
 

Sprout Social: What consumers want from brands in a divided 
society 

Every single day we see heated discussions on social media as we scroll through our feeds. Friends 
become foes, the distrust in the political landscape heightens and people quickly revert to ‘sides.’ 

Sprout Social’s most recent #BrandsGetReal report is a call to action for brands to acknowledge the 
societal divide that exists today and act as the connectors during tense times. While consumers believe 
society is more socially and politically divided than ever before, they also believe social media can mend 
these divisions and reconnect people. 

#1 -- Key findings: People are looking to brands to mend the current societal divide 

Every day heated discussions fill social media feeds and negativity dominates the news cycle. America 
certainly doesn't feel united and new research from Sprout Social finds that consumers agree. In fact, four 
out of five consumers believe society is more divided today than ever before. 

To that end, people are looking everywhere for a solution to our current state and it appears, what some 
say has divided us can actually help build the bridge as well. An overwhelming majority of consumers 
believe social media, even with all its flaws, can heal society’s divisions and reconnect people. And unlike 
partisan public figures, brands are now being looked to as the driver of those connections between people 
online. 

Supporting Stats 

● Consumers see social as both a cause of and solution for societal division: While more 
than half of consumers (55%) say social media is a cause for societal fractures, 91% of 
consumers still believe in social media’s power to connect people.  

● People are looking to brands to facilitate connection on social: Nearly four out of five (78%) 
consumers want brands to use social to bring them together and 81% say brands can be good 
connectors because they carry products and services that appeal to a diverse range of 
customers. 

● Consumers crave human to human connection, brands can help: More than half of 
consumers (55%) want brands to use social to help connect like-minded people with each other, 
while 52% want to meet people different from them and 36% are looking for communities they 
can belong to.  

● Connection breeds loyalty and business growth: When people feel connected to brands, 57% 
will increase their spending with that brand and 76% will buy from them over a competitor.  

 



 

#2 -- Social beyond marketing: The new age of customer loyalty is fueled by social 
connection 

Earning long-term loyalty has been an enigma for brands since the start. And just when it seemed they 
were catching up, social media entered the scene pushing organizations beyond building great products 
and prompting a focus on personalized customer service. Since then, the stakes have only gotten higher 
and social is once again the driving force behind a new expectation—the expectation for connection.  

New data from Sprout Social finds 68% of consumers want brands to connect with them, and they rank 
social media as the number one channel to do so. While an investment in connection is not simple, 
brands that are committed may just find the rare opportunity to get ahead of the loyalty curve.  

Supporting Stats 

● Values alignment and trust are the foundation for connection: Two thirds (66%) of 
consumers equate feeling connected with trust. Additionally, 53% say they feel connected when a 
brand’s values align with their own. 

● Loyalty follows understanding: More than half (51%) of consumers say their relationship with a 
brand starts when they feel the brand understands them and their desires, and 64% say their 
loyalty to a brand increases when they feel connected.  

● Connection feeds the bottom line: When consumers feel connected to a brand, 57% will 
increase their spending with that brand and 76% will buy from them over a competitor. 

#3 -- Social and politics: In a divided society, the trust vacuum favors brands over 
political leadership 

As political and social tension has risen in America, we are beginning to see a major crisis in trust. 
Government officials and long-standing institutions have lost the faith of consumers, with 72 percent even 
citing government and political leaders as playing a significant role in dividing society. 

With trust waning, people are instead looking to brands to heal society’s divisions and foster the 
connection they crave. Nearly half (49%) of consumers expect brands to bring people together toward a 
common goal and 64% want brands to connect with them.  

Supporting Stats 

● Social media gives brands the opportunity to transcend political affiliation and connect 
people no matter where their beliefs lie: 85% of consumers who identify as liberal want brands 
to use social to help individuals connect with each other; 72% of those who identify as 
conservative share the same desire.  

 
● The possibilities of brand trust are endless: Nearly four in five consumers (79%) agree brands 

are well positioned to connect people of varying backgrounds and beliefs. 

 



 

● Brands do what others cannot: 81% of consumers say brands can be good connectors 
because they carry products and services that appeal to a diverse range of customers. And, 72% 
of consumers make the case for brands as unifiers because they have a large platform to reach 
people. 

#4 -- Activating insights for engagement: Connection on social is the new currency for 
brands  

In an increasingly divided society, connections matter more than ever, and people want brands to lead the 
way. So how do brands become connectors first and sellers second? It starts with being present—65% of 
consumers feel more connected to businesses that have a robust presence on social.  

And, brands that bolster their social strategy with authenticity and relatability will fuel even more 
meaningful connections.  

New research from Sprout Social reveals: 

● People are looking to brands to facilitate connection on social: Nearly four out of five (78%) 
consumers want brands to use social to bring them together and 81% say brands can be good 
connectors because they carry products and services that appeal to a diverse range of 
customers. 

● Relevance builds relationships: When businesses create, participate in and even host relevant 
conversations online, 44% of consumers say they would feel more connected to those brands. 
When businesses share content highlighting the latest trends in their industry, 40% of individuals 
cite feeling a stronger connection to that brand.  

● Focus on community, public and private: To bring people together around social and political 
issues, 67% of consumers believe brands should raise awareness around those issues on their 
social platforms and 56% would like brands to highlight awareness days or months on social. 
Additionally, 41% of consumers believe brands can leverage social to connect people with one 
another by creating private groups. 

● Real people drive real connections: When a CEO has an active social presence, 70% of 
consumers feel more connected to that brand, and 72% of consumers report feeling a bond with 
brands when employees share information about the business online. 

 


