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How Helping 
Refugees Helps 
Brands

A survey on how U.S. consumers 
respond to brands taking action
on refugee issues
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About the survey
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• Method. Online survey fielded by Qualtrics using a 
consumer research panel

• Fieldwork. March 1-March 11, 2022

• Sample. n=6,038 adults 18+
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Treats its employees well

Is involved in helping refugees

Sells environmentally friendly products

Sells fair trade products

Consumers respond at least as well to refugee 
issues as other areas of corporate citizenship 
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Source: Qualtrics surveys of 6,038 consumers (adults 18 and older) in the United States, conducted in March 2022

Consumer purchasing intent for a company that...
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■ Less likely to buy  | ■ More likely to buy
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40%

39%

33%

Hiring refugees

Supporting refugee entrepreneurs

Tailoring products to meet refugee needs

Consumers respond positively to a range of specific 
actions by companies to help refugees 
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Source: Qualtrics surveys of 6,038 consumers (adults 18 and older) in the United States, conducted in March 2022

Consumer purchasing intent for a company that has committed to...
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12%
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13%

49%
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33%

35%

18-25 (Gen Z)

26-41 (Millennial)

42-57 (Gen X)

58-76 (Baby Boomer)

Younger consumers respond even more positively to brands helping refugees 
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■ Less likely to buy  | ■ More likely to buy
Source: Qualtrics surveys of 6,038 consumers (adults 18 and older) in the United States, conducted in March 2022

Consumer purchasing intent for a company hiring refugees in the U.S.
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Two consumer profiles are especially receptive to companies 
committing to hire refugees
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Source: Qualtrics surveys of 6,038 consumers (adults 18 and older) in the United States, conducted in March 2022
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*Gen Z and Millennial  comprise consumers aged 18-41

56%

11%

Gen Z + Millennial consumers with high
disposable income ($75k and up)

Gen Z + Millennial consumers with higher education 
(Bachelors, Master’s, Doctoral, Professional)

56%

9%

■ Less likely to buy  | ■ More likely to buy
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14%

16%

12%

40%

36%

43%

Hiring refugees in the U.S.

Hiring Afghan refugees in the U.S.

Hiring Ukrainian refugees in the U.S.

Consumers may respond differently on the margins to different refugee groups 
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Source: Qualtrics surveys of 6,038 consumers (adults 18 and older) in the United States, conducted in March 2022

Consumer purchasing intent for a company that has committed to...
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