
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

"Black consumers are very brand conscious and typically
use some of the same trusted brands that their parents

used. While cost plays a role in the brands they buy, they
aren’t willing to give up quality and brand name for the

lowest price. As a result, they tend to be very brand loyal."
- Tonya Roberts, Multicultural Analyst

This report looks at the following areas:

• Emotional connection is often missing from brand messaging
• Bad experiences are deeper than poor quality, higher prices – How Blacks are treated

counts

This report provides an analysis of Black consumers’ brand loyalty, including the attributes that define
loyalty. In this Report, “brand” can be defined as a product, service, or retailer, and in general terms
not specific to any particular category or industry.

The report is the first of its kind in the Multicultural Library and compliments the Black consumer
series. Readers may also be interested in other Mintel titles, particularly Black Consumers’ Attitudes
toward Advertising – US, July 2014 and The Shopping Experience of Black Consumers – US, April 2014.
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Men more driven by brands they grew up on and attractiveness
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I buy – you try, Ambassadors segment takes brand advocacy up a notch
Figure 39: Brand advocacy – Purchase for others, by brand loyalty segments, September 2015
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Blacks want to see people who look like them in ads, doing things they would do
Figure 45: Impact of targeted advertising on brand loyalty, by gender, September 2015 and May 2014

Cultural relevancy more important now more than ever before
Figure 46: Attitudes and receptivity to targeted advertising, by generation, May 2014

Beauty and personal care has higher ad recall and portray Blacks more positively
Figure 47: Ad recall and impact of targeted advertising, by industry, May 2014
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