public  Transit
/Public Space

Homeless or Mental
Health Issues

Criminal Justice Reform

Law Enforcement

Legalization of Marijuana

0% 25% 50% 75%

From our one-on-one interviews and conversations in focus groups, we found that 
participants in the Chinese community broadly believed that public safety “is bad” or 
“getting worse” in NYC. In fact, if we look at all answers related to “safety,” 87% of all 
responses mention feeling “worried about the public safety in NYC,” or feeling “unsafe” or 
that it is “dangerous” living in the city. 

When asked to name specific issues that they are concerned about or have faced 
regarding public safety, 63% of participants mentioned increasing or high crime rate, 
followed by anti-Asian hate crimes/racism (53%), gun violence (50%), crimes in public 
transit or public space (50%), homeless or mental health issues (27%), criminal justice 
reform (17%), law enforcement (13%) and legalization of marijuana (7%).
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Impact

By further analyzing the content of the interviews, we found that public safety concerns 
among Chinese immigrants affect their daily lives physically and mentally.

During our survey, 53% of the participants said they changed their daily routines out of 
public safety concerns. For example, some respondents said they visited their doctors or 
families less often because they were afraid of encountering crimes while taking 
subways; many said they went outside or dined out less often because they were afraid 
of being beaten or robbed on the street. 

Insecurity also led some seniors to less frequently visit Chinatown, where they usually 
met their friends, participated in activities in senior centers, or got other in-language 
services before the pandemic. Some parents mentioned that they were worried about 
their children’s safety when they took subways to go to school, and and said it has hurt 
their children’s mental health to live with this insecurity.

/Quotes

“Racism is a serious problem. I haven't taken the subway for almost three 
years. If I want to travel further away, I need my relatives to drive me there. I 
used to travel and commute by myself, now I need to bother my family, 
because I am afraid to go out alone” 

“Anti-Asian hate and homeless issues are serious, and there are many 
homeless in the subway. The Chinese are honest and often bullied. We have 
language barriers, which made criminals even more unscrupulous and 
commit hate crimes against us”

“Many stores on 8th Avenue, Brooklyn are often robbed, there is a lottery 
shop near me got robbed before. Some Chinese illegal gambling places on 
the 8th Avenue have also been robbed. Everybody is worried about safety 
now”
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Resources for New Arrivals

Since we want to understand how to serve Chinese immigrants, we needed a way to 
understand where newly arrived immigrants would go to get help. This knowledge is vital 
for the content creation of any news product that serves Chinese immigrant 
communities in the future. 

With this goal, in the first round of the Chinese community survey, we asked one question: 
If you know of a new Chinese immigrant, where do you suggest they seek help or attend 
activities to get involved in the local community quickly? 

Among 733 participants who answered this question, 75% of the respondents said 
community organizations or social services organizations, followed by church or religious 
institutions (23%) and schools (9%).

If you know of a new Chinese immigrant, where do you suggest they seek help or 
attend activities to get involved in the local community quickly?
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Top Three Categories 1. Community/Social Services
Organizations (75%)
2. Church/Religious Institution (23%)
3. School (9%)
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Parent-Child Relationship
Association

When asked about the names of the places they would recommend the new immigrant 
to know, many people skipped this question. 

These are the most common answers from the valid responses: 

If you know a new Chinese immigrant, where do you suggest they seek help or 
attend activities to get involved in the local community quickly?

THE CHINESE COMMUNITY ORGANIZATIONS MENTIONED MOST

Chinese-American 
Planning Council

Brooklyn Chinese
American Association

Chinatown Manpower Project

Fujian Association in USA

Chinese Consolidated
Benevolent Association

Homecrest Community Services

Asian Americans for Equality

0% 10% 20% 30% 40% 50%
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Undocumented Chinese Immigrants

In both rounds of this research, we tried to gather information about undocumented 
Chinese immigrants without directly asking about their immigration status. 

In the first round, the included the question "what immigration news do you consume 
most frequently," and offered the option "news related to the undocumented." 
 
In the second round, we tried with the question: "Do you have any suggestions for 
reaching out to the undocumented." We designed this question as open-ended to 
minimize the influence of pre-made answers. 

Insights
Respondents shared their knowledge about the undocumented immigrants in their 
communities. They mentioned that undocumented immigrants have a strong sense of 
self-protection because they fear being deported or facing any legal consequences if 
they reveal their immigration status.

Some participants pointed out that it is hard to identify and reach out to undocumented 
Chinese immigrants, as many  are working over hours to pay debt and/or working 
outside of New York. 

Also, respondents mentioned that compared to the wave of Chinese immigrants 
smuggled into the U.S. in the 1980s14, fewer Chinese people have been immigrating in 
recent years.

14https://web.archive.org/web/20090529143216/http://www.cicams.ac.cn/epi/A%20Brain%20Gain%20for%20china.htm
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Solutions

Respondents also shared advice on how to reach out to undocumented immigrants. The 
following are their main recommendations.

1. Trust: Participants suggested that Documented should build trust with the Chinese 
community and undocumented immigrants. To achieve this goal, Documented should 
reach out to the undocumented through their trusted channels, community 
organizations, social service organizations, immigration lawyers, and their relatives or 
colleagues.

2. Privacy: When reaching out to the undocumented, respondents said that privacy 
should be a major concern, especially regarding their immigration status and contact 
information.

3. Engagement: People also suggested we set up a hotline or workshops that may be 
useful for the undocumented and provide an opportunity to meet them. 

4. Ads: Respondents also suggested we launch in-language campaigns in the subway, 
parks, restaurants, or supermarkets so the undocumented can reach out

Although these insights and suggestions don’t come from the undocumented 
immigrants themselves, they can be tested in any campaigns that Documented sets in 
the future. 

How do you think that we can reach out to the undocumented 
immigrants in the Chinese community?

Build trust with the community
Hotline or workshops
In-language ads
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Immigration Dream

As a reporter who covers the Chinese immigrant community, April is curious to know 
what motivates Chinese immigrants to leave their homeland and come to the U.S. 

So we decided to include a question that could shed light. Since we didn't want to 
influence the responses with pre-made answers, we made it an open-ended question: 

"What is your definition of the American dream? Think of the time before you came to the 
U.S. What was your dream back then?"

In our conversations about this question, four of every five respondents (80%) mentioned 
they came to the U.S. for a better life and more economic opportunities.

Think of the time before you came to the U.S. What was 
your dream back then?
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Top Three Categories 1. Improve Life Quality (80%)
2. For the Next Generation (33%)
3. Freedom & Democracy (23%)
    Family reunion (23%)
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One-third (33%) of the respondents mentioned that they came here because living in the 
U.S. lets them provide their children a better education and living environment. 

Also, nearly a quarter of respondents (23%) said the pursuit of freedom and democracy 
brought them to the United States. 

Family reunion also ranks as the third most common dream for immigrating, with 23% of 
responses. 

62



Research: Caribbean Immigrants

If the preliminary research collected responses from 66 people from eight Caribbean 
countries, with Documented’s research that includes a full-time Caribbean Community 
Correspondent, we were able to reach 191 participants from 11 Caribbean countries. 

Caribbean community leaders and organizations were crucial in helping us distribute 
surveys during events and contacting their clients directly to ask for participation. We 
participated in days of action, town halls, and community meetings to meet Caribbean 
immigrants and ask for participation. Respondents could access the survey via QR codes 
printed on posters distributed at events. We promoted the research on Facebook to 
reach out to as many Caribbean immigrants as possible, so we could hear diverse 
voices. 

In the second round, 16 people agreed to participate in two focus groups and agreed to 
respond to one-on-one conversations — a  strategy we developed with help from 
preliminary research recommendations. 

The Participants

The Caribbean respondents live mostly in Brooklyn, Queens and the Bronx. 

When asked about their country of origin, most of the respondents said that they were 
born in Haiti, Jamaica, Trinidad and Saint Lucia. 

participants

Brooklyn, Queens, Bronx

English, Spanish, Creole, French

191
countries
11
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The Bahamas: 2% 
Other: 3% 

Barbados: 4%
Saint Vincent and the 

Grenadines: 4% 

Guyana: 8% 

Saint Lucia: 10%

Trinidad and Tobago: 11%

Jamaica: 16%

Haiti: 38%

Third-party data15 shows that Jamaican (74%) and Trinidadian (69%) immigrants have 
"had the highest naturalization share among the major national-origin groups from the 
region." Data also shows16 that since 2020, Haitians have been the top 
non-Spanish-speaking Caribbeans processed at the U.S.-Mexico border. 

Since immigrants from Haiti represent the highest portion of the newest wave of 
Caribbean immigration, we will also include some specific analysis for this cohort. 

15 https://www.wola.org/2022/11/migration-country-by-country-at-the-u-s-mexico-border/
16https://www.migrationpolicy.org/article/caribbean-immigrants-united-states#:~:text=Voluntary%2C%20large%2Ds
cale%20migration%20from,Rico%20to%20the%20United%20States.
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When asked about the languages in which they consume news, the Caribbean 
immigrants that responded to this study reported four languages, with English being the 
most common:

In what language do you mainly consume news?

60%

80%

40%

20%

0%
English Creole French Spanish

What language do you mainly consume news?
Haitian respondents

60%

40%

20%

0%
English French Spanish Creole

For those who were born in Haiti, English is still the preferred language, though Creole 
garnered a bigger percentage than the general Caribbean population.

52%

32%

6%

16%

74%

10%
19%

10%

65



Of the respondents, more than half (54%) have been in the U.S. for less than 10 years, with 
29% having been here fewer than five years. 

62% of Haitian respondents have lived in the United States for fewer than 10 years, 
compared to the general Caribbean population where 54% of immigrants have lived in 
the U.S. for fewer than 10 years.

The same is true for Haitians who have resided in the U.S. for  five years or less. They 
account for 36% of this sample, compared to 29% of the general Caribbean sample. 

More than 15 years
28%

More than 15 years
22%

Less than 3 years
12%

3-5 years
17%

3-5 years
16%

5-10 years
25%

5-10 years
26%

10-15 years
17%

10-15 years
16%

How long have you been living in the U.S?

How long have you been living in the U.S? (Haitian respondents)

Less than 3 years
20%
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Of those Caribbean respondents, the following is their age composition:

How old are you?

65 & 65+: 3% 

55-64: 7% 

Under 18: 1% 

18-24: 10% 

25-34: 40% 

45-54: 12% 

35-44: 28% 

In the Caribbean survey, half (50%) of the respondents are 34 years or younger and 78% 
of respondents are 44 years or younger. 
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What We Found: Caribbean Immigrants

We wanted to understand the ways that people from the Caribbean consume their 
news. The preliminary results gave us some insights on strong consumption patterns for 
websites and Facebook, but with no clear tendencies. So we set up a similar question. 

Website 53%

Facebook

Television

Twitter

Youtube

Radio

Instagram

Whatsapp

Text Message

Other

0% 20% 40% 60%

How do you usually get information and stay 
updated on the news?
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42%

36%

30%

29%

21%

24%

13%

7%
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Reading news on a website is the most common way respondents said they get their 
information or stay updated on the news. 

Instagram is not their main source, although the preliminary report suggested it was 
more popular. To our surprise, WhatsApp didn’t rank high either, although this app is the 
main communication platform17 for people from many countries in the Americas. 

Since more than one-third of our sample was born in Haiti, we decided to look at their 
responses. We wanted to see if they, coming from a country that speaks a different 
language and has different traditions, would also use different news platforms.

How do you usually get information and stay updated on the 
news? Haitian respondents

Website

Facebook

Television

Twitter

Youtube

Radio

Instagram

WhatsApp

Text Message

Other
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38%

32%

38%

24%

28%

38%

16%

6%

17 https://www.statista.com/statistics/1323702/whatsapp-penetration-latin-american-countries/
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Again, websites are the main way respondents from Haiti say they get information and 
stay updated on the news. To this cohort, Facebook is also a major source of news that 
surpasses all the other mediums, save for websites.

For Haitian respondents, after websites and Facebook, more than one-third of 
respondents said they consumed news on TV, Youtube and WhatsApp.

Text messages and radio, on the other hand, show a very low usage. 

Local News

When asked about what local news respondents consume most frequently, those that 
participated showed a small tendency towards health, politics/law and education, with 
employment/labor, immigrant news and economy also commonly showing up. 

However, when focusing on the Haitian respondents, results and the margins are 
different. To this cohort, health and employment/labor are the most important local 
news they follow, although politics/law also appears in the top three.

Employment & Labor

Entertainment
weather

City services
Quality of life

Economy & Business

Culture
Crime & Security

Community events

Civic engagement

Immigrant news

Politics & Law

Education
Health
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What kind of N.Y. local news do you consume most frequently?
Haitian respondents

Politics & Law

Health

Education

Employment/
Labor

Immigrant 
News

Economy & 
Business

Community 
Events

Crime & Security

Weather

Entertainment & 
Culture

Quality of Life

City Services

Other
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52%

32%

30%

28%

30%

24%

32%

28%
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4%
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Immigration News

When asked to share the immigration news topics they consume, and not the general 
news topics they read like in the questions above, respondents say they most consume 
news on public benefit programs, immigration policies and news that affects 
undocumented immigrants. Law enforcement, news about other immigrant 
communities and labor news are not among Caribbean immigrants’ news consumption 
priorities.

When focusing on Haitians, their preference of immigration news changes. To people 
born in Haiti, “news that affects undocumented immigrants” is the theme they are most 
interested in by a large margin, above “public benefits,” which is the main priority for all 
Caribbeans. 

What immigration news are you most interested in?

Public Benefits 
Program

Immigration 
Policies

News that Affects 
Undocumented 

Immigrants

Immigration 
Education

Feature Stories 
About Immigrants

Law 
Enforcement

Stories About 
Other Immigrants

Labor

I Don’t Read Such 
News

USCIS Visa Bulletin

0% 20% 40% 60% 80%

66%

56%

54%

38%

36%

36%

28%

21%

1%

29%
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/Quotes

What Immigration News Are You Most Interested in?
(Haitian respondents)

Public benefits 
Program

Immigration 
Policies

News that Affects 
Undocumented 

Immigrants

Immigration 
Education

Feature Stories 
About Immigrants

Law 
Enforcement

Stories About 
Other Immigrant

Labor

USCIS Visa Bulletin

I Don’t Read Such 
News

0% 20% 40% 60% 80%

“Brooklyn has a really big 
immigrant community. 
These families have been 
there for many 
generations, but they don’t 
receive enough news 
regarding the actualities of 
immigration, or 
immigration policies.”

“Canarsie, Flatbush, East 
Flatbush, and Crown Heights 
have a lot of Haitians who 
only know about issues 
around immigration when 
they become viral.”

64%

50%

74%

40%

38%

34%

34%

36%

28%

0%
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Improvement for Current Media

Since legacy media sometimes cover Caribbeans in New York, and there is already an 
offering of nationality-focused Caribbean media content in the city, Documented 
needed to understand our audience's pain points about available coverage.  

What would you improve or change about the current media 
coverage of your community?
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Respondents most often selected the options “positive news” and “community 
coverage.” 

The preliminary report showed that Caribbeans lack trust in the media because they 
don’t see themselves represented, and the coverage is often about negative issues in 
their communities. 

Similar results appear when zooming in on Haitian respondents, who most commonly 
selected positive news when asked about what they would improve or change for the 
current media coverage of their communities. 
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12%

24%

29%
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12%
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10%
13%
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What would you improve or change about the current media coverage 
of your community? What do you think the media is not doing well when 

covering your community? Haitian respondents
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These results are in line with those delivered by the preliminary report. Since we had so 
much evidence about readers’ preferences for positive news gathered from separate 
surveys issued more than 12 months apart, and evidence that positive news was 
important to the smaller sample of Haitians, we wanted to understand this pain point 
better.  So we set up an open-ended question in our second round of research. 

Since the first round question was focused on what needs to be improved in coverage of 
Caribbean communities, we decided to ask directly what readers don’t like about how 
the media covers immigrants in New York. 

We phrased this question simply as “what don’t you like” about local media. We made 
the question straightforward in consideration of respondents with literacy issues and 
others with language barriers.

This second round question found an even higher percentage of Caribbean immigrants 
thought coverage was too negative. In this case, respondents had issues with the 
abundance of negative news when the media covered Caribbean immigrants and 
immigration in New York.
 

23% 23%

37%

3% 3%

10%

20%
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What don’t you like about the media coverage of immigrants and 
immigration in New York?

Too negative
57% 21%

21%

Racist

Not enough 
coverage

The fact that “not enough coverage” was among the most common responses also 
reflects the need shown in the first round, when “community coverage” ranked second 
among the biggest needs of our respondents. 

Respondents from our one-on-one interviews and focus groups said current media 
coverage tends to only focus on negative events that happen in Caribbean 
neighborhoods, like crime. They said that coverage could create a stigma around living 
in Caribbean neighborhoods.

At the same time, respondents said the news barely mentions when their communities 
or their neighborhoods gather, organize events or provide  services to their people. In 
general, there was a sense that the media “only cover negative events.”

/Quotes

“The stories are about crime. Media coverage of our community creates a 
mindset in our older generations that it isn't safe for our young people, and 
therefore they are raised with a mentality that inhibits them from pursuing the 
amazing opportunities that exist in NYC because it is too dangerous to be 
outside.”

“It creates a mentality that we 
shouldn't want to live here, we 
should want to leave; this 
furthers the gentrification and 
displacement agenda. ”

“If you are outside, you will fall into a life 
of crime and chaos that won't lead you 
very far. It contributes to Brown and Black 
people's survival mentality instead of 
one that promotes a thriving mentality.”
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A Caribbean Community

At the beginning of our research, we conceived the Caribbeans as “a community” living 
in New York. This approach let us imagine Caribbeans as a group of people sharing 
common cultural and historical traits and living with the idea they are part of this shared 
pool of people.

However, the concept of “Caribbean” has many definitions. Some consider it the 
archipelago of the greater and the lesser Antilles of the Caribbean sea, the West Indies.  
Other definitions go beyond the geographical consideration to include other countries in 
South America due to their historical and cultural resemblances. That’s why we consider 
countries like Guyana and Suriname part of the Caribbean even though they share 
borders with South American countries like Venezuela and Brazil. 

At Documented, we wanted to understand how the Caribbeans in New York define their 
community and if there is such a thing as “a Caribbean community." This is a question we 
asked in the two rounds of the research. Because of the large number of different 
responses, we analyzed them and gave them categories.

NEIGHBORHOOD OR 
BOROUGH WHERE THEY LIVE1

2
3
4
5
6
7

OCCUPATION OR 
SOCIAL NETWORK

PLACES OF ORIGIN

SOCIAL STATUS

RACE:

RELIGION

FAMILY

Flatbush, Brooklyn, New York, 
Manhattan…. 

Jobs, companies, 
organizations

Caribbean, Haitians, Trinidadians, 
Barbadians, Jamaicans…

Less privileged, immigrants, 
LGBTQ

Black

Church, religion

Father, children, extended 
family
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A community can be defined as a group of people you feel like you 
belong to. What is your community in New York?

Ne
ig

hb
or

ho
od

O
cu

pp
at

io
n 

or
 

So
ci

al
 N

et
w

or
k

Pl
ac

es
 o

f O
rig

in

Ra
ce

So
ci

al
 S

ta
tu

s

Re
lig

io
n

Fa
m

ily

60%

40%

20%

0%

When we asked a larger audience in an open-ended format without the influence of any 
pre-made questions, more than half of the general sample respondents (57%) 
considered the neighborhood, borough or country where they are currently living to be 
their current community. 

Less than one third (28%) see their place of origin (Caribbean, Haiti, Trinidad, Barbados, 
Jamaica, etc.) as their community, and very few think of the organizations they work with 
or are served by as their communities (13%). Even fewer people (7%) think of others of the 
same race, religion, social status, or sexual orientation as their community.

To get more insights, we asked a similar questions in focus groups and one-on-one 
interviews. Here, places of origin still count as a big portion of the responses.

57%

13%

28%

7% 7% 7%
1%
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What is your community in New York?

A community can be defined as a group of people you feel like you 
belong to. What is your community in New York? (Haitian respondents)
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The importance of the category “places of origin” is also present when we zoom in on 
Haitians. In this cohort, immigrants identify with the place they come from at a higher 
degree than the general sample and both groups share the same preference for 
identifying with their neighborhood or borough.
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Needs

Since we want to launch a news vertical for Caribbeans, we were interested in 
understanding the general needs of New York City immigrants from Caribbean 
countries. 

For this reason, in round one of the research, we asked an open-ended question via a 
digital survey. We aimed to let respondents share whatever they feel is needed to be 
addressed in their communities without the restrictions and influences of pre-made 
answers. The following are the answers, aggregated by the subject of the responses.

When aggregated by categories, the general Caribbean sample most commonly 
recomended reporters cover immigration topics, with almost a third of the responses. 

The same tendency is true when zooming into the cohort of respondents born in Haiti 
(chart below), although to them, immigration was an even bigger preference, with 
almost half of the Haitian immigrants saying they’d send a reporter to cover the topic. 
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If you had your own journalists, what are some of the topics you would 
like them to write about? Please be as specific as possible. (Where in 

New York, why do you think it’s essential to report it, and whom would 
you talk to?

31%

15%

7%

13% 13%

9%
7%

3%

8%
9%

11%

2%

16%

4%
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If you had your own journalists, what are some of the topics you would 
like them to write about? Please be as specific as possible. (Where in 

New York, why do you think it’s essential to report it, and whom would 
you talk to?
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/Quotes Caribbean respondents

"My reporter would cover community programs and more people's stories 
celebrating achievements that benefit many. My reporter would highlight 
positive actions to inspire others that our world isn't just misery and destruction."

“ [I would ask my reporter to] report on 
social services providers. Speak to 
Brooklyn residents about services offered 
by No-profit organizations.”

“Community displacement, gentrification, 
arts and culture programming   What are 
the programs and activities in NYC that 
are for us, by us?”

“ [I would ask my 
reporter to cover] 
labor, justice and 
advocacy issues 
impacting immigrant 
communities through
a lens of equity and 
resistance.”

45%

24%

3% 3%

13%

8% 8%

3%
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18%

13%

5%
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For the second round of interviews and focus groups, we tried again to understand the 
respondents’ needs regarding media coverage. 

We adapted the previous question and focused on community needs. Also, we 
rephrased the question to make it less abstract, considering some literacy issues and 
language barriers: 

What should be covered by the media or addressed by the authorities about your 
community?

We also made three different versions of the question, focusing  on health, housing, and 
economics. We chose these three categories because health was the second most 
mentioned option in our early survey, after immigration. 

We chose housing because this research happened at a moment in which the homeless 
shelters of New York were full, affecting many recent immigrants. 

Economics was included after several reports indicated higher-than-normal attention to 
this subject before the midterm elections of 2022 due to high inflation and talks of a 
possible recession. 

Again, these questions were designed to receive open-ended responses. The idea was to 
avoid influence in responses by having pre-made options.
 

LGBTQ+

Culture

Jobs

Poverty Food

ResourcesVoting

Civic
engagement

Diversity

Discrimination
Crime

Housing
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In the responses, housing and the lack of housing were prevalent concerns, with 
comments about homelessness, gentrification of their neighborhoods, and the living 
situations of many people under the same roof. Crime was also mentioned by many of 
those who responded, citing robberies, gun violence, and domestic violence. For 
discrimination, the racial profiling of prople of color who commit crimes, discrimination 
against Haitians, and religious discrimination also showed up. 

/Quotes

“Living conditions, lower income, particularly lower-income people 
from the Caribbean Haitians in Long Island. You can't afford the rent. 
A lot of them are living in these unsanitary basements.” 

If somebody is doing something wrong, they emphasize on what they 
are doing instead of finding out why the person did that. They must 
go to the bottom of the situation instead of making it worse.

Immigration is seen as a Hispanic issue or is solely focused on Hispanic 
community or communities within the designation of Hispanics. So yeah, a 
more expansive dialogue about what immigration look like and who are 
immigrants

I would like to address in my community, the violence, gun violence 
needs to be addressed by media it needs to get central attention to 
make our communities safer. 
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Needs: Health

As we mentioned, we included a specific question about health, as it was the most 
mentioned answer in our first round survey, although by a small margin. We wanted to 
understand why people gave this response.
 
During the focus groups and one-on-one conversations, we asked this open-ended 
question:  “If you had your own reporter, what information regarding health would you 
ask them to bring to you or your community?”

Inequalities
Maternal healthcare insurance HIV

Vaccines Mental health

Covid-19

monkeypox
Respondents mentioned HIV/AIDS, monkeypox, and mental health the most, while 
Covid-19 and maternal healthcare were also repeated several times. They also reported 
low access to health care or the lack of insurance, where to get vaccinations, the 
inequalities of the health care system and the poor conditions of some health care 
facilities. 

In a city that provides free HIV/AIDS care and treatment and HIV/AIDS prevention care, 
the fact that it is still a concern for Caribbeans shows there’s still a  need for information 
on how to access these services.

/Quotes

Note: These responses were collected when there was a public health emergency related to the spread 
of monkeypox in New York City. 

“Sexual health, we're talking about HIV care, HIV prevention. And these are 
issues that are not being talked about within our Caribbean neighborhoods. 
Right, we know that people of Caribbean background are living with HIV. But 
how do they access care? And how do they navigate different agencies in 
New York City to access care? And how do we talk about prevention?“
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20 Brooklyn Chinese 
Families Face Eviction 
Due to $4 Million 
Housing Fraud

April Xu        2022 Rommel H. Ojeda        2021

Evicted at 62: Crowd 
Supports Elder 
Tenant Against One 
of Chinatown’s 
Largest Landlords.

Needs: Health

Since we collected this data during the peak use of the New York City shelter system due 
to the arrival of immigrants from the southern border, we decided to include a targeted 
question about this subject.

We wanted granular information regarding immigrants’ housing needs and to 
understand how we can better serve our audience. In the focus groups and interviews, 
we asked the question:  “If you had your reporter who could investigate things 
related to housing, what would you assign them?” Here are the main topics 
related to housing Caribbean immigrants said they needed more coverage of.

Entertainment
& culture

corruption

Advantages

Affordable housing

Inequalities
Housing conditions

Rent & pricesRights & policies

landlords behavior
In a city with high rent prices like New York, these results aren’t surprising. Still,  landlord 
behavior and corruption have been more popular among some other immigrant 
populations such as Latinos and Asians,  based on some of the investigations we have 
published.

Read on Documented

18https://documentedny.com/2022/07/25/chinese-developer-housing-fraud-nyc/
19https://documentedny.com/2021/08/25/evicted-at-62-crowd-supports-elder-tenant-against-one-of-chinatowns
-largest-landlords/
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Landlords Are Threatening 
Renters, Despite the Eviction 
Moratoriums.

Rebekah F. Ward    2020

Read on documented

/Quotes

What I would highlight to my reporters, based on where you live, look at what 
resources are provided. If you are in a community like District 41, Brownsville, 
versus if you were in Williamsburg, look at what resources are provided, based 
on where you live in your homebase.

They have these lotteries. I need my reporter to 
come back and tell me the lotteries that are 
available that's going to fit my needs or what I'm 
able to afford. To avoid come to find out I wasn't 
even eligible for it.

The biggest crisis is affordability. The market 
price for one family to family apartments are 
egregiously high, you know, I would ask them to 
write about eviction.

“We need to 
understand how 
people can be 
homeless in the 
wealthiest country 
on earth.”

20https://documentedny.com/2020/11/09/landlords-are-threatening-renters-despite-the-eviction-moratorium/
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Needs: Economics and Finance 

Documented conducted this research in 2022 when inflation was at higher-than-normal 
levels and talks of a possible recession had flooded the news. The economy was 
discussed widely in legacy media and used for political discussions during the midterm 
elections of November 2022. 

We decided to include a specific question about this matter to understand how 
important the subject was for Caribbean respondents, and if its widespread media 
coverage correlated with our respondents’ needs. 

As expected, inflation appeared in the answers, but surprisingly not as a top priority. 
Instead, inequalities and poverty, as well as financial literacy, were by far the top priorities. 

Relatedly, a separate study showed Caribbeans represent 46% of Black immigrants in 
the United States (with immigrants from Haiti and Jamaica totaling 31%). In New York, the 
poverty rate is 83 times higher among Black people than White people. 

If you had your reporter who could investigate things 
related to economics, what would you assign them?
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Responses categorized as “banks/insurance”, “wages'' and “investments” also showed 
our respondents want to understand or better navigate those specific subjects. If we 
aggregate them with financial literacy, then 48% of those who responded to this question 
need easy information on how to understand finances. 

/Quotes

Employers tend to pay immigrants 
below the legal wage, so, I would ask 
the reporter to investigate how much 
do people earn, can they make a living 
with their revenues. 

I think about supply and 
demand and how that is 
affecting my community.
Just people not being able 
to afford things due to that.

I would like my reporter to investigate why financial 
literacy is not being taught in schools, community centers, 
etc.

I would like my reporter to investigate why financial 
literacy is not being taught in schools, community centers, 
etc.

How does the 
market work, 
and how can we 
integrate the 
financial 
market? 

I would ask the reporter to write about 
when I think about businesses and 
small businesses, if you are an 
entrepreneur, how do you go about 
starting a small business? And what are 
some of the local programs, 
government programs, federal 
programs that you could potentially 
access in order for you to start your 
small business.
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Citizen and Nextdoor Apps

We wanted to know what specific platforms people use to interact with news.

In the preliminary report, a few respondents mentioned that Citizen was their go-to 
source to stay informed about their community. We had also heard through 
word-of-mouth that Citizen and Nextdoor, which let people share real-time 
neighborhood information, were popular in Caribbean communities. So we asked a 
specific question to understand how Citizen and Nextdoor inform people or spread 
misinformation.

The app Nextdoor has been downloaded over ten million times, and Citizen over a million 
times on the Google Play store. 

During the focus groups and one-on-one interviews, we asked participants if they use 
one of these apps. 70% of the respondents said that they use it mainly to meet their 
neighbors and for safety and crime information. In many cases, these apps serve the 
de-facto role of local and neighborhood media when residents need real-time news. 

CARIBBEAN

Citizen App & NextDoor

users
70%
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/Quotes

Users say these apps serve as channels to meet neighbors and to know what's 
happening in the neighborhood. They use them to have information about safety in 
crime in real time. In fact, these apps serve a de-facto role of local and neighborhood 
media for that need of real-time news. 

I use Nextdoor to basically find out what's going on in the community. 
It's a great, great resource to find. Like people, there may be people 
who are moving and looking for moving services or cleaning services. 
So it's a great resource to find people in the neighborhood.

I use the Citizen 
app to find out 
what's going on in 
our community. 
You're around me

YES. I can post stuff when you 
have it in your community, 
because I was able to 
communicate with someone 
when they needed help, and I 
communicated with them 
that way.

Hierarchy of Needs
“What did you wish you knew when you first arrived?”
Our Caribbean and Chinese community surveys asked participants what they wished 
they had known when they first arrived in the U.S. 

We asked this question because we realized that only a limited number of new 
immigrants had participated in our first-round survey. We hope this question can help us 
understand what information new immigrants need by asking people to recall their 
needs when they came to this country.

We can classify responses into different categories according to Maslow’s Hierarchy of 
Needs: physiological (food and clothing), safety (job security), love and belonging needs 
(friendship), esteem, and self-actualization. 
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Maslow’s Hierarchy of Needs

Self-Actualization: Self-Actualization1

2

3

4

5

Esteem: how to become a citizen, what to do 
when I am not treated well by others in the U.S

Love and Belongingness: how to build a network, 
how to integrate into the society, social norms.

Safety: general laws, how to get or keep legal immigration status, how 
to find a job, what are safe neighborhoods in NYC, community 
organizations that help immigrants, how to nevigate the school 
system for kids.

Physiological Needs: where to get food, 
where to get clothes.

Among Chinese respondents, 93% of the answers fell into the “safety category,” while 81% 
of the answers fell into this category among Caribbean respondents. 

Within that category, respondents mentioned they wished when they first arrived in the 
U.S., they had information about job opportunities; language classes; general laws and 
policies; safe neighborhoods and how to get services or resources from community 
organizations, social services organizations or government agencies.

/Quotes

I wish I had understood more immigration laws. And what will be 
the protocols and immigration laws, such as becoming a U.S. 
citizen, what rights do immigrants have, and what resources are 
available for immigrants.” Caribbean respondent.

“The information I needed most was how to integrate into the 
society in the United States and how to integrate this local life, 
such as English classes, how to travel, where to go shopping, job 
opportunities, and how to adjust immigration status.”  Chinese 
respondent.
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Also respondents say that new immigrants in both communities could also be interested 
in the following information: 
 -How to buy health insurance
 -How to find a doctor
 -How to file taxes
 -How to open a bank account
 -How to get a phone number

CHINESE CARIBBEANS

Safety: 93%
Love and Belonging 
Needs: 33%
Physiological: 17%
Self-actualization: 7%
Esteem: 0%

Safety: 81%
Physiological: 13%
Love and Belonging 
Needs: 13%
Esteem: 13%
Self-actualization: 0%

What you wish you knew when you first arrived

How to Open a Bank 
Account for 
Undocumented 
Immigrants in the 
United States

Roberto Bolaños and Rommel H. Ojeda    2021 Rommel H. Ojeda        2022

How to Get a Green 
Card as an 
Undocumented 
Immigrant in the 
United States

Read on documented

Organizations 
Serving Immigrants 
in New York

Nicolás Ríos        2020
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Both communities said news about their community and cultural events is often positive 
and promote the culture they are proud of to mainstream society. They want their 
identities and culture to be recognized.

/Quotes

CHINESE CARIBBEANS

• Being helped by someone
• Community/Cultural events
• Available resources
• Immigrant’s contribution

• Education/outreach, mutual aid
• Community/Cultural events
• Caribbean elected officials
• Food pantries & investment

Is there something good worth sharing that the rest of the city should know 
about your neighborhood?

“I noticed, too, that a lot of the newly elected people are more grounded 
and community-minded when they represent us. They come from a place 
that they can relate to. So, as we have more elected officials like us, we can 
see ourselves in them, and they advocate for all the things we are going 
through.” Caribbean participant. 

“For example, you can report more about the tradition and culture of 
Chinese community, such as traditional festivals celebrations, and 
educate the next generation about our culture. Highlight some stories that 
some Chinese people making contribution to the American society.” 
Chinese participant. 

Positive Content

In the first round of surveys, some Chinese and Caribbean participants mentioned that 
they wanted to see more positive news. Thus, in the second round of the survey, we asked 
if the participants knew anything positive in their communities that needed to be 
covered. 

Here are the frequently mentioned answers, aggregated by categories:
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We can find that all the answers mentioned above 
can be categorized into two groups:

Positive content 
directed towards the 
community:

New affordable housing, gardens, 
businesses in the counity, available 
services or resources, etc.

Positive content directed 
towards people from 
other communities:

Cultural events; stories about 
immigrants’ success or 
contribution, etc.

Content such as community organizations or members helping immigrants, community 
members running for public offices and getting elected, and community members 
combating crimes can fall into both categories.

We can see that both communities would like more positive content because they want 
to see more good changes happening in their communities and to build a positive 
image of their communities.

Lunar New Year in 
NYC: Where to 
Celebrate in 2023

April Xu    2023 Ralph Thomassaint Joseph        2022

New York is Ready 
for the West Indian 
Labor Day Parade
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CHINESE AUDIENCE
• Almost one-fourth (24%) of Chinese immigrants who participated in this study are aged 
65 or older. 45% of them are aged 44 or younger. 88% have lived in the U.S. for at least five 
years.

• Most respondents are from three New York City boroughs: Brooklyn (47%), Queens 
(32%), and Manhattan (17%). 

• Among those who responded, housewives (21%) and retirees (16%) are the first and 
second most common occupations, followed by health workers (11%), restaurant workers 
(10%), and social services workers (6%) and small shop workers (6%).

• 77% of respondents don’t see themselves well represented in the news. 
 
• One-third of respondents mentioned “quality” as an issue they have with the current 
media coverage of their community.  60% of respondents do not consume news in 
English, mainly because of language barriers. 

• When asked about Chinese media, the main pain points seem to be related to 
objectivity (89%), stories abandoned after publication without follow up after one article 
is published (56%) and the lack of interaction between the media and its audiences 
(44%). 

• When asked about English-language media covering Chinese immigrants, lack of 
closeness (83%) — meaning that the coverage or content is not relevant to their daily 
lives or communities, or not in their language — seems to be the main issue.

• Preliminary research found that WeChat (64%) is the main platform where Chinese 
immigrants consume news, compared to newspapers or websites (55%).

• In the preliminary research in the Chinese community, 85% of participants said they 
had seen information shared on social media that they suspected to be false 
information or fake news.

• Among all participants, 78% say they use digital news most frequently to consume 
journalism. Among seniors (ages 65 and 65+), printed news is the preferred use for 61% 
of respondents. 

• 64% of respondents mention public safety as the local news topic they consume the 
most. Also, 56% of Chinese respondents say that public safety is by far the most urgent 
topic that needs to be covered.

• Aside from public safety, news related to health (53%), community events (52%), 
education (49%), and quality of life (47%) — which covers food prices, noise, housing, 
trash, and parking — are highly consumed.
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• When asked about immigration news,   public benefits information (55%) is the 
immigration news topic respondents said they consume the most, followed by 
immigration policies (51%), and immigration education (50%). Meanwhile, immigration 
policies is the only topic among the top three most consumed for all age groups. Older 
groups tend to consume public benefits information, while younger cohorts consume 
immigration education content.

• 75% of respondents said that they would suggest a newly arrived immigrant go to 
community organizations or social services organizations for help. 

• 87% of all respondents mention feeling “worried about the public safety in NYC,” or 
feeling “unsafe” or that it is “dangerous” living in the city. Specifically, the issues that they 
are concerned about are: increasing or high crime rate (63%), followed by anti-Asian 
hate crimes/racism (53%), gun violence (50%), and crimes in public transit or public 
space (50%). 53% of the participants said they have changed their daily routines out of 
public safety concerns.

• When asked what made them come to the U.S., 80% of respondents mentioned a better 
life and more economic opportunities. 33% of respondents mentioned that they came 
here to provide their children a better education and living environment. Also, 23% of 
respondents said the pursuit of freedom and democracy brought them to the United 
States. Family reunion also ranks as the third most common dream for immigrating, with 
23% of responses.

• 93% of the Chinese immigrants mentioned that when they first came to the U.S, their 
informational need was mainly “safety,” including general laws, how to get or keep legal 
immigration status, how to find a job, what NYC neighborhoods are safe, community 
organizations that help immigrants, and how to navigate the school system. 

CARIBBEAN AUDIENCE
• The three main countries of origin of research participants are Haiti (38%), Jamaica 
(16%), and Trinidad and Tobago (11%).

• 54% of those who took part in this study have been in the U.S. for 10 years or fewer with 
29% having stayed 5 years or fewer. 

• Respondents from Haiti are more likely to have stayed in the U.S. for fewer than 10 years 
than the general Caribbean population (62% compared to 54%) and more like to have 
been in the US for less than 5 years (36% compared 29%)
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• Half (50%) of the respondents are 34 years or younger and 78% of respondents are 44 
years or younger. 

• Caribbean respondents report consuming their news in English (74%), French (19%), 
Spanish (10%), and Haitian Creole (10%).

• 84% of Haitian respondents report consuming news in English, while 55% said they 
consume news in Creole.

• 66% of the respondents said public benefits programs are the main immigration news 
topics they are interested in. For Haitians, 74% of respondents say they want “news that 
affects undocumented immigrants." 

• Caribbean respondents slightly prefer websites (52%) and Facebook (43%) for news 
consumption. A bigger portion of Haitians report using Facebook (46%) for news 
compared to the general Caribbean sample. 

• 57% of respondents said the “neighborhood or borough where they live” constitutes 
their community. The same is true for Haitians, although they also say their country of 
origin constitutes their community. 

• 29% of respondents said that they would improve the current media coverage by 
adding more "positive news". 57% of respondents said that the current media coverage is 
"too negative".

• When asked about news related to economics/finance, 52% of Caribbean respondents 
say they need coverage about inequality and poverty and news about financial literacy

• When asked about news related to housing, most respondents say they need news 
related to access or quality of housing (housing conditions, affordability of housing, the 
inequalities of the housing market and the rent prices).

• HIV/AIDS, monkeypox, mental health and to some extent Covid-19 and maternal 
healthcare are the most common needs of Caribbean respondents when asked about 
news related to health.

• 70% of respondents use the apps Nextdoor or Citizen to learn about their neighborhoods 
or meet neighbors.

• Immigration (31%)  is the top topic Caribbean immigrants in New York would like to 
assign a reporter to cover. The same is true for Haitians (44%).

• Health and politics/law are the news topics that respondents report they consume the 
most. The same is true for Haitians, although they also report employment/labor news as 
their most consumed topics.  
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CHINESE AUDIENCE
1. Chinese immigrant communities need news sources in Chinese language distributed 
via WeChat to deliver content they can trust. These news sources should interact better 
with their audience, publish stories with high quality standards, practice objectivity, and 
follow up on the important issues readers care about.

2. Chinese immigrants need English-language media to better reflect their lives, which 
means English-language media should understand this community better and publish 
more relevant content related to Chinese immigrants or the Chinese community. 
Otherwise, the trust is compromised. English-language media could use content in 
Chinese to reach out to Chinese immigrants who are not fluent in English.

3.  Public safety is a high priority for Chinese immigrants. It is the most urgent topic they 
think the media should cover and the most consumed local news category.  Health, 
community events and education are also important topics to them. 

4.  Respondents say community organizations or social services organizations are very 
important places for new immigrants to go and get help. Meanwhile, respondents want 
to see more news relevant to their daily lives and community. 

5.  Public benefits information is the immigration news topic respondents consume the 
most. Also, news about immigration policies ranks among the top three most consumed 
immigration news subjects across all age groups of Chinese immigrants.

6. Chinese immigrants over 65 more often said they consume news about health and 
public benefits programs than younger groups. They prefer reading printed news to 
other forms of news. 

7.  A Chinese name is necessary for our Chinese news product.

8.  Most Chinese immigrants were originally interested in “better life and more economic 
opportunities” when immigrating to the United States.

9.  For new Chinese immigrants, most say the information they need most is about 
meeting their safety needs.

10. Chinese immigrants want to see more positive content covering the Chinese 
community.
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CARIBBEAN AUDIENCE
1. A large portion of New York’s Caribbean immigrants consume news in English via 
websites, and say they want to read positive news and the developments in their 
communities. 

2. Caribbeans tend to identify with their neighborhood or borough where they live and to 
a smaller extent, their country of origin. Race does not seem to constitute their definition 
of community. 

3. Two-thirds of Haitian respondents have been in the U.S. for fewer than 10 years. They 
prefer consuming news in English and Creole that covers immigration and news about 
undocumented immigrants. They prefer to get their news from Facebook and other 
websites.  

4.  Haitians tend to identify with the neighborhood or borough where they live as much as 
they do their country of origin.

5.  The current media landscape is not meeting Caribbeans’ needs and giving them the 
whole picture of what happens in their communities, which many of them define as their 
local neighborhoods. They are using Citizen and Nextdoor apps to gather that 
information.

6. Regarding immigration news, Caribbeans in general say they need information about 
public benefit programs. 

7.  Caribbeans also need coverage about inequality and poverty, housing, HIV/AIDS, 
monkeypox, mental health, immigration and jobs.
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CHINESE AUDIENCE

• There is a need for Chinese-language media to deliver high-quality, unbiased, 
accurate, and consistent reporting on topics that Chinese immigrants in NYC care about. 
This reporting should be delivered through WeChat to better engage with audiences. 
Most-needed coverage topics include public safety, health, community events, and 
education. For immigration news, there is a need for more coverage of immigration 
policies, immigration education, and public benefits programs. New immigrants need 
more information that can meet their safety needs. 

• There is a need for English-language media to better engage with Chinese immigrants 
and Chinese communities and more accurately cover the news relevant to them. It 
would be better if the media could  also provide the news service in Chinese. For its 
Chinese news service, it should have a Chinese name.

CARIBBEAN AUDIENCE
• Caribbeans need news accessible via websites or Nextdoor/Citizen apps that covers 
their communities and also shows them in a positive way. For them, communities tend to 
be their neighborhood or, in general, places where they live. 

• Caribbeans need information that is accessible via websites about public benefit 
programs for immigrants, and coverage about inequality and poverty, housing, HIV/AIDS, 
monkeypox, mental health, immigration and jobs.

• For Haitians, there is a need for “positive content” and content about immigration that 
focuses on how new many Haitians are to the U.S They care about news that affects 
undocumented immigrants. They understand their community as places where they live 
and places where they come from.
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CHINESE AUDIENCE

• New landing page, in English: A subpage within the Documented ecosystem with all 
coverage related to Chinese communities (repurposing the current Chinatown vertical), 
that links to the Chinese-language news product. 

• Landing page, in Chinese: A subpage within the Documented ecosystem, with coverage 
about Chinese immigrants and the content they need as stated in the insights and key 
findings sections. This should link to the English-language Chinese vertical. 

• A resource guide, in Chinese, that exists on the Chinese landing page, with evergreen 
content related to public safety, health, education, public benefit programs and other 
insights as stated in the insights and key findings sections.

• WeChat official account that publishes periodically and carries everything that gets 
published in Documented’s new landing page, as well as third-party media sources, 
while always following editorial standards based on the insights and key findings 
sections. The WeChat group chat feature can also be used to engage with the audience 
frequently and integrate them into the content creation process, as a Chinese version of 
Semanal.

• Partnerships with Chinese-language newspapers in NYC, with the goal of reaching 
seniors. Content and partnerships should be created following the preferences and 
needs stated in the insights and key findings sections. 

CARIBBEAN AUDIENCE
• New landing page, in English: A subpage within the Documented ecosystem with 
coverage of Caribbean communities and neighborhoods. 
 
• A prototype for reporting and publishing information on Nextdoor/Citizen, as stated in 
the insights and key findings sections.

• An English-language resource guide that exists on the landing page, with evergreen 
content related to public benefit programs for immigrants, and coverage about 
inequality and poverty, housing, HIV/AIDS, monkeypox, mental health, immigration and 
jobs, and other insights as stated in the insights and key findings sections. Also, positive 
community news.
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• A resource guide in Haitian Creole that exists on the Caribbean landing page, with 
evergreen content related to information that affects undocumented immigrants, public 
benefit programs for immigrants, immigration education, employment/labor, and 
positive community news. 

• Offline listening event series that is held in partnership with Caribbean organizations 
and that will gather data that will feed critical information to Documented’s reporting 
and guides. 

• Partnerships with existing media in NYC such as Caribbean websites or general U.S. TV 
stations.
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PRODUCTS: CHINESE AUDIENCE

1. Refreshed landing page in English

a) Adapt all articles under Wordpress category “Chinatown” and integrate them to a new 
category. 

b) Assign to the new category all articles about Chinese immigrants that are not 
assigned yet.
 
c) Adapt Wordpress category landing page to improve UX. 

d) Assign to the new category all articles about Chinese immigrants that are not yet 
tagged.

2. Landing page in Chinese:

a) Create a custom landing page within Documented’s existing template.

b) Adapt WordPress template to improve UX, to show the English-language version of 
articles is also available, and to promote our WeChat product.

c) Assign to the new category  all Chinese-language content that already exists. 

d) Create new content by reporting new investigations and completing the new master 
resource guide.

3.Master resource guide in Chinese:

a) Create a template that can support a guide with a good UX. 

b) Make new content that will benefit Chinese residents based on key findings and 
insights. 

c) Make new content based on SEO data. 

d) Make new content based on future engagement activities and insights from WeChat. 

e) Repurpose existing content in Chinese based on key findings and insights.
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4. WeChat official account:

a) Create a WeChat official account.

b) Get verified by Tencent.

c) Design the interface and functions of the account.

d) Prototype, test, iterate and find MVP (Minimum Viable Product). 

e) Make content for publishing periodically. 

5. Co-publishing agreements

a) Map existing Chinese-language newspapers in NYC.

b) Contact and establish relationships with the newsletters. 

c) Arrange co-publishing agreements. 

d) Make content to co-publish. 

Products: Caribbean Audience

1. Landing page

a) Include all related articles under Wordpress category “Caribbean”.

b) Adapt Wordpress category landing page to improve UX. 

c) Make a subcategory for all articles in English under Caribbean umbrella and assign all 
content in this language that is relevant to this subcategory. 

d) Make a subcategory for all articles in Creole under Caribbean umbrella and assign all 
content in this language to this subcategory. 

e) Create a Caribbean & Creole button on the main page that refers to the landing page. 
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2. Nextdoor and Citizen apps

a) Create a Documented account for each app. 

b) Make a standardized workflow for information gathering. 

c) Make a standardized workflow for content publishing. 

d) Make a plan for measuring success and tracking data .

e) Prototype, test, iterate and find MVP. 

f) Make content for publishing periodically. 

3. Master Resource Guide in English

a) Create a template that can support a guide with a good UX. 

b) Make new content that will benefit Caribbean immigrations based on key findings and 
insights. 

c) Make new content based on SEO data. 

d) Make new content based on future engagement activities and insights from Nextdoor 
and Citizen. 

e) Repurpose existing content in English for Caribbeans, based on key findings and 
insights.

4. Master Resource Guide in Creole

a) Create a template that can support a guide with a good UX. 

b) Make new content that will benefit Haitian immigrants based on key findings and 
insights. 

c) Make new content based on SEO data.

d) Make new content based on future engagement activities and insights from Nextdoor 
and Citizen. 

e) Repurpose existing content in Creole for Caribbeans, based on key findings and 
insights.
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5. Offline listening event series

a) Seal partnership with key stakeholders. 

b) Define the program of the events.

c) Define guests of the events.

d) Promote online and offline.

e) Rent or find all necessary equipment and venue.

6. Co-publishing agreements

a) Map existing Caribbean media in NYC.

b) Contact and establish relationships with them. 

c) Arrange co-publishing agreements. 

d) Make content to co-publish. 
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To help envision the audiences we want to target with our products, and who would find 
them most useful, we created several personas. Here they are, for each of the suggested 
products.

1. New landing page in English

The target audience for this product is not typical Chinese immigrants, but the extended 
part of the Chinese community or those from other communities who are interested in 
the news about Chinese immigrants and the Chinese community. For example, the 
descendants of Chinese immigrants who are not fluent in Chinese or an immigration 
lawyer targeting Chinese clients. To help envision this audience, we created two 
personas who we’d like to target with this product.

Persona 1: Chen, 27, is a financial advisor working at a bank in Manhattan. Chen 
was born in Queens, and her parents came to the U.S. 30 years ago from 
Guangdong, China. Chen can communicate with her parents at a basic level of 
Cantonese, but she doesn’t really know how to read or write in Chinese. 
In recent years, Chen has had a lot of disagreements with her parents regarding 
some social justice or political issues, including bail reform and specialized high 
school reform. She wants to better understand Chinese immigrants like her 
parents. She also cares about what happened in the Chinese community, which 
she feels she belongs to. She sometimes reads the news from English-language 
media websites or mobile apps such as New York Times and New York Daily News 
about the Chinese community, but she found there is not a lot of content available.

Persona 2: Smith, 40, an immigration lawyer working in Flushing. Smith has been 
an immigration lawyer for over eight years. Some of his clients are Chinese 
immigrants from mainland China. Smith noticed that in recent years, more 
Chinese immigrants have gotten their green cards through H-1B visas. During the 
pandemic, he saw an increase in inquiries from Chinese clients about how to 
extend their visas because they could not go back to China under its strict 
Covid-19 policies.

Smith wants to expand his business in the Chinese immigrant market and get to 
know this group better. He cannot speak or read Chinese. His main channel to 
consume news about the Chinese immigrants or community is to read news from 
mainstream media, which don’t always meet his needs.

2. Landing page in Chinese, Master resource guide 
in Chinese, WeChat official account

Persona: Lin, a 45-year-old Chinese immigrant who lives in Queens with his wife and two 
kids. 

Lin is a typical father and gets up early every day for work. After he gets home, he helps 
his wife do some housework and helps their kids with homework. His only spare time to 
consume news is when commuting or after around 8:00 or 9:00 p.m.
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He doesn't have time to read long articles and prefers digital news or videos. For Lin, 
reading in Chinese is much more efficient than in English. He prefers reading news via 
WeChat news accounts or the links shared by his friends, colleagues, or relatives.

He pays attention to local news, especially crimes and public safety, because he worries 
about himself and his family after seeing the surge of anti-Asian hate crimes during the 
pandemic. Lin's income is not very high for a family of four, and his wife is a housewife, so 
Lin cares a lot about public benefits programs related to immigrants and education 
news that could help him better understand the school system.

3. Co-publishing with Chinese newspapers

Persona: Persona: Zhang, 70, moved to the U.S. more than 15 years ago via a 
family-based visa and now lives with her son in Brooklyn. 

Zhang barely knows English and has hypertension and a back injury, which has made it 
hard for her to look for a job. She likes reading news related to health topics, and wants to 
stay connected to society, so she wants to find  more community events or activities she 
can attend. She also wants to find resources for seniors to relieve some financial burden 
for her family. 

Zhang doesn't know how to download news apps or subscribe to news channels and 
finds it hard to get the resources she needs in Chinese. That’s why she enjoys consuming 
news in an old-fashioned way. Every day she picks up a Chinese newspaper from the 
newsstand in Chinatown and starts her morning with the news and a cup of tea. She also 
likes to read feature stories about immigrants, which always resonate with her 
experiences.

CARIBBEAN PRODUCTS
1. Guide in English, landing page in English, 
co-publishing agreements

Persona: Joe is a 28-year-old immigrant from the Caribbean islands of Saint Kitts and 
Nevis. Although he has been living in New York City for five years, he still struggles to 
gather all the information he needs regarding immigration and resources. 

Joe would like to have a unique place, like a website or a Facebook page, that compiles 
and organizes useful information for immigrants. For example, he wants to know about 
employment in New York, the health care system, and where he can find affordable 
housing. Joe is also interested in news regarding monkeypox and HIV/AIDS. Joe needs a 
digital guide containing all this information, especially public benefit programs, so he 
can navigate the complex system in New York as an immigrant.    
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2. Guide in Creole:

Persona: Maria, 32, is an undocumented Haitian immigrant and has been in New York for 
more than two years. Immigration news is barely accessible to her, and she needs help 
locating the resources she needs. Maria doesn't speak English, and the Haitian media 
based in New York don't produce useful information for new asylum seekers like her. 

Maria wants a unique reference, a website, or a Facebook page in Haitian Creole that 
compiles the different resources available to immigrants in New York. Maria also needs 
information that affects undocumented immigrants, especially public benefits 
programs, immigration policies, and education.

3. Nextdoor/Citizen

Persona: When Joe, 28, came to New York five years ago, people told him that two apps 
were essential for him to learn about his neighborhood. He has been using Citizen and 
Nextdoor to learn about his Caribbean neighbors in Crown Heights and stay updated 
about what is happening in the community. Thanks to Nextdoor, he was able to connect 
with two other immigrant families from the same country as him, Saint Kitts and Nevis. 

But Joe needs more from these apps. Since he is constantly looking for immigration 
information, he would also like to have them available on these apps. For example, after 
the monkeypox epidemic hit New York after Covid-19, he needed the latest news every 
week. He is also interested in content about employment, public benefit programs, and 
where immigrants can find affordable housing in the city. 

4. Offline listening event series:

Persona: Marie, 32, is a Haitian mother who crossed the U.S.-Mexico border in May 2020. 
While waiting for asylum, she constantly looks for resources for herself and her two 
children. She was able to get in touch with two organizations assisting immigrants, 
especially women, in Brooklyn. 

While these organizations provide some of her essential needs, she wishes to attend 
regular information sessions detailing the public benefits programs available to 
immigrants like her and her friends. With a limited English proficiency, she would enjoy 
these sessions in her native language, Haitian Creole. 

Marie is highly interested in news that affects undocumented immigrants like her and 
information about job opportunities in New York. She would like to see immigrants like her 
featured in the media in New York and see more positive content about her community. 
 

115



Persona: Joe, 28, is from Saint Kitts and Nevis. He landed in the United States five years 
ago after a difficult trip with other Caribbean immigrants. He has been working in a pizza 
restaurant for two years. His meager earnings are not enough for him pay the rent he 
shares with three other immigrants and take care of his wife and two daughters back 
home. Joe needs information about affordable housing and other public benefit 
programs for immigrants. 

Joe always thinks that if he could attend regular information sessions about 
opportunities for immigrants, he would be able to ask knowledgeable people his many 
questions. He is interested to know where New York resources are free for immigrants. He 
wants information about monkeypox, HIV/AIDS, and the health care system.
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CHINESE PRODUCTS
1. New landing page in English

• Documented’s homepage.
• Early Arrival newsletter.
• English-language social media platforms, including Twitter and Facebook.
• SEO.
• Promote through community organizations, leaders or community events: distribute QR 
code for people to scan; share information about us on social media; host community 
events and promote ourselves.
• Flyer distribution.
• Personalized email from Chinese correspondent to organizations and community 
leaders assisting Chinese immigrants. 

2. Landing page in Chinese

• Documented’s homepage.
• Early Arrival newsletter.
• WeChat: promote via WeChat official account; share links or QR code on Moments 
(similar to Facebook news feed); WeChat ads on Moments (if possible), share links or QR 
code in different WeChat groups whose members are mostly Chinese immigrants; 
promote through some famous WeChat official accounts if they are not competitors 
(e.g. a WeChat official account of local restaurant reviews or community organization). 
The best way is to create some “viral content” that the Chinese audience is willing to 
share.
•Promotion through community organizations, leaders or community events: distribute 
QR code for people to scan; share information about us on social media; host 
community events and promote ourselves.
•SEO.
• Ads on subway or flyers in public space.

3. Master resource guide in Chinese

•Documented’s homepage.
•Early Arrival newsletter.
•WeChat: Publish through our WeChat official account; share links or QR code on 
Moments (similar to Facebook news feed); WeChat ads on Moments (if possible), share 
links or QR code in different WeChat groups whose members are mostly Chinese 
immigrants; promote through some famous WeChat official accounts if they are not 
competitors (e.g. a WeChat official account of local restaurant reviews or community 
organization).The best way is to create some “viral content” that the Chinese audience is 
willing to share.
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•Promote through community organizations, leaders or community events: distribute QR 
code for people to scan; share information about us on social media; host community 
events and promote ourselves.
• SEO.
• Ads on subway or flyers in public space.
• Chinese landing page.

4. WeChat Official Account

• Documented’s homepage.
• Early Arrival newsletter.
• WeChat: share links or QR code on Moments (similar to Facebook news feed); WeChat 
ads on Moments (if possible), share links or QR code in different WeChat groups whose 
members are mostly Chinese immigrants; promote through some famous WeChat 
official accounts if they are not competitors (e.g. a WeChat official account of local 
restaurant reviews or community organization). The best way is to create some “viral 
content” that the Chinese audience is willing to share.
• Promote through community organizations, leaders or community events: distribute QR 
code for people to scan; share information about us on social media; host community 
events and promote ourselves.
• SEO.
• Ads on subway or flyers in public space.
• Chinese landing page.

5. Copublishing agreements

• Chinese-language newspapers in New York City.
• Documented’s WeChat official account, Chinese-language newspapers’ WeChat 
accounts (if possible) .
• Chinese landing page.
• English landing page (for bilingual pieces).
• Chinese community organizations or leaders (if they are willing to share the content 
through social media); attend or host community events and promote ourselves.
• Documented’s homepage.
• Early Arrival newsletter.
• Publishing partners’ website, social media, newsletters.
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PRODUCTS: CHINESE AUDIENCE

1. Refreshed landing page in English

a) Adapt all articles under Wordpress category “Chinatown” and integrate them to a new 
category. 

b) Assign to the new category all articles about Chinese immigrants that are not 
assigned yet.
 
c) Adapt Wordpress category landing page to improve UX. 

d) Assign to the new category all articles about Chinese immigrants that are not yet 
tagged.

2. Landing page in Chinese:

a) Create a custom landing page within Documented’s existing template.

b) Adapt WordPress template to improve UX, to show the English-language version of 
articles is also available, and to promote our WeChat product.

c) Assign to the new category  all Chinese-language content that already exists. 

d) Create new content by reporting new investigations and completing the new master 
resource guide.

3.Master resource guide in Chinese:

a) Create a template that can support a guide with a good UX. 

b) Make new content that will benefit Chinese residents based on key findings and 
insights. 

c) Make new content based on SEO data. 

d) Make new content based on future engagement activities and insights from WeChat. 

e) Repurpose existing content in Chinese based on key findings and insights.

CARIBBEAN PRODUCTS
1. New landing page in English

• Documented’s homepage.
•Early Arrival newsletter.
• English social media platforms, including Twitter, Facebook.
• SEO.
• Facebook ads targeting Caribbeans living in New York.
• Facebook page posts and Facebook groups posts.
• Flyers distributed during community meetings, days of action, and cultural events.
• Embedded links on Caribbean-related articles on the website directing readers to the 
page. 
• Embedded links on co-published articles informing other publications’ audience about 
the page.
• Personalized email from Caribbean correspondent to organizations and community 
leaders assisting Caribbean immigrants. 

2. Nextdoor/Citizen

• Documented’s homepage.
• Early Arrival newsletter.
• Facebook ads.
• Google ads.
• Ads on Nextdoor.
• Links on articles that were made with information that comes from this product.

3. Master resource guide in English

• Documented’s homepage.
• Early Arrival newsletter.
• Postings on Citizen/ Nextdoor .
• Promote through community organizations, leaders or community events: distribute QR 
code for people to scan; share information about us on social media; host community 
events and promote ourselves.
• Facebook ads targeting Caribbeans living in New York.
• Facebook page postings and Facebook groups postings.
• SEO.
• Ads on subway or flyers in public space.
• Collaboration with New York-based Caribbean media, informing their immigrant 
audience about the page.
• Personalized email from Caribbean correspondent to organizations and community 
leaders assisting Caribbean immigrants.
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4. WeChat official account:

a) Create a WeChat official account.

b) Get verified by Tencent.

c) Design the interface and functions of the account.

d) Prototype, test, iterate and find MVP (Minimum Viable Product). 

e) Make content for publishing periodically. 

5. Co-publishing agreements

a) Map existing Chinese-language newspapers in NYC.

b) Contact and establish relationships with the newsletters. 

c) Arrange co-publishing agreements. 

d) Make content to co-publish. 

Products: Caribbean Audience

1. Landing page

a) Include all related articles under Wordpress category “Caribbean”.

b) Adapt Wordpress category landing page to improve UX. 

c) Make a subcategory for all articles in English under Caribbean umbrella and assign all 
content in this language that is relevant to this subcategory. 

d) Make a subcategory for all articles in Creole under Caribbean umbrella and assign all 
content in this language to this subcategory. 

e) Create a Caribbean & Creole button on the main page that refers to the landing page. 

4. Master resource guide in Creole

• Documented’s homepage.
• Early Arrival newsletter.
• Postings on Citizen/ Nextdoor.
• Promote through community organizations, leaders, or community events: distribute 
QR code for people to scan; share information about us on social media; host 
community events and promote ourselves.
• Facebook ads targeting Caribbeans living in New York. 
• Facebook page and group postings.
• SEO.
• Ads on subway or flyers in public space.
• Collaboration with New York-based Caribbean media, informing their immigrant 
audience about the page.
• Personalized email from Caribbean correspondent to organizations and community 
leaders assisting Caribbean immigrants. 

5. Offline listening event series

• Personalized email from Caribbean correspondent to organizations and community 
leaders assisting Caribbean immigrants. 
• Early Arrival newsletter.
• Postings on Citizen/ Nextdoor.
• Promote through community organizations, leaders, or community events: distribute 
QR codes for people to scan; share information about us on social media; host 
community events and promote ourselves.
• Facebook ads targeting Caribbeans living in New York.
• Facebook page and group postings.

6. Copublishing agreements

• Website, social media and all inventory of the publishing partner. 
• Social media cross posting.
• Early Arrival newsletter.
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