
How Black Consumers are Reshaping the Canadian Market
Unpacking The Market Opportunity: Black Consumers, Professionals & Entrepreneurs



The Black population in Canada is the 
3rd largest racialized community in 
Canada and is growing as we speak.

Black consumers are highly educated, 
motivated and confident in their
abilities
While 35% are successful business 
entrepreneurs owning a full-time
business, 54% are busy upgrading 
their skills to become the top-
performers within their organizations.
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THE BLACK CONSUMER OF TODAY
HIGHLY EDUCATED, MOTIVATED, CONFIDENT AND ENTREPRENEURIAL

of Black adults have a post-graduate degree 
vs 4.7% for White Canadians

of Black consumers are confident in ability 
to succeed professionally

of Black African consumers believe 
entrepreneurship ability is important

4.9%

78%
66%

35% of Black consumers own and operate a full-
t ime business

78% of Black consumers agree continuing 
education & training are important



Black Consumers are planning 
on major financial purchases in 
the coming years.
74% of respondents are planning 
on major financial investments, 
54% will buy a non- luxury
automobile and 48% plan on 
invest in real estate.

On an average, Black Consumers 
and their families spend over
$3,000+ monthly on products
and services for their household.

- Major Items Plan to Acquire or Invest -

BLACK CONSUMERS SUPPORT A WIDE 
RANGE OF PRODUCTS & SERVICES
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BLACK CONSUMERS ARE SUPPORTIVE OF 
EDUCATIONAL & SOCIAL INITIATIVES

Black consumers place high value in 
financial literacy that eases th e process 
of becoming an entrepreneur. However, 
there are not enough resources available 
for buddi ng Black entrepreneurs

Aside from financial literacy, a key factor 
that is im portant for th e growth of Black 
professionals is mentorship. Black 
professionals are highly mot ivated and 
place high regard in mentorship for their 
professional grow th

Other initiatives valuable to Black 
consumers are youth programs, business 
and job training facilities, cultural and 
healthcare initiatives.

- Preferred Support for Black Initiatives -

- Learning & Training - - Social Programs - - Healthcare - - Cultural -

of Black adults agree that mentorship 
is important for success73%
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• CulturaliQ International in partnership w ith Silver Trust Media is pleased to present the 
results of our recent research focused on uncovering the Black consumer of Canada

• This is an independent syndicated research study exploring the contributions and 
opportunity represented by Black consumers, professionals and entrepreneurs.

• The research was completed in Q4 (4th quarter), 2022 and surveyed 500 Black respondents 
living in Canada with the following background:

• Black consumers who identify as having Canadian ancestry (n= 260)
• Black consumers who identify as having Caribbean ancestry (n= 103)
• Black consumers who identify as having African ancestry (n= 102)

• Respondents for the study were sourced from a stratified random sample in Canada
through the CulturaPanelTM – Canada's largest online multicultural panel w ith over 150,000+ 
panelists

RESEARCH STUDY BACKGROUND
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RESEARCH STUDY HIGHLIGHTS

INVESTMENT: CAD $5,000
This includes
• Full access to the research deck
• Data tables (at minor additional fee)

ABOUT CULTURALIQ

A Toronto-based research, strategy and communications agency helping brands 
analyze, understand and reach new cultural markets across North America.

Using quantitative, qualitative research methodologies and leading-edge marketing 
tools, we help companies and institutions realize their full potential in the
cultural marketplace.

GET EXCLUSIVE ACCESS AND INSIGHTS ON THE 
MODERN BLACK CONSUMER OF CANADA

CONTACT PERSON
Please contact John

Stevenson 
at john@culturaliqintl.com
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