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MDC and The Harris Poll have partnered to conduct research to monitor the pulse of the American Consumer.
The executive summaries on the pages that follow provide insight into current consumer attitudes and behavior
and can be used to help navigate the changing industry landscape. We hope this information proves useful to you
and your team as you address these changes in real time and strategize for your next moves.

As always, we are here to help. Please don’t hesitate to contact us with any questions you may have.

Positively,

Ryan Linder + The MDC Family
Global Chief Marketing Officer, EVP






WAVE 31 INTRODUCTION

The following research was conducted between
by The Harris Poll. Fielded
among a nationally representative sample of
U.S adults, the newest research demonstrates
how consumers’ perceptions are rapidly shifting as

new developments emerge.



Section:

A NEW
APPRECIATION
FOR THE
OUTDOORS IS A
BOON TO OUT OF
HOME

ADVERTISING

Our recent study with the Out of Home Advertising Association (OAAA) and

found that out of home (OOH) advertisements have taken on a
new resonance in the wake of the COVID-19 lockdowns. Even with winter
approaching, Americans are turning to the outdoors for safety, sanity, and
entertainment - presenting an opportunity for marketers to reach consumers.

e COVID lockdowns gave consumers a renewed appreciation for the
outdoors: 69% of Americans say they have an increased appreciation of the
experience and awareness of their surroundings when they are outside ever
since lockdowns ended. And just under half (45%) say they are noticing OOH
advertising (billboards, outdoor video screens, posters, and signage) more
than before the pandemic. Not surprisingly, this is especially pronounced
(69%) among those in urban areas of over 1 million people.

In uncertain times, consumers are grateful for information: 38% say they
found OOH ads to be useful because they provided them with information on
COVID safety and hygiene, while 20% said they provided updates on the
advertisers’ business hours or services.

Digital Burnout: Two-thirds (68%) of Americans say they have been
spending so much time looking at screens that they tune out digital online
ads.

Americans have turned to the outdoors to stay safe (and sane): With
many Americans working and/or learning from their home, 65% of Americans
say they try to get out of the house as often as they can, even if it’s just for a
drive or a walk, another 65% say they have been trying to find safe outdoor
activities to spend their time, and half (48%) say they have been trying to find
new places to work from home or spend time outdoors. And 40% of
Americans are walking more now than they did before the pandemic.

Americans will find creative ways to socialize safely this winter: While
40% of Americans say they will stay in their home as much as possible as the
colder weather months approach, 29% say they plan to find creative ways to
socialize safely in-person this winter. Just under a quarter (23%) say they
plan to live as normally as possible.

Americans are seeking safety in the outdoors as often as they can, and 3in 10
(29%) will continue to adjust to outdoor socialization during the winter months.
With interest high in nearly all outdoor activities, and most Americans trying to find
reasons to get out of their home — even if it’s just for a walk — consumers are more
receptive to OOH advertising given how the pandemic has made them more
appreciative of the outdoors.
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https://adage.com/article/advertising/americans-are-noticing-more-out-home-ads-lockdowns-study-finds/2288096
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Shopping early amid delay concerns: In general, more than 2 in 5 (44%)

Americans are concerned that items they purchase online will not arrive on
time and nearly 3 in 5 (57%) are shopping online early this year for the
holiday due to concern of items arriving late.
“Out-of-stock” is becoming par for the course with online shopping
during COVID-19: Americans are hedging bets on delayed deliveries based
on their own experience; just a couple weeks ago,
found a quarter (25%) said they have encountered more trouble than

H 0 L I D AY usual finding certain items in stock that they were hoping to buy in the
past 3 months, today that number has increased to more than 3 in 10 (31%).
What'’s in highest demand? Athleisure and tech (aka our COVID WFH
survival kit). The top 3 items they have had trouble finding include, Athletic
clothes and gear (30%), Gaming consoles (29%) and Tablets (27%).

E A N What’s more: A recent found that as many as 700 million

packages could face delays if online orders exceed shipping capacity by

the expected 5 percent.

Prime Day, normally held on July 15, was delayed to October 13-14 this year and One thing is certain; the holiday shopping rush is going to be a test of Americans’
this could single-handedly launch the holiday season forward with patience. Demand from online shoppers will continue to rise this holiday season
consumer spending moving online to avoid crowded malls and shopping earlier to : (our survey with Bloomberg found almost half of consumers plan to do most or all
avoid product shortages and delivery delays. This past weekend we tested these of their shopping online) but it’s unclear how retail supply chains will be able to
predictions: keep up as many don’t plan to ramp up production. Just take a look at

e Majority of Prime Day purchases were for the holidays: 7 in 10 (70%)
Americans who purchased items on Prime Day say they made purchases for
the winter holidays. More than half of Americans (54%) participated in
Amazon Prime Day, nearly a third (27%) purchased items and 38% looked at
items.

Pandemic proofing purchases: The top three purchases spanned core
categories critical to helping consumers survive winter at home amid the

pandemic which include electronics (49%), apparel (44%) and household
appliances (36%).

Consumers also gravitated towards products that serve mind, body and
spirit: Over a third (36%) of purchases were in beauty/health, another 31%
bought home decor, 26% books and a quarter (25%) bought exercise and
workout equipment.
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https://www.bloomberg.com/news/articles/2020-10-13/amazon-pandemic-prime-day-steals-rivals-black-friday-spotlight
https://www.bloomberg.com/news/articles/2020-10-06/presidential-election-pandemic-fears-have-u-s-shoppers-skipping-the-mall?sref=ixwpc5OO
https://www.salesforce.com/news/press-releases/2020/10/01/biggest-digital-holiday-season-ever-will-strain-shipping-capacity-according-to-salesforce-forecast/
https://www.wsj.com/articles/why-arent-there-enough-paper-towels-11598020793
https://www.wsj.com/articles/why-arent-there-enough-paper-towels-11598020793
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A P R O G R E S S Right now, data suggests that schools haven’t become the COVID hotspots that
many feared, as reported by . But while it may not be as bad as some
anticipated, the New York Times details how

, which helps us empathize with
the rise in parental stress across the nation as our data show.

We are about two months into the school year and there have been a myriad of
approaches to how schools’ are responding across America as districts weigh
decisions on in-person, online and/or hybrid learning. This weekend we checked in
with parents to get a progress report:

* Majority of parents approve of COVID school response, especially
Moms: More than two-thirds (68%) of parents whose kids are in school
support how their children’s school system is handling its response to
COVID. Support is especially pronounced among moms (73%) vs. (63%) of
dads.

Parents trust school reopening approach to keep them safe: Nearly 7 in
10 (68%) of parents with a child attending in-person school say they are
confident in their children’s school system’s approach to reopening in-person
classes to keep their children and community safe.

But the threat of winter outbreaks is raising concern: More than three-
fifths (62%) fear a spike in COVID cases in their children’s school this winter
and three-quarters (73%) fear a spike in cases in other schools in their
community. Signaling fear of closures; two-thirds (65%) of parents fear
that their children’s school will be shut down and not stay open through
winter. Parents in urban areas (69%) are more fearful than parents in rural
areas (59%).

As with many industries, COVID may be accelerating future trends: 55%

say online and hybrid instruction in education is likely to stick around for the
long-term as a result of the pandemic.
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https://www.axios.com/k-12-reopening-coronavirus-cases-data-6c39ea76-21f5-422a-b99d-20e3914002c4.html
https://www.nytimes.com/2020/10/18/us/coronavirus-schools-reopening-outbreak.html
https://www.nytimes.com/2020/10/18/us/coronavirus-schools-reopening-outbreak.html
https://www.nytimes.com/2020/10/18/us/coronavirus-schools-reopening-outbreak.html
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A NEW NATIONAL
HOLIDAY

Early voting is underway and setting turnout records in many states, though many
Americans will be casting their vote on Election Day itself. What if Americans didn’t
have to wait in line before or after work to vote in-person because companies gave
them the necessary PTO - or it was a national holiday? We asked Americans how
supportive they would be of these actions.

PTO to Vote: A majority (63%) of Americans say businesses should give
employees paid time off to vote on Election Day. Three-quarters (73%) of
Higher Income Households (HHI $100k+) are more supportive of such a
measure compared to only 62% of Lower Income Households (HHI <$50k).

What do all have in common?
They give employees time off to vote on Election Day.

Should Election Day be made a national holiday? The same number of
Americans (63%) support making Election Day a national holiday, while
just over half (51%) support moving Election Day to a Saturday. Younger
Americans are most supportive of the new national holiday: 66% of Gen Z/
Millennials and 72% of Gen Xers vs. half (49%) of Seniors.

Both parties agree: this is the most important election of their lifetime.
Three-quarters (76%) of Americans say the 2020 election is the most
important election of their lifetime, including 86% of Democrats and 78% of
Republicans.

Perhaps they think it is the most important because of what is at stake: nearly
two-thirds (64%) of Americans say if the candidate they are voting for in
the presidential election loses in November, they think the country will
be in danger.

Many Americans prefer to vote in-person on Election Day even when early voting
is an option because of tradition, feeling their ballot is more secure, or something
else. But whether it is working two jobs, taking care of parents or finding childcare
on top of long wait lines, many voters have difficulty finding the necessary time to
cast their ballot in-person on Election Day. Companies should encourage their
employees to exercise their right to vote by accommodating them the time they
need without jeopardizing their pay.
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https://www.today.com/tmrw/should-election-day-be-paid-holiday-these-5-companies-say-t195213
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FOOTBALL:

- , though the order will not impact the
Wolverines’ travel plans to Minnesota this weekend to start Big Ten’s football
season. Colleges across America are experiencing surging COVID cases and,
short of an NBA Bubble on every campus, they may not be able to keep athletes

separated enough to finish their seasons.

With the NFL entering its sixth week of the season following initial stumbles, the
American public is growing bullish that the league will be able to complete its
season amidst the pandemics. Now the spotlight turns to its college sibling, where
two leagues are set to begin their season in the coming weeks even as players
(and head coaches) from several high-profile programs test positive for COVID-19.

e Americans are growing bullish on the NFL: Nearly half (49%) of
Americans believe the NFL will be able to complete their season successfully
amidst the pandemic - up 13-pts from just two weeks ago, when just over
one-third (36%) were optimistic. And more than half (54%) now say the NFL
should complete their season given the pandemic, up from 45%.

But are more bearish on college football: 2 in 5 (419%) Americans believe
college football will be able to complete their season successfully, while just
under half (47%) say they should complete their season and 36% say they
should cancel due to the pandemic.

With the Big Ten set to start their season this weekend and the Pac-12
following November 6th, nearly half (49%) of Americans believe that the
Pac-12 and/or Big Ten should postpone their season even further given
the recent surge in new COVID-19 cases.

Around half (51%) of Americans think college football is more likely than the
NFL to get their season canceled due to COVID-19, while just under a
quarter (23%) believe the NFL is more likely to get canceled than college
football.

With head coaches at both Alabama and Florida testing positive and

outbreaks among the team, looks at how the conference
is teetering on the edge.

© The Harris Poll Copyright



https://www.nytimes.com/2020/10/16/sports/ncaafootball/coronavirus-college-football-sec.html
https://www.espn.com/college-football/story/_/id/30155430/university-michigan-stay-place-order-impact-wolverines-athletics
https://www.espn.com/college-football/story/_/id/30155430/university-michigan-stay-place-order-impact-wolverines-athletics
https://www.espn.com/college-football/story/_/id/30155430/university-michigan-stay-place-order-impact-wolverines-athletics
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Questions?

RYAN LINDER

Global Chief Marketing Officer, EVP, MDC Partners

rilinder@mdc-partners.com

JOHN GERZEMA

CEOQO, The Harris Poll

jgerzema@harrisinsights.com
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