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W H O  W E  A R E

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

INTRODUCTION



WAVE 61



The following research was conducted between 

May 26 - 28, 2021 by The Harris Poll. Fielded 
among a nationally representative sample of 

1,999 U.S adults, the newest research demonstrates 
how consumers’ perceptions are rapidly shifting as 

new developments emerge.
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MOST AMERICANS 
ARE STILL 
HESITANT TO GO 
MASKLESS 
INDOORS
Introduction:

Ahead of Memorial Day weekend, many states loosened mask wearing guidelines. 
We have been asking Americans how comfortable they are to shop indoors without 
a mask since the beginning of the pandemic and most say they are still hesitant to 
go without.


• While comfort levels are rising, only a little over one third (36%) are 
comfortable going shopping without a mask today (up from 25% on 
April 18th).


• Older people are more hesitant: Millennials and Gen X Americans are 
more willing to go maskless while shopping (44%, 43%) compared to 
Gen Z (17%) and Boomers (31%).


• What’s alarming is that those who will not get vaccinated are two times 
more likely to be comfortable to go shopping indoors without a mask 
(60%) compared to those who are already vaccinated (32%). This might 
explain why people are hesitant to go maskless, as the unvaccinated are 
most vulnerable to contracting and spreading COVID.


Implication:

Although this elusive milestone signals a turning point, Americans are wary; the 
new mask guidance relies on an honor system trusting people will be honest about 
their vaccination status, which boils down to one unanswered question - will 
people do the right thing?


https://www.npr.org/2021/05/19/997946077/even-with-the-no-mask-guidance-some-pockets-of-the-u-s-arent-ready-to-let-go?utm_campaign=The%20Insight%20COVID%20Tracker&utm_medium=email&_hsmi=2&_hsenc=p2ANqtz-9lHUaeEWCiAh95zSwcUfKIAGKIuY2TjA02-4beYJ6K9wQsTdydOfqVsaKgHFXSxGlZi8GN9kZAVnwzt6LnT2ZsiGuz2m4qC0K9glv3aZr__9suHX4&utm_content=2&utm_source=hs_email&t=1622622808751
https://www.nytimes.com/2021/05/16/world/cdc-director-unvaccinated-masks.html
https://www.nytimes.com/2021/05/16/world/cdc-director-unvaccinated-masks.html
https://www.yahoo.com/lifestyle/honor-system-cdc-masks-210502893.html
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“A GOOD YEAR 
FOR SCIENCE” 
IN BRAND 
REPUTATIONS: 
AXIOS-HARRIS 
POLL
Introduction:

Americans' trust in Moderna, Pfizer, Tesla, and SpaceX — some of the top-rated 
and most visible brands in the 2021 Axios-Harris Poll reputation ranking — show 
it's been "a good year for science," Harris Poll CEO John Gerzema said 
Wednesday at a virtual Axios event.


• "The extraordinary performance of pharma: we had Moderna on our list in 
the top 10 for the first time. We had Pfizer also in the top 10,” Gerzema 
noted in the virtual event. Moderna ranked 4th for Citizenship, while Pfizer 
ranked 3rd for Products & Services.


• He continues, "It was also a really good year for Elon Musk. Both his 
companies are in the top 10, both SpaceX and Tesla." SpaceX ranked 1st 
for Vision among the 100 companies - and 2nd in Growth.


• Ending on a high note: "I think pointing to that idea that as COVID started to 
begin to recede in America, we started to kind of maybe frame our attention 
and other places around imagination and wonder."


Implication:

The dual visibility of pharmaceutical companies developing COVID-19 vaccines 
and companies working to build spacecraft and electric cars suggest Americans 
are looking to a post-pandemic future.

https://www.axios.com/2021-axios-harris-poll-pfizer-moderna-tesla-803d71ce-0197-421d-9700-428f54e32d03.html
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HOW CLIMATE 
CHANGE IS 
IMPACTING 
MILLENNIALS’ 
MONEY DECISIONS: 
CNBC-HARRIS 
POLL
Introduction:

This week in our partnership series with CNBC “Middle-Aged Millennials,” we take 
a look at the effect climate change has on financial concerns for Older Millennials.


• Three in four Older Millennials (76%) think climate change poses a serious 
threat to society, which may not be surprising given that this group has 
witnessed one ecological disaster after another.


• Millennials sparked the boom of sustainable investing throughout the 
2010s, and now all generations want in. A report from investment research 
firm Morningstar found that 72% of Americans expressed at least a moderate 
interest in sustainable investing, and the preference didn’t change 
significantly between generations.


• About one third of Millennials often or exclusively use investments that 
take ESG factors (environment, social, governance) into account - 
compared to just 19% of Gen Z, 16% Gen X, and 2% of Boomers.


Implication:

“All investors within the next couple of years will be considering, at the bare 
minimum, climate risks in their portfolios,” says Harlin Singh, head of sustainable 
investments at Citi Private Bank. It’s “a trend that’s here to stay.”

https://www.cnbc.com/2021/05/28/how-climate-change-is-impacting-millennials-money-decisions.html
https://www.cnbc.com/2020/01/10/australia-urges-a-quarter-of-a-million-to-flee-as-winds-fan-massive-bushfires.html
https://www.cnbc.com/2021/05/21/millennials-spurred-growth-in-esg-investing-now-all-ages-are-on-board.html
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MOST AMERICANS 
WANT THEIR 
COMPANIES TO 
SPEAK OUT 
AGAINST SOCIAL 
INJUSTICE: 
PARADIGM-HARRIS 
POLL
Introduction:

One year after the death of George Floyd, a new survey from DEI strategy firm 
Paradigm and Harris Poll and shared with CNBC finds that many Americans are 
not only more aware of racial injustice in the U.S., but they also want to see their 
own company take action against it. Here is what we found:


• Seven in ten (69%) Americans believe racial injustice is a problem in the 
U.S. and 60% think racial injustice is a bigger problem now than they 
thought it was a year ago.


• Additionally, 68% said they believe you should be able to discuss racial 
justice issues at work, and 54% said they would even consider leaving an 
organization if it did not speak out directly against racial injustice.


• Nearly half (49%) say they witnessed or experienced racial bias or 
discrimination at their workplace in the last year and the majority (72%) of 
employed Americans want their employers to invest in creating/
supporting an inclusive work environment.


• This past week, President Biden memorialized the victims of the Tulsa 
Race Massacre - marking the 100th anniversary of one of the worst acts of 
racial violence in U.S. history.


• Tips for businesses when it comes to fostering healthy conversations 
about racial injustice at work: hold space for various emotions, be open to 
addressing bias and discrimination at your company, and don’t ignore the 
conversations because they’re “too hard”.


Implication:

“What we’ve seen is that following the murder of George Floyd and the protests 
and all of the kind of conversations that were happening, there was overall an 
increased level of consciousness of the ways in which racial injustice really 
permeate our society and our world,” social psychologist and Paradigm’s 
Managing Director Evelyn Carter says. 

https://www.paradigmiq.com/2021/05/19/nearly-7-in-10-americans-think-racial-injustice-is-problem-and-believe-they-should-be-able-to-talk-about-it-at-work/
https://www.cnbc.com/2021/05/25/54percent-of-americans-would-consider-leaving-a-company-if-it-didnt-speak-out-against-racial-injustice.html
https://www.nytimes.com/video/us/politics/100000007793147/biden-tulsa-massacre-anniversary.html
https://www.cnbc.com/2021/05/05/banning-political-discussions-at-work-isnt-that-simple-experts-say.html
https://www.cnbc.com/2021/05/05/banning-political-discussions-at-work-isnt-that-simple-experts-say.html
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COVID-19 BLEW UP 
EVERYONE’S 
PLANS — GUESS 
WHICH 
GENERATION IS 
PLANNING TO 
RETIRE EVEN 
EARLIER?: 
NORTHWESTERN 
MUTUAL-HARRIS 
POLL
Introduction:

The pandemic isn’t just prompting people to reschedule their weddings and other 
immediate events – it’s also causing many folks to rethink their retirement timeline, 
our new study with Northwestern Mutual finds. Yahoo Finance writes more:


• One in five (20%) U.S. adults plan to retire later than they expected due to 
the economic impact of COVID-19.


• But, more than one in ten (15%) of Millennials said they are inspired to 
retire early due to COVID, compared to just 8% of Gen Zers, 6% of Gen 
Xers, and 4% of Boomers.


• On the flipside, Gen Xers (25%) are the most likely to be postponing 
retirement because of the pandemic. Gen Z was close behind (20%), 
followed by Millennials (19%) and, lastly, Boomers at (14%).


• Millennials also lead the pack with the earliest average age at 61.3 years 
old. Boomers tack on an extra seven years on average, looking at 68.8 
years old.


• Before the pandemic struck, working folks cited lack of savings (42%) as 
their biggest obstacle. Now, as the pandemic rages on, people feel most 
blocked by the economy (49%).


Implication:

The feasibility of Millennials’ plans to retire early have frequently come under 
debate. There has been scrutiny over what mass early retirement would mean for 
the economy. Still, it adds up that an economic event deemed even more traumatic 
than the Great Recession would move Millennials to save even more aggressively 
in the hopes of retiring even earlier than previously planned.

https://finance.yahoo.com/news/covid-19-blew-everyone-plans-190020801.html


C O N TA C T

Global Chief Marketing Officer, EVP, MDC Partners


rjlinder@mdc-partners.com

RYAN LINDER

CONTACT

Questions?

CEO, The Harris Poll


jgerzema@harrisinsights.com

JOHN GERZEMA

mailto:rjlinder@mdc-partners.com
mailto:jgerzema@harrisinsights.com


KNOWLEDGE IS POWER


