
GfK study: 3/4 of African Americans see
brands acting for good during protests

Eight in ten also say that how companies behave now on equality will affect future loyalty to those

brands    

NEW YORK, NY, UNITED STATES, June 23, 2020 /EINPresswire.com/ -- Racial equality protests

sweeping the country are inspiring brands to take a fresh look at their commitments to diversity

– and new research from GfK shows that consumers are paying close attention to these moves. 

Just-released insights from GfK’s Consumer Pulse show that 58% of all US consumers – and 73%*

of African American consumers – say they have seen companies acting as “a force for good”

during the protests. Proportions of all US consumers are also high among those living in Large

Urban Metropolises (74%) and consumers who have children under 18 (69%). 

Click here to register for a June 25th roundtable discussion on this topic. 

By contrast, about half of all US consumers and African Americans say they have noticed brands

serving as a “negative force” during the social unrest. Again, those in large metropolitan areas

(65%) and those with children (56%) scored above average.

How brands behave today may be crucial to their future relationships with consumers. GfK

found that 74% of all in the US say that companies’ actions during the protests will influence

their desire to do business with those brands going forward. 

Almost half (45%) of African Americans agreed strongly with this sentiment, and another 36%

agreed somewhat, for a total proportion of 81%. 

In the new research, two-thirds of all US consumers also reported that they have seen some

companies taking a stance on racial issues for the first time. In this case, consumers of all groups

were both right at the average – but African Americans were more likely to agree strongly with

the statement (42% versus 26%).

Many Americans also want to see their own companies taking action: of all those employed, 55%

of the total population and 64% of African Americans say they want to see their company take a

stance on racial issues, with 38% of African Americans strongly agreeing.

* Unless otherwise noted, percentages represent “top two box” results – those who agree

http://www.einpresswire.com
https://hubs.ly/H0pKdSz0
http://insights.gfk.com/covid-webinar-series-6


“strongly” or “somewhat” with the statement

“Our new research shows that US consumers – and African Americans in particular – are

watching brands closely during this crucial moment,” said Stacy Bereck, Managing Director of

Consumer Insights for GfK. “Hanging back is no longer an option; but saying and doing the right

things are also essential. With sentiments changing almost daily, brands need to monitor the

consumer landscape closely and react with skill and judgment.”

GfK’s Consumer Pulse research covers 30 countries, allowing brands and marketers to

#MasterTheCrisis by understanding consumer attitudes, behavior, purchase intent, media

consumption, and more – both now and in the future. The research reveals changes in demand

for goods and services, as well as which sectors and channels present risks or opportunities, so

that companies can respond with confidence and come out of the crisis stronger, better

positioned, and closer to consumers than before.

As part of this research, GfK interviewed a representative sample of 1,004 US consumers (ages

16 to 65) during June 16, 17, and 18, 2020.      

GfK – extracting the signals from the noise

In a world of data overflow, disruption and misuse, picking up the right “signal from noise” is key

to win. We at GfK are the trusted partner and have more than 85 years of experience in

combining data and science to help you make the right business decisions. Together with our

attention to detail and advanced Augmented Intelligence, we provide you with world-class

analytics that delivers not just descriptive data but actionable recommendations always-on at

your fingertips. As a result, you can make key business decisions with confidence which help you

drive sales, organizational and marketing effectiveness. That’s why we promise to you “Growth

from Knowledge.” 

For more information, please visit www.gfk.com/en-us or follow GfK on Twitter

www.twitter.com/GfK. 
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