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76% of Americans agree that they’re 
more conscious of what they’re 

spending since COVID-19 
Millennials are most concerned with this (83%)

StressedWorried
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Anxious Frustrated Scared Sad Overwhelmed

Americans have begun to feel less
negative overall

(They’re not feeling particularly positive either, but a
growing number are feeling confident*)

*12%, a 5 percentage point increase since Wave 6
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Americans are spending more 
time with the following Media

(Compared to how they spent their time 
prior to the coronavirus outbreak)

of men believe they have run out 
of things to watch/read/listen

(vs. 37% of women)

56%

of Affluent Americans (HHI $100k+) are 
trying to stay healthy while at home

83%

55% have purchased workout gear they can use at 
home (e.g. clothing, equipment)

Young Americans are using this time at home to 
spend time playing games

65% of Millennials have bought board games
since COVID-19 outbreak 

(vs. 40% of Americans overall)

of Americans are likely to support a brand 
who has taken action & helped 

communities impacted by COVID-19

80%

of consumers are aware of brands 
helping in the crisis31%
(a 10 percentage point decrease since last week)

But, 49% of Americans are concerned about spending too 
much time on media

As Americans continue to spend more of their 
time online, their favorite entertainment places 

are streaming video and social media:

3/11 3/30 4/20

*New to Wave 4

Netflix
48%

YouTube
46%

Facebook
43%

Prime Video
30%

*Percent of Americans who say each are their favorite places for 
entertainment since the COVID-19 outbreak

51% of Americans have limited their 
time on media because they don’t want 
to read any more news about COVID-19 

(70% of Millennials specifically)

Mindshare Pool Study, U.S. Wave
Wave 7: 04/20/2020, 866 Americans surveyed
This seventh wave of research builds on weekly studies conducted starting March 11, 2020

This content is meant to explore trends in changing consumer perception and behavior, designed to help inform potential scenarios and eventualities of the Covid-19 
situation. We (Mindshare) have no expert knowledge (medical or otherwise) of the situation, thus the views and findings expressed herein should be regarded as stimulus, 

not recommendations, based on changing survey findings. We will continue to work with clients to monitor the situation.

Unless otherwise specified, the data is from the week of 4/20

Areas that Americans are most concerned about because of COVID-19 (%)
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Donate supplies or money

Stop false news or provide more info about the virus

Advocate for workers affected or sick leave for workers

Provide basic necessities for needed communities

Provide support for parents with family activities

Provide more info on product availability

Defer payments or waive fees for services

Provide tips on how to reduce stress & practice self-care

Create a virtual experience for communities to stay connected

Start a challenge on social media (e.g. #stayathome)

Shift production to produce necessary goods

Provide tips on how to be healthy

Provide advice managing personal finances

Advocate for stricter gov't policies to stop virus spread

Create humorous content to watch or read

Advocate for affordable health care

40+Under 40

*Percent of Americans who believe it’s appropriate or very 
appropriate for brands in each category to take action
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76%Pharmaceutical 

Health Care 

Food 

Utility Service

Personal Care

Financial Service 

Insurance 

Restaurant

Technology

Home Care

Entertainment

Pet Care

Beverage

Travel / Hotel

Retail

Auto

Candy

Luxury
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Going Online

Watching Movies 
at Home

Watching
Live TV

Using
Social Media

Streaming TV

Shopping
Online

Watching 
Online Videos

Using Apps on
your Phone

Bing-watching
Shows

Listening 
to Music

Playing Video 
Games

Watching Social 
Influencers*

Listening to 
Radio

Listening to 
Podcasts 26%
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