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Southeastern (310), Southwestern (116), 

Northeastern (208), Western (216), and 

Midwestern (213).

Top preferred brands were also some of 

the least favored as well, showing that 

popularity can be both good and bad.

The most important factor in brand 

preference was by far, Quality. Other 

important factors were political views, 

pricing techniques employed, and 

trustworthiness, followed by convenience 

or social recommendations.

Some comments from the over 1,000 

respondents are provided within this 

report. The full breadth of them paint a 

very interesting story for many brands.  

The most popular are highlighted within 

this report. 

Some demographic profiles had strong brand preference. For example, Age was a factor 

for Coke, and in a very interesting way.  Nike had certain ethnicities and cultures that 

preferred them over other ethnic groups. There were many examples of cultural 

differences leading to brand preferences or distaste.



Public perception and brand image are as important, or some would 

argue more important now than ever before. They’re consistently 

changing and evolving, resulting in an eternal quest by companies to 

improve their brand’s image.

In this first installment of the Branding Survey, we asked well over one 

thousand consumers about the brands they like the most and dislike 

the most and explored their reasons.

This report reveals the answers to these questions by various 

demographics.



This in-depth study explores consumers’ brand recognition, 

loyalties and preferences. A strategically designed question set 

was given to a total of 1,063 respondents across the United State.  

This information was then used as the basis in developing 

averages and comparisons to aspects of brand and industrial 

strategy encompassing market share and trends.

A sample of 1,063 randomly sampled

consumers were given a survey across all

fifty states. The regional representations, in

order of most to least, were Southeast (310

respondents), West (216), Midwest (213),

Northeast (208), and Southwest (116).



When respondents were asked 

what their Top-3 brands were, 

Apple and Nike were 

mentioned far more frequently 

than other brands… But Apple’s 

popularity made it a popular 

choice for Bottom-3 brands 

too (7% of respondents.

Apple was not only the most 

popular brand, but also 

people’s number one brand. 

Other popular brands were 

Nike, Amazon, and Coke.  

As expected, the list, as shown 

above, is a list of iconic brands. 

Y o u r  S u b t i t l e  G o e s  H e r e



Managing brand image is sophisticated because people are 

complex, holistic thinkers. These quotes exemplify this perfectly.



Quality was the reason given most for why a consumer 

ranked a brand first. In fact, the most important reason 

consumers prefer or dislike products, is quality, 

accounting for almost 25% of all the responses.

Political views, price, trustworthiness were a few of the 

other reasons give for why people didn’t like brands.





The biggest outlier in age 

related brand preference 

was Nike. When 

consumers made their top 

choice, Nike’s popularity 

decreased steadily with 

age, until 61+.

The biggest outlier in age 

related brand preference 

was Coca Cola. When 

consumers made their top 

choice, Coca Cola’s 

popularity increased 

steadily with age, until 61+.



It is consistent everywhere in the world and is my 

favorite drink.  I have consumed it since I was young and 

have nice memories about it.

Nike is a reputable brand. The designs of the shoes are 

usually clean and minimal. I also enjoy them as a 

skateboarding shoe because they are durable as well.



One outlier of note in ethnicity related brand preference was 

Nike. In every ethnicity cohort Nike ranked within the Top 3. 

However, Nike is significantly more popular among mixed-raced 

people (50%) than any other ethnicity or race group, and #1 

Brand among black people (23.6%).



Apple is the #1 Brand in 

the Midwest Region 

(13.6%), followed by Nike 

(9.9%) and Pepsi (4.2%).

Apple is the #1 Brand in the 

West Region (14.4%), 

followed by Nike (13%) and 

Coca Cola (6%).

Apple is the #1 Brand in the 

Northeast Region (14.9%), 

followed by Nike (11.1%) and 

Amazon (7.2%).

Apple is the #1 Brand in the 

Southwest Region (15.5%), 

followed by Nike (11.2%) and 

Amazon (4.3%).

Apple is the #1 Brand in the 

Southeast Region (16.8%), 

followed by Nike (12.9%) and 

Amazon (4.8%).



Respondents with the 

lowest level of income 

preferred entertainment 

(Nintendo), while 

respondents with the 

highest level of income 

liked tech Brands 

(Amazon and Google). 



“I think it is an unethical company that profits from selling personal 

information to other brands and profits from dividing people, creating 

hatred and resentment.” 





A total of  people were included into the 

data collected as a sample for analysis regarding a 

strategically designed question set. This information was 

then used as the basis of developing averages and 

comparative percentages applied to aspects of brand and 

industrial strategy encompassing market share and trends. 

As both the concepts of public perception and brand image 

have continually been regarded as crucial in marketing and 

organizational strategy, we aimed to develop conclusions 

that could be applied to continuing research and 

development regarding strategy for brand identity and 

integral aspects of brand strategy.

For this project, we conducted an analysis of brand 

consumption patterns and brand identity relationships. This 

gave consideration to the concept of public perception and 

image of brand. We felt it was justified to design such a study 

targeting consumers specifically regarding these aspects and 

intent to periodically conduct a similar survey, in the hopes of 

identifying trends and discovering people’s reasons for 

changing brand loyalty. 
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