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W H O  W E  A R E

Stagwell and The Harris Poll have partnered to conduct research to monitor the pulse of the American Consumer.

The executive summaries on the pages that follow provide insight into current consumer attitudes and behavior 
and can be used to help navigate the changing industry landscape.  We hope this information proves useful to you 
and your team as you address these changes in real time and strategize for your next moves.

As always, we are here to help. Please don’t hesitate to contact us with any questions you may have.

Positively,

Ryan Linder + The Stagwell Family  
Global Chief Marketing Officer, EVP
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The following research was conducted between 
July 7 - 9, 2023 by The Harris Poll. Fielded among a 

nationally representative sample of 2,042 U.S. adults, the 
newest research demonstrates how consumers’ perceptions 

are rapidly shifting as new developments emerge. 
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Topic:

THERE'S A SENSE 
OF ALLYSHIP, BUT 
LITTLE ACTION: 
ESSENCE 
FESTIVAL-HARRIS 
POLL
Introduction:
Harris Poll's CSO Libby Rodney and Brand Citizen's Lauryn Nwankpa, Co-
Managing Director, presented "Grounded in Truth: The State of Work, Wealth, and 
Health Equities" at the Global Black Economic Forum HQ Stage at this year's 
Essence Festival in New Orleans. Watch the full presentation here. 

Libby Rodney & Lauryn Nwankpa at the 2023 Essence Fes<val


Section: • The State of Work: Despite promises to improve workplace environments and 
hiring, BIPOC employees report little progress since June 2020, with 4 in 5 
reporting that their employer has not increased recruiting efforts toward 
racially diverse hiring nor has made meaningful progress on building a more 
equitable environment for Employees of Color.

• Women of color face persistent barriers: Corporate culture has long struggled 
with the disparate work experiences of BIPOC women, with BIPOC women 
being nearly 2x as likely to report they have not had the same opportunities 
and chances to succeed as any other person within their company. 

• The State of Health: BIPOC Americans were more likely to report receiving 
poor quality healthcare in the past year, with 60% of Black millennial women 
saying "they have been dismissed or misdiagnosed by medical 
professionals.”

• Yet, BIPOC Americans are reorienting their priorities and sense of well-being: 
Compared to three years ago, 83% of BIPOC Americans are now setting 
more boundaries about how they spend their time, and 69% are participating 
in rest culture.

Implication:
"The data generally show that the inequities are still persistent, and they have not 
changed in the workplace, health care, and wealth. So it's a foundational truth that 
we need to recognize so that we have a place to grow and move on from," said 
Rodney. Nwankpa said that the importance of having the numbers is seeing where 
the gaps are and the kind of gaps that exist so "we can continue to work towards 
more equality and equity collectively." Additionally, she underscored the 
importance of looking at the systemic issues at large and ways institutions can 
assist in breaking down barriers to access.

https://www.essence.com/festival/2023-essence-festival-of-culture/efoc-the-state-of-wealth-health-work/
https://www.essence.com/events/grounded-in-truth-state-of-work-wealth-and-health-equities-and-whats-next/
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Section:

Axios-Harris Poll 100 2023 powered by RQ® (Reputa<on Quo<ent) by The Harris Poll since 1995 

Topic:

BRANDS, YOU'RE 
DOING PRIDE 
ALLYSHIP WRONG: 
FAST COMPANY-
HARRIS POLL
Introduction:
In the wake of controversies around Bud Lite and Target, new Harris Poll research 
featured in Fast Company reveals that the queer community is fighting back with 
its wallet.

• The report surveyed 1,110 adults who identify as LGBTQIA+, revealing that 
the queer community is closely watching what brands are saying and doing, 
as 89% said they closely follow brands' actions to support queer issues. 

• Walking their talk: 65% say they've boycotted brands that harm or diminish 
queer people or threaten their rights.

• Brands should be aware of performative messaging, as while 72% say they 
want brands to be more outspoken supporters of LGTBQIA+ rights, company 
social media posts announcing support, using rainbow logos, and hiring 
celebrities to speak on the brand's behalf are primarily viewed as 
performative (84%, 79%, 59%). 

• Instead, brands should be adopting meaningful actions, such as investing in 
long-term programs to help the community (66%), advocating for new 
legislation (64%), diversity training and education programs (60%), and 
financial commitments to queer causes (59%).

Implication:
All in all, the LGBTQ+ community is certainly not here for lip service. Its members 
demand real support – money, inclusion, and the resolve to not fall back just 
because of those who stand against their rights. Brands have much power to 
shape our world, and the queer community knows that.

https://www.fastcompany.com/90915657/harris-poll-lgbtq-companies-brands-activism-target-starbucks


03

© The Harris Poll Copyright

Section: Topic:

BRANDS, YOU'RE 
DOING PRIDE 
ALLYSHIP WRONG: 
FAST COMPANY-
HARRIS POLL
Introduction:
As the 2024 election cycle gears up, there is a keen focus on the Middle Class, 
those with annual incomes between $45,000 and $180,000 and wealth between 
$100,000 and $1 million, who detail persistent angst about the future, according to 
our latest collaboration with Bloomberg, where the findings were also featured on 
an episode of their podcast The Big Take. 

• More than $2 trillion in wealth held by the middle class has been eliminated 
since the Fed started hiking, according to data compiled by economists at the 
University of California, Berkeley, and just 39% of those 100 million 
Americans defined as middle class say they expect their situation to get 
better in the next year (compared to 35% in October).

• The financial stress is feeding the apprehension in polls and fueling a 
partisan divide: Just 46% of middle-class Republicans said their financial 
situation was better than five years ago, when Donald Trump was in the 
White House, versus 64% of middle-class Democrats. Only 35% of 
Republicans said they expect things to improve in the next year, compared 
with 43% of Democrats. 

• Leaving more Republicans to say they are feeling stressed about the current 
state of the economy compared to Democrats (48% v. 32%).

Bloomberg-Harris Poll July 2023


Implication:
The post-pandemic surge in inflation and the Federal Reserve's reaction – the 
fastest increase in interest rates since the 1980s – have combined to put the 
middle class in a financial vice grip. They pay more for everything – food, homes, 
cars, energy – while the end of the easy-money era means loans are more costly. 
For Biden, that's a fundamental problem about a year and a half from the election. 
He offers a relentlessly optimistic view of the economy and the future of the middle 
class. And yet the very subjects of his vision say they're in pain – and they're more 
than a little anxious about what lies ahead.

https://www.bloomberg.com/graphics/2023-bidenomics-middle-class-economic-anxiety-2024-election/?leadSource=uverify%20wall
https://omny.fm/shows/the-big-take/a-frustrated-middle-class-wants-more-than-promises


04

© The Harris Poll Copyright

Section: Topic:

A DELAYED 
RETIREMENT: 
TRANSAMERICA 
INSTITUTE-HARRIS 
POLL
Introduction:
We found that retirement security across generations is faltering in a new Harris 
Poll with the Transamerica Institute and the Transamerica Center for Retirement 
Studies.  

• Two-fifths (41%) of U.S. employees say future generations of retirees will be 
worse off than those currently in retirement. A sentiment that is stronger 
among older Americans: 

TransAmerica Institute-Harris Poll July 2023


• Gen Z already dipping into their retirement savings: Almost 6 in 10 Gen Z 
workers (57%) have trouble making ends meet, and an alarming percentage 
(28%) have dipped into their retirement savings by taking a hardship 
withdrawal or early withdrawal from a 401(k) or similar plan or IRA.

• Sandwiched Millennials feeling the financial burn as well: Millennial workers' 
current financial priorities include paying off debt (60%), saving for retirement 
(52%), building emergency savings (46%), supporting children (44%), and 
supporting their parents (17%).

• Retirement is getting increasingly out of reach: More than half (52%) of 
employees said they expect to work past age 65 or don't plan to retire, and 
among these respondents, 40% said they expect to retire at age 70 or older.

Implication:
"The pandemic and turbulent economy have taken a toll on workers' employment, 
finances, and retirement preparations. Without additional support from 
policymakers and employers, it will be tough for many workers to recover," said 
Catherine Collinson, CEO and president of Transamerica Institute and TCRS.



C O N TA C T

Global Chief Marketing Officer, EVP, Stagwell

ryan.linder@stagwellglobal.com

RYAN LINDER
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CEO, The Harris Poll

jgerzema@harrisinsights.com

JOHN GERZEMA
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