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Hopeful

Happy

Relieved

Anxious

Confident

Excited

Calm

Stressed

Inspired

Successful

Doubtful

Adventurous

Frustrated

Overwhelmed

Confused

Neutral

Home
+8**

38%
Food
+6**

38%
Economy

+8**

33%
Personal Finance

+8**

32%

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)

48% of Gen Z are prioritizing 
saving money more for the rest of 2021

(vs. 42% Americans overall)

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 09/01

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

Done more of since the pandemic (%)

of Boomers are going out and about, 
but are still wary about doing certain things

(vs. 29% Americans overall)

33%

of Americans support colleges/universities 
requiring the vaccine for employees & students

69% support companies/government requiring 
the vaccine for their employees 

73%

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)

Americans are spending more time 
with the following Media

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

** Percentage points difference from Wave 20

*Percent of Americans who are watching/reading/listening 
to the content more than before COVID-19

Americans are spending more time with 
content compared to Wave 20

48% of Americans say they have run out 
of things to watch, read, or listen to

COVID-19
MINDSHARE U.S. INSIGHTS 

0 9 / 1 4 / 2 0 2 1

Americans are feeling more 
negative but prepared

Compared to Wave 20, Americans are
also feeling more scared 

(an increase of 5 percentage points)

*New to Wave 4
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Listening to radio

Listening to
podcasts

Watch social
influencers*

Playing video games

Listening to music

Watching live TV

Binge-watching
shows

Using social media

Watch online videos

Using apps on your
phone

Watching movies at
home

Streaming TV

Shopping online

Going online

03/11/20 06/18/20 09/01/21

W
ha

t C
on

su
m

er
s 

Sa
y 

B
ra

nd
s 

Sh
ou

ld
 A

dd
re

ss

Racial diversity/representation

Sustainability

Gun violence

Spread of misinformation

Accessibility for people with disabilities

Income inequality

Global issues/concerns

Local community issues/concerns

Accessibility to education

Alcohol/drug addiction

Religious inclusivity

Mental health

Global warming / Climate change

Food insecurity / hunger

COVID vaccination efforts

Data privacy / security

Accessibility to healthcare

Job security/Unemployment

Gender inequality

LGBTQ+ inclusivity

34%
28% 26% 25% 25% 22% 21%

15% 15%
8%

Eat healthy
foods

Eat dinner
as a family

Cook
as a family

Eat all meals
as a family

Order
takeout/delivery

Cook elaborate
recipes

Eat convenient/
fast foods

Send food
to friends

Try meal-delivery
services

Eat out
at restaurants
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