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THE NEW REALITY OF GLOBAL
BRAND PERCEPTION

Global consumers don’t experience “Brand
America” in a vacuum. Geopolitics, culture,
price sensitivity, national policy, and social
values now ride alongside quality and
innovation when people choose what to buy.

We fielded a 10-country, 60-question survey on
the SightX platform to understand how trust,
favorability, and purchase intent toward
American brands are built, or broken. Through
Key Driver Analysis (KDA) and audience
segmentation, we mapped the psychological
drivers that most influence engagement,
loyalty, and switching behavior across
markets.

() A60-question survey

covering perception,
behavior, values, and
policy attitudes.

Distributed to general
population with a sample
size of 2,200.

Across 10 markets
representing major global
purchasing power:
Canada, United Kingdom,
Mexico, Brazil, Japan,
Australia, Germany, India,
South Korea, and China.

Linked to real purchase
frequency across key
categories (food, tech,
fashion, auto,
entertainment & more).

This isn’t about

product. It’s about

perception. And

how brands evolve

to meet the
moment.




KDA & Segmentation
at a Global Scal

We combined predictive analytics with atti
what really moves behavior, and who is
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KDA uses multivariate regression techniques to isolate which attributes —like
perceived quality, transparency, inclusivity, price fairness, or innovation— most
strongly predict outcomes such as trust or purchase intent. By modeling these
relationships separately for each market (and in aggregate), we can see which
traits are universal drivers and which are regionally sensitive.

To do this, we tested a broad set of 12 potential drivers across four key

dimensions:

+ Quality and reliability + Confidence

« Value for the price + Alignment with personal values

« Innovation and ease of use + Asense of brand heritage and
nostalgia

« Recommended by trusted peers + Clear brand messaging and

+ Seen as trendy or ethical memorable visual identity

« Endorsed by influencers + Positive online reviews

+ Engaging presence on social

media

Together, these drivers offer a comprehensive
view of the levers that build—or break—trust

and favorability with global consumers.
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QUADRANT INTERPRETATION:
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AUDIENCE SEGMENTATION EXPLAINED

We grouped respondents using attitudinal, behavioral, and policy-related inputs:
tariff impact, price sensitivity, brand loyalty, perceptions of trade fairness,
immigration/policy stance overlays, and category purchasing. Four distinct global
segments emerged, each with different trust levels, purchase frequency, and
expectations for brand values.

Segment Logic Schematic Inputs Clustering 4 Personas




FOUR GLOBAL PERSONAS

The Mindsets That Drive &
Derail Brand Adoption

Four distinct consumer mindsets emerged, each shaping how, and whether,
people buy from American brands.
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Two segments (Brand Evangelists and Practical Fans) are disproportionately

responsible for high-frequency purchasing. While Skeptics drag favorability %
and amplify price risk. 4
/

19% ...
PRACTICAL - 19%
FANS § BRAND
5 . EVANGELISTS
36%
26% BRAND
BALANCED = N, W o~ SKEPTICS

APPRECIATORS

SEGMENT 1

Brand Evangelists 19%

Profile: Very high loyalty; buy American brands across categories. 68% "very often."
Strong associations: innovation, high quality, trustworthiness, trendiness.

Beliefs: 66%+ trust American brands more than local; believe purchases can reflect
values (immigration, climate, racial equality).

Risk Factors: Less price sensitive but not immune to extreme tariff effects.

What to Do: Reward loyalty; activate values-driven storytelling; widen cross-category

bundles.




SEGMENT 2
Practical Fans 19%
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Profile: Mid-to-high purchase frequency; concentrated in food/fast food/fashion. Like /

quality & trendiness; weaker innovation link.

Beliefs: Trust ~neutral vs local; about half describe perceptions as neutral. Many want
brands to speak on issues but are quieter about it.

Risk Factors: Price matters. Sensitive to increases; will scale back before switching
values-wise.

What to Do: Promote reliable quality & affordability; targeted promos in staple
categories.

SEGMENT 3

Balanced Appreciators 26%

Profile: Occasional buyers (54% "occasionally"); lower engagement across categories
(~21%). See U.S. brands as somewhat higher quality/trustworthy—but not strongly
innovative or trendy.

Beliefs: Split on trade policy & company intent; several undecided.

Behavioral Signals: 37% reduced purchasing due to price increases; 27% switched
brands.

What to Do: Clarify value proposition; transparency on sourcing, pricing, and policy

impact; targeted trial incentives.
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SEGMENT 4
Brand Skeptics 36% ///

/)
/
Profile: Low engagement; 40% rarely buy. When they do: food & fashion basics. Weak /

positive associations; many see U.S. brands as expensive or aggressively marketed.
Beliefs: High distrust (46%); 38% negative perceptions; skeptical of U.S. trade policy.

Behavioral Signals: ~30% switched away due to tariffs.

What to Do: Hard sell unlikely. Focus on entry-priced, locally-adapted offers, or partner-
led trust bridges.

Segment Comparison

% GLOBAL PURCHASE TRUST VS PRICE VALUES
SEGMENT SAMPLE FREQUENCY LOCAL SENSITIVITY ENGAGEMENT
: . Low- .
Brand Evangelists 19% Very Often Higher High
Moderate
) Moderate-
Practical Fans 19% Often Neutral High Moderate
g
. . . Low- .
Balanced Appreciators 26% Occasional  Higher High
Moderate

Brand Skeptics 36% Rare Lower High Low
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SEGMENT MIX & COUNTRY-LEVEL SIGNALS

Engagement and trust with American brands aren’t evenly distributed. Here’s

how each persona shows up around the world.

Japan, Australia, Germany, the U.K., and Canada skew cautious, with more
Skeptics and neutral respondents, especially where price and trade fairness
concerns are salient. Highly engaged markets like India, Brazil, and Mexico
over-index on Evangelists and Practical Fans. South Korea and China lean

more selective, with higher Balanced Appreciators, mixed trust.
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High Quality and Convenience. Value for Price is the
single biggest drag in neutral or negative markets.
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COUNTRY SPOTLIGHTS




India

KEY TAKEAWAYS
+ Over-index on frequent buying.
+ Opportunity: Scale trust-building campai

Consumers view U.S. brands as fair players in trade and
show high engagement with American products. They
strongly associate U.S. brands with quality and
craftsmanship, and are open to values-driven
messaging, but only when it feels genuinely authentic
and not superficial.

7
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KEY TAKEAWAYS
Perceptions of U.S. trade fairness are relatively low, yet + Buyers tolerate policy concern when utility is
American brands are respected for their product quality. high.
This quality association often outweighs trade concerns, + Reinforce reliability & everyday relevance.

making quality the key to winning Mexican consumers.

Brazil

KEY TAKEAWAYS
+ Expand premium & tech-forward lines.
+ Loyalty upsell potential.

Brazilian consumers are frequent buyers of U.S. brands
and associate them with innovation and premium
quality. American brands hold a strong position as
symbols of advanced technology and cutting-edge

products.
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South Korea

Trust in U.S. brands is moderate, with a divided opinion
on the fairness of U.S. trade practices. American
companies may need to focus on transparent
communication and demonstrate reliability to
strengthen trust.

Chinese consumers value quality and trustworthiness in
U.S. brands, but show ambivalence toward American
policy positions and pricing strategies. Messaging
should carefully balance brand quality with awareness
of geopolitical sensitivities.

Japan

U.S. brands face challenges, often seen as mass-
produced and aggressively marketed rather than
artisanal or authentic. Japanese consumers seek
craftsmanship and subtlety, suggesting a need for

American brands to soften their image in this market.

KEY TAKEAWAYS

+ Win w/ proof points, local partnerships:
« Watch competitive local alternatives. /

KEY TAKEAWAYS
« Certify authenticity & safety.
« Transparent pricing across channels.

KEY TAKEAWAYS
+ Lean into craft, restraint, & local adaptation.
« Reduce promo noise.




Australia

KEY TAKEAWAYS
Australian consumers are price sensitive and skeptical

‘ . ‘ « Offer value tiers; communicate supply-chai
of U.S. trade fairness. Views on American brands transparency. /

marketing styles are mixed, indicating that nuanced, . Reduce perceived over-marketing.

less aggressive brand positioning may resonate better. %

Germany

KEY TAKEAWAYS
Perceptions of U.S. brands in Germany show weaker + Lead with engineering proof, standards %
associations with innovation and quality, along with compliance. ///
skepticism of U.S. trade policies. Companies will need to « Consider EU sustainability credentials.

build credibility carefully to gain consumer confidence.

UK

KEY TAKEAWAYS

Attitudes toward U.S. brands are mostly neutral, with « Needs reactivation: reassure on value &
moderate concerns about trade fairness. Consistent, reliability.
transparent communication can help maintain and « Tailor messaging by category.

strengthen positive impressions of American products.

W) Canada

KEY TAKEAWAYS

« Emphasize parity pricing & cross-border

Canadian consumers show lower trust and quality fairness

perceptions of U.S. brands, combined with high « Localized warranties & service matter.

sensitivity to price and tariffs. Clear messaging around
value and pricing will be essential for U.S. brands.




EXECUTIVE PLAYBOOK

From Global Findings to
Game Plans

Turn data into strategy with actionable levers for global brand growth.



Use driver-level data and segment nuance to prioritize
what to say, and when to localize.

1. Lead with Quality Proof, Everywhere: Showcase certification; e 7
testing, and durability stories, because quality remains the most po / '
universal driver of trust and purchase.

2. Make Convenience Tangible: Boost availability with fast delivery, has
returns, and localized payment options to reinforce your brand’s releva
consumers’ daily lives.

3. Solve the Value Equation Upfront: Be transparent about pricing, explain
tariffs clearly, and offer value bundles, especially critical in neutral or negative
markets where price skepticism runs high.

4, Calibrate Values Signaling by Segment: Tailor your messaging: Evangelists
respond to bold stands on issues like immigration, climate, and racial equity;
Practical Fans prefer subtle alignment; Skeptics prioritize function and price.

5. Localize Trust Bridges in Skeptical Markets: Build credibility by partnering
with respected local retailers, adopting local standards and labels, and dialing
down aggressive marketing tactics.

6. Scenario Model Tariff Shocks: Monitor price sensitivity by segment to protect
Evangelist loyalty, while providing more affordable options for price-
conscious consumers.

Ready to see how your brand scores across global drivers?
Run your own multi-market KDA & Segmentation in SightX.

+{ Request a Demo




About us

SightXis an all-in-one consumer research platform that combines advanced
survey methodologies with a user-friendly experience, automated analysis, and
visualization to deliver real-time insights.

With access to over 100 million qualified consumers worldwide, it offers a
comprehensive suite of tools—including audience segmentation, concept testing,
and pricing strategy optimization, among others—to support any research use
case and any team.

SightX by Ada, a generative Al-powered research consultant, will streamline the
research process by quickly analyzing open-ended responses and creating
executive summaries with a single click.

Access in-depth, automated insights and fuel your growth with the SightX
consumer research platform that puts you in the driver’s seat of success.

Want to learn more? Schedule a free demo, or reach out to us at hello@sightx.io.



https://sightx.io/request-a-demo
mailto:hello@sightx.io

