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A  
TROUBLING 

YEAR
In 2020, we focused the Annenberg 
Global Communication Report on the 
growth and influence of New Activism 
and its impact on public relations. We 
learned that the lack of faith in govern-
ment is the primary accelerator of activ-
ism. If activists believe their elected 
officials don’t have solutions to the criti-
cal social problems they care about, they 
look elsewhere for answers. Often to the 
business world.

A few months after our survey, activists 
burst onto the nation’s streets to protest 
the killing of George Floyd. These histor-
ic demonstrations triggered an unprec-
edented public response from corporate 
America. Reacting to internal and exter-
nal pressure, hundreds of companies that 
had never spoken publicly about social 
causes scrambled to express their support 
for Black Lives Matter — opening PR’s 
version of Pandora’s Box. 
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Communicators, already working over-
time to respond to the unprecedented 
demands created by the coronavirus, 
suddenly faced heightened expectations 
from employees and customers to engage 
on a whole new set of controversial topics, 
like systemic racism and police reform, 
which sparked soul-searching conversa-
tions that will continue for a long time. 

Following a summer of dissent, we 
encountered another milestone — the 
presidential election — which media 
billed as the most contentious political 
contest in U.S. history. No matter who 
won, the outcome was likely to inflame 
an already angry public and increase 
demands on business to jump into the fire.  

To understand the election’s impact 
on the most dynamic profession in the 
world, the inquiring minds at the USC 

Center for PR conducted two separate 
surveys to determine how politics would 
affect polarization and, in turn, public 
relations. Our hypothesis was that even 
though polarization is driven by politics 
it’s primarily a communication problem, 
which should be addressed by profession-
al communicators.

The first survey talked to 833 U.S. resi-
dents about a wide range of social topics. 
The second queried PR professionals and 
journalists on business and communi-
cations issues. The results of these two 
surveys present a clearer picture of a trou-
bling phase of our history and a pivotal 
time for our industry. The data provide 
valuable insights into the causes of polar-
ization and some possible solutions.
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The lack of government effectiveness that drives 
activism is also driving our country apart. Dysfunc-
tional political parties and their leaderships have 
pitted half of the U.S. population against the other 
half on the most basic American values, infecting 
nearly every topic, from climate change to wear-
ing a mask. 

A  
DIVIDED 
COUNTRY
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53% 31%
of American voters who 
responded to our study 
expect polarization of 
opinion on social issues to 
stay the same...

...predict it will increase, 
and...

77%
...of the general public 
predict that cooperation 
among members of Con-
gress will stay the same or 
decrease.

23%48%
Fewer than half of Ameri-
cans believe the election will 
lead to national unity, 
while...

...believe it will result in civil unrest, as we 
witnessed in the Capitol insurrection that 
occurred just a few weeks after our survey 
was conducted.

Despite President Joe Biden’s promise to bring people together...

�e idea of less collaboration in Congress seems mathematically impossible, 
when currently there is none.



of Americans said their 
willingness to listen to 
different points of view 
will increase after the 
election, while a mere 

stated their empathy 
towards people who 
disagree with them 
will grow. 

28%

18%

27%
report that, based on this 
election’s outcome, they’re 
interested in learning more 
about other ethnic groups. 

72%
Americans predict racism in 
the U.S. will remain the same 
or increase under a Presi-
dent who has chosen the 
most diverse cabinet in 
history.

The trend toward further divisiveness is reinforced by 
the personal attitudes of the American public. 
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78% 83% 85%
predict U.S. economic 
growth will remain the 
same or increase.

51%
believe the 
minimum wage 
will increase.

believe the U.S. 
stock market values 
will stay the same or 
increase.

forecast foreign 
trade will stay the 
same or grow.

predict their 
taxes will go up.

believe their standard 
of living will go down. 

13%

On the economic front, the results are more positive...

42%
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Like Newton’s third law: for every opinion, there is an 
equal and opposite opinion. And many of those opin-
ions are becoming more extreme. 
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37%

42%

of conservatives report 
their trust in government 
has decreased as a 
result of the election, 
while...

of liberals feel the 
opposite. 

Faith in 
democratic 
process

Trust in
government

30%

35%
of those on the left have 
gained faith in the 
democratic process, 
while ...

of those on the right 
have lost faith in it.  

As expected, political affiliation influences 
people’s opinions on almost every topic.  



It also appears that no one is giving in or giving up. 
Regardless of their political leanings, nearly nine out 
of ten individuals say their commitment to social 
change will stay the same or increase, along with their 
engagement in the political process. Ideally, politics 
should inspire passion, instead of indifference. But what 
happens when that fervor fuels polarization?

As the record turnout on election day proved, every 
U.S. demographic group views voting as the most effec-
tive way to express their political opinion. This belief is 
vital to a healthy democracy, but only two out of three 
of those we surveyed believed the recent election was 
fully credible. 

In many ways, the 2020 election was a game-changer 
for our country, but our research shows it isn’t likely 
to change polarization. The majority plan to double 
down on the same attitudes and opinions they held 
before the election, with little interest in talking or 
listening to those who disagree with them. This is a 
complex communication problem—without a simple 
solution.
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Credibility of 
U.S. Presidential 
Election
Credible

Moderately credible

Not Credible

67%

13%

20%
*Includes 166 respondents who believed
Trump would be inaugurated on 1/20
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Impact on U.S., according to U.S. General Public
Decrease Stay the same Increase

Access to affordable healthcare

College tuition

Consumer confidence

Cooperation between Republicans and Democrats in the U.S. Congress

Crime

Disinformation or fake news

Growth of the U.S. economy

Gun ownership

Immigration to the U.S.

LGBTQ+ rights

Minimum wage

Polarization of opinion on social issues

Racism

Religious freedom

Taxes

Unemployment

U.S. cases of COVID-19

U.S. stock market values

U.S. trade with other countries

Women's rights

16 53 31

28 49 23

9 49 43

13 61 26

10 45 45

31 45 25

16 54 30

7 52 41

13 46 42

31 39 30

22 50 28

17 54 30

22 39 39

12 45 43

14 47 39

17 49 34

37 34 30

22 57 22

21 56 23

7 42 51
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Impact on U.S., according to PR Professionals
Decrease Stay the same Increase

Access to affordable healthcare

College tuition

Consumer confidence

Cooperation between Republicans and Democrats in the U.S. Congress

Crime

Disinformation or fake news

Growth of the U.S. economy

Gun ownership

Immigration to the U.S.

LGBTQ+ rights

Minimum wage

Polarization of opinion on social issues

Racism

Religious freedom

Taxes

Unemployment

U.S. cases of COVID-19

U.S. stock market values

U.S. trade with other countries

Women's rights

5 29 66

17 58 25

11 48 41

22 55 23

21 60 18

25 42 33

9 36 55

11 48 41

4 35 61

2 35 63

1 37 62

14 41 45

31 52 17

10 66 24

4 38 59

49 33 18

61 17 22

10 38 53

5 29 66

3 39 57



THE PR  
PERSPECTIVE  
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To gain greater insight into the impact 
the election will have on the business 
world and the communications indus-
try, we also surveyed 940 PR profession-
als from around the world — those who 
work in-house and in agencies. First, we 
wanted to see if their opinions differed 
from those of the average U.S. citizen. 
It turns out that PR people have a lot in 
common with regular Americans, but 
they’re more liberal. Therefore, they have 
a more positive political perspective on 
every issue — except one. 

Communicators are significantly more 
bullish on the financial impact of the elec-
tion. The vast majority predict increases 
in economic growth, international trade 
and stock market values. They also fore-

cast greater expansion in women’s rights, 
immigration and access to healthcare. But 
their optimism doesn’t extend to polar-
ization, where 45% predict an increase 
compared to 31% of the general public.   

PR professionals also think the U.S. elec-
tion will be have a positive impact beyond 
our shores on a variety of levels — from 
combating climate change, to supporting 
immigration, and curbing the spread of 
COVID-19. Eighty-five percent fore-
cast the change in administrations will 
improve the global reputation of the 
United States. However, less than half 
believe this change will improve the repu-
tation of American companies oversees, 
perhaps due to their prediction that activ-
ism will grow.
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Positive Impact on Global Affairs
100%

Civil 
discourse

Reputation 
of the U.S.

85 / 83

76 / 74

89 / 82

82 / 82

72 / 70

59 / 57 57 / 54

67 / 68

49 / 43

66 / 67

Trade 
relationships 
with the U.S.

Initiatives 
to address
climate
change

Efforts to 
curb the 
spread of 
COVID-19

Political 
stability

Trust in 
government 
institutions

Growth of 
activism

PR Professionals

Journalists

Support for 
immigration

Reputation 
of U.S. 
corporations



The impact of the election also appears to 
be positive for the communications profes-
sion. About one-third of communicators 
believe the political shift will result in 
increased industry growth, and a slight-
ly larger number see that growth coming 
from budgets normally devoted to paid 
advertising — which may not be as effec-
tive as earned content in communicat-
ing corporate practices and purpose. The 
diversity of the PR workforce, an already 
high-priority for the industry, is predict-
ed to see the most positive improvement 
during the Biden era, even though more 
than two-thirds of communicators believe 
the level of racism in the U.S. will remain 
the same or increase.
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66%

37%

37%

33%

32%

Impact on 
Communication 
Industry
Increase in workforce diversity 

Increase in attracting global talent

Increase investment in PR vs. advertising

Increase in employment opportunities

Increase in industry growth



  
OF PURPOSE

THE POWER
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Now that President Trump has left 
office, we wondered if activists might 
also go on hiatus. Corporate communi-
cators, who are responsible for manag-
ing the reputations of their companies 
and clients, believe the opposite. Seven-
ty-two percent predict that activists will 
place more demands on U.S. corpora-
tions under the Biden administration. A 
majority also anticipate an increase in the 
expectations of employees and customers 
for their companies to play a greater role 
in society. In addition, they anticipate 
consumers will increasingly base their 
purchase decisions on their perception 
of their company’s values, as well as the 
character of their CEO. 

In response to heightened expectations, 
the majority of PR executives say they 
plan to develop more purpose-driv-

en communication campaigns. We are 
already seeing evidence of that shift in 
advertising. Jeep’s Super Bowl commer-
cial, “The Middle,” was an anthem for 
unity featuring Bruce Springsteen liter-
ally searching for a common ground. 
Budweiser chose a different path by not 
running an ad during the Super Bowl for 
the first time in 37 years. Instead, the AB 
InBev brand reallocated its Super Bowl 
media investment to support COVID-
19 vaccine efforts throughout the year. 

This shift from “saying” to “doing” is 
the new direction of travel in brand 
marketing. But the reaction to these two 
campaigns was mixed. Viewers appre-
ciated the message The Boss delivered, 
but wondered what Jeep was doing to 
reinforce it. They also noticed that AB 
InBev ran Super Bowl ads for five other 

beer brands, including Bud Light.

In addition to emphasizing the values of 
their clients and companies, PR leaders 
will make diversity their primary purpose 
by hiring more diverse employees and 
conducting additional DEI training. As 
working remotely becomes the norm, 
building a collaborative, inclusive culture 
will be essential to attracting vibrant 
talent and inspiring meaningful work. 
This spirit of cooperation should also 
extend to external partners, who share 
the same values, but from a different point 
of view. It is encouraging to see that the 
percentage of communicators who plan 
to increase their alliances with activist 
groups has doubled since last year to 29%, 
but it is still too low.
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Future of Business

Employee 
expectations 
of company 
role in society

Activist 
demands 
placed on 
business

Consumer 
expectations 
of business 

role in society

Public 
focus on 

CEO's 
character 

Consumer 
decisions 
based on 
company 

values

Gov't 
regulation 
of business 

practices

CEOs taking 
a public stand 

on societal issues

100%

7072
63 60 60 60 59

Increasing expectations

Increasing 
role of CEO

Percentage of PR Professionals who expect an increase
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Future of Purpose

Communicating 
company 

values

Promoting 
a message 
of national 

unity

Taking
a public 
position 
on social 

issues

Encouraging 
employee 
activism

100%

Partnering 
with 

activist 
organizations

Communicating
with greater 
transparency

49
60

55
60

39 39 37 36
30 29

Hiring more 
diverse staff

Conducting 
diversity 

and inclusion 
training

Developing
purpose-driven
communication

campaigns

Listening 
to the 

opinions
of employees

Building Diversity

Promoting Values

Being Responsive Taking a Position

Encouraging 
Activism

Percentage of PR Professionals who expect an increase in ...



The credibility of the presidential election 
became the most polarizing issue of the 
past year and we all experienced the conse-
quences of that rift on January 6th, when 
hundreds of Trump supporters stormed 
the Capitol to overturn the results. But 
polarization isn’t limited to who got the 
most votes. It represents an aggregate of 
arguments across a dynamic range of topics 
that Americans feel strongly about. 

In our survey, we asked PR executives to 
choose which of 20 issues they felt would 
see increases in activism from either side 
of the political spectrum. In other words, 
what topics would generate the most heat. 
The hottest topic is climate change, closely 
followed by racial equality, police reform, 
affordable healthcare and immigration. 
All are complex, long-term challenges that 
deserve serious attention. But in recent 
years, every problem, from gun ownership 
to minimum wage, has been highly politi-
cized, hampering the search for viable solu-
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tions and contributing to overall societal 
discord. If every American subscribes to a 
prepackaged portfolio of opinions, based 
on their politics and their news sources, 
who can foster a constructive conversa-
tion about the problems facing all of us? 

We believe business can and will play an 
increasing role in bridging the divide. 
Thirty-six percent of corporate 
communi-cators forecast that in the 
future their company will be more likely 
to take a public stand on societal issues. 
Many are already addressing important 
workplace concerns like gender and 
racial equality, while some are tackling 
more divisive topics like climate change 
and immigration. A minority of 21% 
said they would not be addressing any 
issues at all, which is a decrease of 3% 
since last year.

It’s encouraging to see more companies 
speaking out about social issues but simply 
making a public statement may not be 

enough to satisfy those who are demand-
ing action. In a time of extreme polariza-
tion, corporate executives are justifiably 
worried about alienating customers and 
employees who may disagree with them. 
But those same customers and employees 
expect transparency and want action they 
know they won’t get from their govern-
ment representatives. Solutions to polar-
ization and its underlying problems will 
only be possible when the most powerful 
voices join the conversation. 

On our #PRFuture podcast, we inter-
viewed a handful of communication exec-
utives from progressive corporations, like 
P&G, Levi Strauss and Ben & Jerry’s, 
who have a history of engaging on contro-
versial causes. They predict more main-
stream companies will follow their lead. 
They know from experience that corpo-
rate activism is good for their communi-
ties and for their brands. 
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Hot topics for activists vs. corporate America

Climate 
change

Racial
equality

100%

Issues that will see increased activism

Issues your company will take a public stand on

Police 
reform

Affordable 
healthcare

Immigration Income
equality

LGBTQ+ 
rights

Gender
equality

Minimum 
wage

Education

86
82 80

78

68
63 63

60

53
48

26

6

38
35

10
16 15

8

59

26

60%
gap

72%
gap 62%

gap

58%
gap



25

100%

Legalization 
of marijuana

Gun 
ownership

Disinfor-
mation
or fake news

Homeless-
ness

Abortion Freedom 
of speech

Right to 
privacy Religious 

freedom
Fracking Crime None

48
45

42

21

41

34

9

32

15

28

9

25

5

24
21 21

4 3 3 3 3



A DIVISIVE 
MEDIA

In the separate media survey, conducted in conjunction 
with Muck Rack, 84% of journalists agreed that polar-
ization isn’t likely to decline anytime soon, even though 
political news might. More than one-third forecast that 
the amount of news coverage devoted to politics will 
decline during the Biden administration, along with 
the average American’s consumption of news. This may 
seem logical (and even welcome) given the non-stop 
barrage of breaking news about President Trump over 
the last four years. But a declining interest in traditional 
media will be accompanied by a more troubling trend. 
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More than three-fourths of the 519 journalists 
surveyed predict the spread of fake news and the 
proliferation of conspiracy theories will stay the 
same or increase during the new administration. 
These malicious sources of disinformation are signif-
icant contributors to the decay of truth and the 
polarization of opinion. On both sides of the polit-
ical spectrum, the most radical views are fueled by 
an endless stream of online propaganda and one 
election isn’t going to stop it.

In fact, 43% of journalists forecast growth in the 
use of social media for political purposes, which 
they believe will bring more government regulation 
to social media platforms. But business is moving 
faster than government, we’ve already seen Twitter 
restrict access to a sitting president, Facebook boot 
hundreds of QAnon sites and Amazon pull technical 
support for right-wing social site, Parler. As online 
political rhetoric becomes more extreme, corporate 
censorship is likely to continue and equally likely to 
alienate those who feel their freedom of speech is 
being restricted, which will exacerbate polarization.
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35%

77%

of journalists forecast a 
decline in consumer 
consumption of tradi-
tional news.

of journalists predict the 
spread of fake news and 
the proliferation of 
conspiracy theories will 
stay the same or increase 
during the new adminis-
tration.

38%

43%
of journalists forecast 
growth in the use of 
social media for political 
purposes.

of journalists forecast a 
decline in amonut of 
news dedicated to 
politics.
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Future of media, according to journalists

Decrease Stay the same Increase

Consumer consumption of traditional news

Credibility of the news media

Credibility of the White House Communication team

Amount of news dedicated to politics

Consumer engagement on social media

Use of social media for political purposes

Spread of fake news or disinformation

Proliferation of conspiracy theories

Balanced news coverage of societal issues

Regulation of social media platforms

35 50 15

16 58 27

8 14 78

38 45 17

10 62 29

15 42 43

23 40 37

20 34 46

14 62 24

8 51 42



While only about one-fourth of the jour-
nalists surveyed believe that the credibil-
ity of the media and balanced reporting 
will increase as an outcome of the election, 
a whopping 78% report that the credibil-
ity of the White House Press Corps will 
improve. Many PR people believe that a 

new team of communicators will be good 
for the image of the president and for the 
PR profession. On a related note, both 
journalists and communicators agree that 
in a post-Trump world the mutual respect 
between their polarized professions will 
grow, which is a promising development. 
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39%
PR Professionals

37%
Journalists

expect greater 
mutual respect



A POSITIVE 
OUTLOOK

We designed this report with a retro 
feel, because our current condition 
is reminiscent of another turbu-
lent time — when our president 
was forced to resign from office and 
long-haired, pot-smoking protesters 
marched against the Vietnam War. A 
couple of generations later, tourists 
flock to Vietnam, NFL players sport 
ponytails, a majority of consumers 
have access to marijuana and "The 
Trial of the Chicago 7" is nominated 
for an Academy Award. 

History reminds us that Americans 
are a resilient people, whose opin-
ions will evolve and whose differ-
ences will be resolved.

Overall, there are more than enough 
optimistic people to form a foun-
dation for building better commu-
nication. Women are more hopeful 
about the future than men. They 
will be a driving force in reduc-
ing polarization. Younger Ameri-
cans are more energized than their 
parents. They will expend that ener-
gy tackling the problems they care 
deeply about. 
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But politics impacts optimism

Not surprisingly, those on the political left (78%) and in 
the center (63%) feel significantly more hopeful about the 
future than those on the right (41%). 

63%

37% 21%

41%63%78%

of Americans 
surveyed say 
they have a 
positive outlook 
on the next four 
years. 

Women are 
more energized 
about the 
future than men

Older Americans 
are more 
relieved than 
younger ones

Younger people 
are more ener-
gized than their 
parents.

of liberals said their 
desire to move to 
another country has 
decreased while...

of conservatives 
are thinking more 

about packing 
their bags.

In spite of profound 
disagreements, 
people are hopeful



Today, politics and public relations are inextricably linked. At 
its worst, politics can incite a dangerous level of polarization 
among people with common interests. At its best, PR can facil-
itate constructive conversations between people with different 
opinions.  

At the moment, Americans on both sides of the political spectrum 
are entrenched in their own beliefs and unmoved by opposing 
views on a wide range of issues. Their divisiveness is fueled by a 
dysfunctional congress, a fragmented media, and the prolifera-
tion of fake news.  

The recent election opened the door for change. Our new presi-

THE POTENTIAL 
FOR CHANGE

dent is trying to convey a unifying tone, but he won’t be success-
ful in bringing people together without help from the rest of 
us. Communicators in government, media and business must 
acknowledge that we have the ability and responsibility to 
reduce polarization. To do that, we must change the way we 
communicate.   

First, we should choose language that includes everyone, not 
just our base, our listeners or our customers. Words matter. They 
have the power to both incite violence and encourage toler-
ance. We should include more voices in the creative process 
and design campaigns to reach broader audiences with a more 
unifying message.
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Second, we should communicate with purpose, rein-
forcing the values of our organizations and our employ-
ees. We should help find solutions to the controversial 
problems people really care about, even if they don’t 
impact our bottom line. Customers are as interested in 
our principles as our products.

Third, we should listen carefully and speak respect-
fully to those who disagree with us. Regardless of our 
conviction, our opinion isn’t righter than someone else’s. 
Productive relationships are built by understanding not 
converting. A win-win solution is always more valuable 
than a winning argument. 

Fourth, we should be careful with facts and avoid shaping 
them to fit our pre-existing positions. We should exercise 
a healthy skepticism to the information we receive and 
a conscientious scrutiny to the information we share. 

In a polarized society, stories that touch the heart are 
more effective than facts that won’t change the mind. 

Finally, we must be willing to work in partnership with 
activists and adversaries to find common ground. At first, 
it may feel uncomfortable to engage with our traditional 
“enemies” but in the end, long-lasting change is created 
through collaboration not confrontation.

The PR people we studied agree the U.S. is experienc-
ing a true turning point in its history. A transforma-
tional moment that presents a unique opportunity for 
our profession to demonstrate its importance and its 
purpose. As we enter the next phase of precarious politics 
and approach the peak of polarization, communicators 
will be on the front line defending truth, justice and the 
American way. It’s time for Clark Kent and Lois Lane 
to exercise their superpowers.
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OUR FUTURE 
PURPOSE

34



If we want to manage polarization, we first need to 
measure it. With that in mind, the USC Center for 
Public Relations has partnered with Golin, a global PR 
agency, and Zignal Labs, a media intelligence company, 
to monitor the level of polarization in the U.S.

Working together, we have created The Polarization 
Index™, which is based on an algorithm that analyzes 
traditional, social, and digital media to determine the 
macro level of discord in our country and the topics that 
are contributing to it. 

We will begin by studying five of the most controver-
sial issues of the day – immigration, affordable health-

care, climate change, racial justice, and the COVID-19 
vaccine — charting the change in polarization over 
time, as well as the impact that media outlets and their 
political bias have on the overall dialogue. 

We will analyze new issues to provide communica-
tors with a real-time heat map of divisive topics and 
emerging trends that will influence their messaging and 
positioning. Our goal is to create a tool that will help 
corporate America effectively address the critical issues 
of our day across diverse audiences, without damaging 
their own reputations.
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The data for the 2021 Global Communication Report was 
collected through two online surveys fielded by the USC 
Annenberg Center for Public Relations (CPR).

The first survey encompasses 940 responses from commu-
nication professionals and 519 responses from journalists, 
was distributed through email lists, social media channels 
and by Muck Rack, and was live between November 30, 
2020, and January 6, 2021. The sample for this survey is a 
“convenience sample.” Consequently, we cannot say that the 
responses are representative of the respective populations. 
Nevertheless, we believe this data offers numerous direc-
tional insights into the attitudes and beliefs of the PR and 
journalism communities.

The second survey of 833 U.S. residents was a representative 
sample conducted for USC Annenberg by Qualtrics from 
December 1-4, 2020. 

M E T H O D O L O G Y

All survey responses reflect opinions based on Joe Biden 
taking office on January 20.

Description of PR Professional Sample: 

The sample included in the analysis encompasses 940 
responses from PR professionals, of which 554 were PR 
professionals working in agency/consultancy establish-
ments and 377 working as in-house PR professionals. 78% 
of the PR professionals were from the United States, and 
the remaining 22% from other countries. 

Of those working for agencies and consultancies, 42.6% 
indicated that they headed the organization and 17.5% had 
significant management responsibilities within the organi-
zation. Of the in-house PR professionals, 35.5% indicated 
that they were the most senior communication professional 
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in the organization and an additional 24.9% indicated that 
they had significant management responsibilities. 

The PR professionals in the sample were mostly between 
45-54 years old (27.1%), followed by 55-64 years (22.8%). 
39.9% indicated that they were male, 59% female and 1.1% 
other or preferred not to answer. More than half (51.5%) had 
20 years or more of working experience in the PR industry. 

Regarding their political orientation, 57% identified as 
liberal, 26% as center and 13.4% as conservative. Of those 
eligible to vote in the 2020 Presidential election, 98.5% 
said they voted.

Description of Journalist Sample:

The sample encompasses 519 respondents, of which 68% 

were from the United States. The respondents were 52.4% 
male, 44.7% female and 2.9% identified as other or preferred 
not to answer. 32.7% were between 25-34 years old, and 
23.6% between 35-44 years. 

Politically, 65.9% identified as liberal, 19.2% as center and 
6% as conservative on the political spectrum. Of those 
eligible to vote in the 2020 Presidential election, 96.2% 
said they voted.
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