COVID-19

MINDSHARE U.S.INSIGHTS

09/14/2021

Americans are feeling more
negative but prepared

Compared to Wave 20, Americans are
also feeling more scared

(an increase of 5 percentage points)
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Worried

Americans are spending more time
with the following Media

(Compared to how they spent their time prior
to the coronavirus outbreak)
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Going online
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Shopping online
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Watching movies at
home
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Using apps on your
phone
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Hopeful

71%
of Americans are concerned about the

impact of variants (e.g. Delta)

75% still plan to wear marks when out in public
(up 2 percentage points from Wave 20)

82% of Gen Xers are thankful to spend more

time at home with family due to COVID

(vs. 64% Americans overall)

29%
of Millennials have cooked elaborate

recipes more since the pandemic
(vs. 20% Americans overall)

\I_/

Wloz1120 \\o6r18/20 [ Jooro1/21

%2
%ct

%S 1

Frustrated Stressed Sad Tired Prepared

33%
of Boomers are going out and about,

but are still wary about doing certain things
(vs. 29% Americans overall)

48% of Gen Z are prioritizing
saving money more for the rest of 2021
(vs. 42% Americans overall)

73%
of Americans support colleges/universities

requiring the vaccine for employees & students

69% support companies/government requiring
the vaccine for their employees
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Mindshare Pool Study, U.S. Wave
Wave 21: 09/01/2021, 948 Americans surveyed
This latest wave of research builds on studies conducted regularly, starting March 11, 2020

Unless otherwise specified, the data is from the week of 09/01

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

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,
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