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KOREAN AND VIETNAMESE AMERICANS IN GEORGIA
RESEARCH QUESTIONS

What language 
barriers are present for 

these communities?

Do these populations 
have specific needs 
when it comes to 

communication with 
services?

Do people 
need/expect additional 

language services? 

How do people prefer 
to interact with their 

utilities? 

Are people in 
these 

communities 
typically 

multilingual? 
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Review of national utility program evaluations
Academic literature review

Secondary Census data analysis
Primary survey of 71 Korean and Vietnamese 

residents of Atlanta

PROCESS



LOW RESPONSE RATE AND HIGHLY TARGETED SAMPLE 4

SURVEY METHODS
Phone surveys conducted by professional survey firm. 

All non-English surveys were conducted Vietnamese/Korean and 
translated.

Sample frame selected on zip codes with the highest proportion of 
Vietnamese/Korean speakers and targeted Vietnamese/Korean last 

names.

Topics addressed: 
Languages spoken and demographics

Interactions/communication/media in various languages
Language barriers to services

Preferred communication with services and utilities 
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SURVEY 
DEMOGRAPHICS 

BREAKDOWN
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SURVEY RESPONSE BY ZIP CODE

2 – 6 respondents

7 – 10 respondents

11 – 13 respondents

14 – 17 respondents
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71 Vietnamese and Korean 
Atlantans Surveyed on their 

Language Preferences
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20 Identify as Solely Korean
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50 Identify as Solely Vietnamese
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1 Identifies as both
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KEY FINDINGS
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GROWING COMMUNITY1
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POPULATION

Georgia has the 
6th highest 
Vietnamese 
population and 
the 8th highest 
Korean 
population in the 
United States.
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39 – 1623 residents

1624 – 3207 residents

3208 – 4790 residents

4791 – 6374 residents

NUMBER OF KOREAN/VIETNAMESE 
SPEAKERS in ATL BY ZIP CODE

On average, survey 
respondents had lived in 

the Atlanta area for 16 
years.



15

67 were born outside of the US
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55 own homes
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50% SPEAK V/K WELL, THINK SPEAKING K/V 
IS IMPORTANT, AND OWN THEIR HOMES

50% SPEAK V/K WELL, THINK SPEAKING K/V 
IS IMPORTANT, AND HAVE COLLEGE 

DEGREES

TRADITIONAL ENERGY EFFICIENCY SEGMENTS
AND VALUE FOR V/K



These are not transient or temporary populations. These are well 
established, deeply-rooted communities in Atlanta. 

As they are generally community-connected homeowners, these 
communities may be good target populations for energy efficiency 

programs. 

FINDINGS

1

2
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VALUE OF BEING BILINGUAL2
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9 speak English well

27 Surveys Conducted in 
Vietnamese/Korean
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27 Surveys Conducted in 
Vietnamese/Korean

18 do not speak English well
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54% OF RESPONDENTS 
SAY THAT SPEAKING 
KOREAN OR VIETNAMESE 
IS SOMEWHAT OR VERY 
IMPORTANT TO THEM

IMPORTANCE OF SPEAKING 
VIETNAMESE OR KOREAN

NO ONE SAID IT 
WAS NOT AT ALL 
IMPORTANT

80% SAY KOREAN OR 
VIETNAMESE IS THE PRIMARY 
LANGUAGE SPOKEN AT HOME 
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It's my native language and 
it's easier for me to express 

my opinions in Korean.
Korean, Gen X, Adjusting to ATL
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I speak Vietnamese among 
my community and the 

neighborhood, because then I 
understand 100% of what I'm 
saying and what I'm hearing, 
and it makes me feel more 

confident.
Vietnamese, Boomer, New to ATL
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32% OF ARE INVOLVED IN 
COMMUNITY 

ORGANIZATIONS

COMMUNITY 
ENGAGEMENT

86% SHOP AND EAT 
LOCALLY. 

66% SAY FEW TO NONE OF 
THEIR INTERACTIONS ARE 
VIETNAMESE/KOREAN

20 OF WHOM DO 
NOT SPEAK ENGLISH 

WELL

6 ARE ETHNIC 
ORGANIZATIONS

9 ARE RELIGIOUS
ORGANIZATIONS



Across generations, respondents valued maintaining the ability to 
to speak Vietnamese/Korean. 

Reasons respondents value Vietnamese/Korean: connection to 
their culture and community, being able to express themselves 

better in Vietnamese/Korean. 

For those who were bilingual, some noted the importance of 
being able to translate for family members who don’t speak 

English.

FINDINGS

1

2
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RANGE OF NEED3
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Korean is my native language, 
I was born in South Korea 

and I must speak Korean very 
well. But English is the 

language of the world so 
both are important.

Korean, Baby Boomer, Adjusting to 
ATL
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CASE-STUDY BREAKDOWNS

MILLENNIALS GEN XERS BABY BOOMERS

NEW TO ATL ADJUSTED TO ATL COMFORTABLE 
WITH ATL

LONG-TERM ATL
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18 millennials 
16 speak V/K well
All took the survey in English
Have lived in the ATL area for an average of 16 years
13 would prefer contact with utility in English, 

while 4 would prefer in V/K
11 were born outside of the US
10 are more likely to reach out if they know the

representative can speak V/K
13 own their home

MILLENNIAL FACT SHEET
RESPONDENTS AGED 18 - 34
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18 millennials 
16 speak V/K well
All took the survey in English
Have lived in the ATL area for an average of 16 years
13 would prefer contact with utility in English, 

while 4 would prefer in V/K
11 were born outside of the US
10 are more likely to reach out if they know the

representative can speak V/K
13 own their home

MILLENNIAL FACT SHEET
RESPONDENTS AGED 18 - 34

72% prefer to 
communicate with their 

utilities in English
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24 gen x-ers
16 speak V/K well
8 took the survey in V/K

7 of whom speak English well
Have lived in the ATL area for an average of 14.6 years
11 would prefer contact with utility in English, 

while 7 would prefer in V/K
24 were born outside of the US
17 are more likely to reach out if they know the

representative can speak V/K
23 own their home

GEN X FACT SHEET
RESPONDENTS AGED 35 - 54
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24 gen x-ers
16 speak V/K well
8 took the survey in V/K

7 of whom speak English well
Have lived in the ATL area for an average of 14.6 years
11 would prefer contact with utility in English, 

while 7 would prefer in V/K
24 were born outside of the US
17 are more likely to reach out if they know the

representative can speak V/K
23 own their home

GEN X FACT SHEET
RESPONDENTS AGED 35 - 54

46% prefer to 
communicate with 

their utilities in English
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26 baby boomers
9 speak V/K well
17 took the survey in V/K

9 of whom speak English well
Have lived in the ATL area for an average of 16.3 years
5 would prefer contact with utility in English, 

while 21 would prefer in V/K
26 were born outside of the US
19 are more likely to reach out if they know the

representative can speak V/K
19 own their home

BABY BOOMER FACT SHEET
RESPONDENTS AGED 54 and up
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26 baby boomers
9 speak V/K well
17 took the survey in V/K

9 of whom speak English well
Have lived in the ATL area for an average of 16.3 years
5 would prefer contact with utility in English, 

while 21 would prefer in V/K
26 were born outside of the US
19 are more likely to reach out if they know the

representative can speak V/K
19 own their home

BABY BOOMER FACT SHEET
RESPONDENTS AGED 54 and up

19% prefer to 
communicate with their 

utilities in English



Although the value of speaking Vietnamese/Korean was the same 
across generations, the need to access services was different. 

Millennials reported being far more comfortable reaching out to 
their utilities in English than Baby Boomers. 

This indicates that while younger generations may PREFER 
Vietnamese/Korean communication, it may not be a barrier to their 

participation. 

However, for Baby Boomers, a lack of services in Vietnamese/ 
Korean may prevent them from participating in a program.

FINDINGS

1

2
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UTILITIES REACHING OUT IN 
VIETNAMESE AND KOREAN4



I L LU M E  R E S E A R C H  C O N N E C T I O N

38

ILLUME’s residential 2017 ethnography for Georgia Power Company 
found that ‘home’ and comfort extend beyond physical property into 
community and neighborhood spaces.

HOME AND COMMUNITY

Creating a welcoming community that was inclusive increased 
feelings of safety and comfort.

“I pay attention 
to organizations 
and people that 
are nice to her 
and welcoming 

to us.” 
Kallie, 30, African American, 

Atlanta
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HOWEVER, 79% SAY THAT FEW OR NONE OF THE 
SIGNS/BILLBOARDS THEY SEE ARE IN KOREAN OR 

VIETNAMESE

DESIRE FOR VIETNAMESE/KOREAN ADS

THE MAJORITY OF RESPONDENTS SURVEYED IN 
MORROW AND LAWRENCEVILLE SAY THAT 
THEIR PRIMARY HOUSEHOLD LANGUAGE IS 

EITHER KOREAN OR VIETNAMESE
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10 MILLENNIALS

15 GEN X-ERS

19 BABY BOOMERS

DESIRE FOR VIETNAMESE/KOREAN ADS
BY GENERATION

62% OF RESPONDENTS 
LIKE TO SEE 

ADVERTISEMENTS IN 
VIETNAMESE/KOREAN
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UTILITIES AND SERVICES

59% SAY IT’S 
IMPORTANT TO 

HAVE THE 
OPTION TO 

COMMUNICATE 
ABOUT BILLS IN 

VIETNAMESE/ 
KOREAN

83% 
SAY THAT 

THEY DO NOT 
HAVE A NON-

ENGLISH 
LANGUAGE 

OPTION 
WHEN 

SPEAKING 
WITH THEIR 

UTILITIES

68% SAY THEY 
WOULD BE MORE 
LIKELY TO REACH 

OUT WITH 
QUESTIONS OR 

CONCERNS IF 
THEY KNEW THEY 

COULD TALK TO 
SOMEONE IN 
VIETNAMESE/

KOREAN
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66% EXPECT SERVICE IN 
VIETNAMESE/KOREAN IF THEY SEE AN 
AD THAT LANGUAGE

CONTINUITY OF SERVICE



There is a desire, across generations, for more communication with 
services and utilities in Vietnamese and Korean.

While not all respondents need service in Vietnamese/Korean, 
continuity of service in these languages is still expected. 

FINDINGS

1

2
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VIETNAMESE AND KOREAN 
MEDIA5
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59% OF RESPONDENTS 
WHO READ THE 
NEWSPAPER DO SO IN 
KOREAN OR 
VIETNAMESE

42% OF RESPONDENTS 
WHO LISTEN TO THE 

RADIO DO SO IN 
KOREAN OR 
VIETNAMESE

59% OF 
RESPONDENTS OF 

RESPONDENTS 
WHO WATCH T.V. 

DO SO IN KOREAN 
OR VIETNAMESE

VIETNAMESE 
AND KOREAN 

MEDIA IN 
ATLANTA



VIETNAMESE AND KOREAN 
MEDIA IN ATLANTA



Vietnamese/Korean media is an important source of information 
for these communities in Atlanta.

FINDINGS

1



48

ASIAN COMMUNITY 
ENGAGEMENT OUTSIDE 

OF GEORGIA6
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COMMUNITY LANGUAGE EFFICIENCY OUTREACH (CLEO) FACT SHEET

PURPOSE: to reach minorities by providing EE seminars and resources for 
non-English speakers. CLEO offers website and phone call support for non-
English speakers.

HISTORY: CLEO was originally started as a Chinese language outreach 
program. SCE focused on hard-to-reach markets through distinct 
programming. This targeted means allowed for them to garner savings.   

WHERE: Southern California Edison (SCE) and SoCalGas service areas.

QUICK DETAILS: for almost 15 years CLEO has provided 
Vietnamese/Korean letters (and deliverables), press releases, and cultural 
event sponsorships to advertise for CLEO events. People go wanting to learn 
about EE and leave retaining information on SCE offerings and tips. 

OUTCOMES: increased savings and community trust of SCE.
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PURPOSE: to encourage hard-to-reach markets (ethnic 
minorities and rural populations) to purchase energy efficient 
products through small business direct install.

WHERE: grocery and hardware stores in the San Diego Gas 
& Electric (SDG&E) and Southern California Edison (SCE) 
service areas.

QUICK DETAILS: community members act as field 
representatives to provide Vietnamese/Korean marketing 
materials for low-priced EE products.

OUTCOMES: highly successful program that was cost 
effective and led to annual savings of 12,667 kW and 
42,285,192 kWh. Lifecycle energy savings will be 211,425,960 
kWh.

ENERGY STAR CFL FACT SHEET
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SERVICE TERRITORIES

Georgia 
Power

SCE SDG&E

SERVICE AREA 2.4 million 15 million 1.4 million

KOREAN POPULATION OF 
METRO AREA

Atlanta: 0.8% Los Angeles: 2.1% San Diego: 1%

VIETNAMESE POPULATION 
OF METRO AREA

Atlanta: 0.7% Los Angeles: 2% San Diego: 2.5%



Utilities in California have explicitly addressed the need for 
community engagement within Vietnamese and Korean 

communities through targeted community-based outreach and 
events.  

FINDINGS

1
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WHAT NEXT?
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CONTACT
W E  L O V E  T O  H E A R  F R O M  Y O U

LISA OBEAR
S E N I O R  M A N A G I N G  C O N S U LTA N T

lisa@illumeadvising.com
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APPENDIX
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22 are New to Atlanta
12 speak V/K well
9 took the survey in V/K

3 of whom speak English well
8 would prefer contact with utility in English, 

while 11 would prefer in V/K
20 were born outside of the US
4 are millennials
8 are gen x
10 are boomers
14 are more likely to reach out if they know the

representative can speak V/K
13 expect service in V/K if advertisements are in V/K
18 own their home

NEW TO ATL FACT SHEET
RESPONDENTS WHO HAVE LIVED IN ATL FOR 0 – 10 YEARS
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30 are Adjusted to Atlanta
20 speak V/K well
9 took the survey in V/K

5 of whom speak English well
14 would prefer contact with utility in English, 

while 12 would prefer in V/K
27 were born outside of the US
10 are millennials
12 are gen x
7 are boomers
21 are more likely to reach out if they know the

representative can speak V/K
19 expect service in V/K if advertisements are in V/K
25 own their home

ADJUSTED TO ATL FACT SHEET
RESPONDENTS WHO HAVE LIVED IN ATL FOR 11 – 20 YEARS
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12 are Comfortable with Atlanta
6 speak V/K well
6 took the survey in V/K

1 of whom speaks English well
4 would prefer contact with utility in English, 

while 8 would prefer in V/K
11 were born outside of the US
3 are millennials
2 are gen x
7 are boomers
9 are more likely to reach out if they know the

representative can speak V/K
9 expect service in V/K if advertisements are in V/K
9 own their home

COMFORTABLE WITH ATL FACT SHEET
RESPONDENTS WHO HAVE LIVED IN ATL FOR 21 – 30 YEARS
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4 are Long Term Atlanta
2 took the survey in V/K

0 of whom speak English well
2 would prefer contact with utility in English, 

while 2 would prefer in V/K
4 were born outside of the US
2 are gen x
2 are boomers
2 are more likely to reach out if they know the

representative can speak V/K
3 expect service in V/K if advertisements are in V/K
3 own their home

LONG TERM ATL FACT SHEET
RESPONDENTS WHO HAVE LIVED IN ATL FOR 31 OR MORE YEARS
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A different language gives 
you a different perspective on 

life and opens you up to 
other perspectives. 

Vietnamese, Gen X, Comfortable with 
ATL 
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My parents don't speak 
English so it is important for 

me to communicate with 
them and I help other 

Vietnamese people who do 
not speak English well so I 
think it is an important skill.
Vietnamese, Millennial, New to ATL 
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I have family members and 
parents who do not speak 
English and I communicate 

and translate for them.
Korean, Gen X, Adjusted to ATL
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Because I can communicate 
better, and I want my kids to 

know it too.
Korean, Baby Boomer, Adjusted to 

ATL
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I'm living in the U.S., and the 
people I work with, half of 

them  speak English and the 
other half speak Korean, so I 

need both languages.
Korean, Gen X, New to ATL
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It was a big part of how we 
grew up, and I want to 

maintain that for my lifetime.
Vietnamese, Gen X, Adjusting to ATL


	GEORGIA POWER LANGUAGE NEEDS ASSESSMENT
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	POPULATION
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65
	Slide Number 66

