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MDC and The Harris Poll have partnered to conduct research regarding the impact of the COVID-19 pandemic on
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 next several weeks.

We hope this information proves useful to you and your team as you pivot in real time. We are sending our very
best wishes to you during this time.

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 4 INTRODUCTION

The following research was conducted between
by The Harris Poll on the coronavirus
outbreak. 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:

AMERICA
WELCOMES
STIMULUS

America supports stimulus, but split on economic recovery;
personal checks to individuals and families

As we move into our new normal where three in four Americans are on stay at
home orders, approvals are strong for how the federal government (61%), local
government (76%) and state government (75%) have handled coronavirus. As
reported in our latest , The President’s approval rating
is rising at 48% and his favorability rating is now 43%; Governor Cuomo is at
45%. For more see

Of course, two trillion dollars seems like welcome relief: Americans
overwhelmingly support the stimulus bill (85%) especially older adults who have
been through a New Deal or two (91% of 65+ vs. 79% of 18-34). But Americans
are split on whether it will shorten the time it takes for the U.S. economy to
recover (yes: 51% vs. no: 49%).

Of course, the personal economy is what matters and nearly three quarters
(72%) of Americans expect to receive money, which is highest among middle
income HH’s of $50-$75k (84%) vs. lower income HH'’s (less than $50K) and

higher income HH’s of $75k+ (70% respectively). But counting on this to inject life
(59%) plan to pay their bills with the economic relief, especially parents (65%)
and those making under $75K (63%).

As for whether it will be enough money, Americans are split. Of the up to $1,200
for individuals and $2,400 for families, almost half say this is not enough (46%);
exactly equal to those who say it is just the right amount. But with the surge of
3.3 million jobless claims last week, a majority think the amount allocated for
unemployment benefits (an additional $600 per wk. for 4 mos.) is just right (56%)
vs. not enough (29%) or too much (15%), while a refund for businesses that
continue to pay idle workers (up to $5,000 per employee) is just right (59%), not
enough (30%) and too much (11%).

Americans are generally more satisfied with the $150 billion for state and local
governments with those saying just right (51%) vs. not enough (30%) or too
much (19%). Also, Americans feel the $500 billion in loans to struggling industries
is just right (58%) vs. not enough (19%), but almost a quarter (23%) feel it is too
much. And of the $100 billion grant for hospitals, those saying “not

enough” (43%) nearly match those who say “just right” (49%).

Finally, as the virus spreads to new hotspots like Detroit, Miami and New
Orleans, two-thirds of Americans (67%) feel that states are being forced to
compete against each other to acquire limited resources (Democrats 76% vs.
Republicans 57%), yet only a slight majority (56%) say the hardest hit states with
the most cases of C-19 should be first in line to get aid, while more than 4 in 10
(44%) say “The government stimulus package should be divided equally.”

Correlation vs. Causation - With the personal economy mattering most,
marketers should evaluate which C-19 macroeconomic variables are impacting
business and marketing initiatives. Take advantage of the data available in the
Harris Report to uncover and understand which trends are impacting your
consumers behavior.
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https://protect-us.mimecast.com/s/YArnCXD7wWi3XA2tVJC63?domain=mcusercontent.com
https://protect-us.mimecast.com/s/HgYSCYEQx8cPLYMc9vuN-?domain=video.foxbusiness.com
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And our national fear is extending to job security where just over half (56%) of
Americans fear they will lose their job due to C-19, which is especially high
among Gen Z/Millennials ages 18-34 (66%), as well as adults with children in the

N O F LATT E N I N G household (64%) and adults in lower income households (63% among HHI
<$50K). This suggests a ‘barbell’ effect where income may be bifurcated, but the
fear is not.

: I I H E I E A R Our data also shows that fears of global recession have become a reality

signaling anxieties around income insecurity: over 8 in 10 Americans (84%) say
C U RV E E I T H E R we are already in a global recession right now due to the coronavirus and 4 in 10

think their income will be lower this year (39%). This is especially high among
Nearly 7 in 10 say “l think the amount of fear is sensible” women (42%) who already face a gender pay gap.

(up from 46% on March 14)
As employees struggle to grapple with this new normal, employer action to

support workers through new policies has become stagnant.

Q14 What actions and/or policies has
This was the week C-19 became a clear, present and personal danger; the your employer instituted to address the Wi w2
number of Americans who fear they could die increased 16 percentage points coronavirus outbreak (COVID-19)?
from March 14. Despite actual statistics, which have U.S. mortality odds at
approximately under 1.4%, still 4 in 10 (43%) surveyed fear they could die, up

from 27%. And while American concern and fear about C-19 is sky high,

Increased paid sick leave

. , , , L , Offered to cover out of pocket healthcare
Americans are swiftly upping their predictions: last week the public expected less ' costs for preventative care (e.g., C19 129,

than 1,000 deaths (24%), but this week more than a third of Americans (34%) - testing, PCP visits, etc.)

expect between 2,000 and 5,000 deaths. _— Offered 3rd party services/resources to
promote well-being and adjustment amid 10%

How many Americans do you think will be lost to coronavirus? the outbreak

Wave 3

:;t (3\//\2;\'/2/ 23) The fear of lasting impacts from C-19 is hitting all aspects of American
(3/28-3/30) livelihoods. While using emotional marketing to establish connections with your
2-5K consumers, leading with fear may lead to unforeseen challenges.

5-10k Explore how your brand or product(s) can help to overcome the “fear of the

10k+ unknown,” as opposed to inciting it during this complicated time.

© The Harris Poll Copyright
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AS IT TURNS OUT,
PANDEMICS BEAT
PRIVACY

Americans are willing to be tracked to help stop the spread of COVID-19;
tech rep is rising

As new models are released from The White House showing the future
aggressive course of the disease, Americans want policies to cease mobility and
containment even at the expense of sacrificing their personal privacy. The
majority of Americans (60%) would support government and public health officials
having access to anonymous mobile location data so they can monitor which
areas are practicing social distancing while (71%) would be willing to share their
mobile data location so that they can be alerted if they were to enter an area that
posed a health risk.

Furthermore, a strong majority of Americans (84%) would support a required
health screening before someone could be allowed to enter certain crowded
public spaces and (77%) in businesses like restaurants, offices and cinemas.
Americans ages 35+ are more likely than Americans ages 18-34 to support
required health screenings (86% vs. 78%), as well as parents but interestingly,
across these questions largely both the left and right are united. Here the
numbers really jump when the word ‘government’ is removed, suggesting that
businesses are given a welcome invitation to protect the public health by

accessing people’s data.

But perhaps the most interesting data point on privacy is how the reputation of
the tech industry has risen during the pandemic. As you can see in this chart,
almost four in ten people (37%) now have a favorable view of big tech, equal
almost to that of restaurants and retail, and rose only two percentage points less
than healthcare.

Feel More Positive Towards Industry Since Start of Coronavirus Pandemic

Wave 3 (3/21-3/23) Wave 4 (3/28-3/30)

Healthcare
Retall
Restaurants

Technology

175 52.5 /0

This is a stark reversal from our , which found that
data privacy was the number one social issue Americans felt needed to be solved
by business (69%) and approval of business in solving it was at 17%. The
techlash has become the healthlash and we’ll see if this goodwill lasts. Often,
Americans are given to sacrifice in a crisis and at this moment a little data
tracking seems to be in everyone’s self-interest.

With the major shifts on privacy concerns and tech reputations, marketing and
technology teams should proactively discuss how their privacy strategies may
shift both during and after C-19.

© The Harris Poll Copyright



https://protect-us.mimecast.com/s/thYkC2kgrMUApr1CMPpd1?domain=theharrispoll.com/
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SMALL
BUSINESSES ARE
UNDER SIEGE

Almost 40% of small businesses could be out of business within a month

We released a special Harris Poll Report on the state of

today and the news is not good for a key engine in our economy: almost
three quarters (71%) say revenue is down since the start of the pandemic; 28%
say down by more than 50%.

And while 83% say they are confident their business can last two weeks under
current conditions, those numbers drop to 75% in one month and 58% in three
months. Also keep in mind that in our survey, half of all small businesses say that
at least one other small business depends on them.

But with the President’s extension of stay at home orders to April 30th, this means
potentially 25% of American small businesses will be out of business; add
potentially 50% to those who depend on them (13%) and that’s more than one-
third (38%) or 11 million American small business employing over 21 million
Americans (*using data below); that’s before you factor in the community impact,
local commercial real estate, etc.

As you’ve seen appeals from our local businesses for help such as this idea from
our neighborhood restaurant offering Frevo bonds (where diners buy $100 bonds
that cost only $80 giving the restaurants cash flow now), two-thirds of small
business owners (67%) feel responsibility to their community and (60%) feel
supported by their community

our neighborhood restaurant offering Frevo bonds (where diners buy $100 bonds
that cost only $80 giving the restaurants cash flow now), two-thirds of small
business owners (67%) feel responsibility to their community and (60%) feel
supported by their community

The stimulus will help, but a large swath of American small business is on
precarious ground and likely the first casualty in an extended stay at home order.
Here is a

*There are 28.8 million small businesses in the United States, according to
the U.S. Small Business Administration, and they have 56.8 million employees;
and over 99% of America's 28.7 million firms are small businesses (JP Morgan).

With the potential of 40% of small businesses going under in the next 30 days,
marketers should examine the role small business play in both their business and
marketing strategies. There will be unforeseen and radiating impacts.

© The Harris Poll Copyright



https://protect-us.mimecast.com/s/icdfC31jvNUVp3qTYhokT?domain=theharrispoll.com/
https://protect-us.mimecast.com/s/icdfC31jvNUVp3qTYhokT?domain=theharrispoll.com/
https://protect-us.mimecast.com/s/T-5lC4xkwOUGBPgSNUXJY?domain=theharrispoll.com
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A LOOK OUT OF
THE FOXHOLE TO
‘REVENGE
SPENDING’

It’s not all bad; some green shoots in pent-up demand are appearing

The effects of national social distancing and stay home orders have decimated
travel and hospitality. On March 28th, the TSA screened 184,027 passengers at
U.S. airports, compared with over 2.17 million passengers screened on the same
weekday one year earlier. But as the President extends social distancing to April
30, there is a potential hidden indicator of optimism, something we call

, or the point at which hotel occupancy signals a flattening of the
‘fear curve’ and we intend to return to (somewhat) normal behaviors.

Americans predict it will take an average of 6.6 months for things to return back
to normal, and as our Harris Poll shows in , they are cautiously setting
limits on when they will resume travel. But, we are starting to see pent-up
demand growing during this lull, a quarter of all Americans (24%) are looking
forward to traveling once things return to normal and business reopen.

And, as our Harris Poll shows in Forbes, in the first month most of us (63%) are
willing to resume routine activity like going into the office; then (43%) to
restaurants and (69%) in three months. But interestingly, one fifth of Americans
(21%) say they will stay in a hotel within a month and (44% combined) within
three months. By six months, (65%) say they’ll visit a hotel.

Within three months, the fear differential of eating out vs. staying in a hotel
narrows. Second, getting to a hotel requires flying, rental cars, etc. Third, warmer
months, coupled with leisure travel and ‘revenge spending’ to account for
sacrifice and cabin fever could drive us back out there. And finally, extended
shelter in place should only amplify these feelings when it’s safe to leave home.
Look, it’s terrible on all counts. But watch hotel bookings to see when Americans
think we’re through the worst of the pandemic.

And as Americans look to the future, they’re making a commitment to prepare by
saving for another crisis; nearly 6 in 10 Americans (59%) say that once things
return to normal and businesses reopen they would keep more money in savings
to prepare for something like this in the future, and around a third of Americans
(32%) would stockpile non-perishable foods.

Future marketing plans should include strategies around pent-up demand, as
well as for cycles of consumer volatility. Plans should take consumer
demographics into consideration. Strategies will vary for millennials and baby
boomers.

© The Harris Poll Copyright
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Young adults and parents have also increased their use of social media (60%),
news apps (47% of Gen Z/Millennials and 50% of 35-49 vs. 41% of gen pop),
virtual meetings (44% of Gen Z/Millennials vs. 26% 50-64 and 31% of all adults),

‘ V 1 9 music apps (53% of Gen Z/Millennials vs 34% of gen pop), gaming (56% of Gen

Z/Millennials vs 41% of gen pop and 53% of parents/kids). Finally, 36% of

parents report increased usage of wellness apps — more than double that of
M A R K ETI N G - (19%) of adults without children. Try conducting a zoom call with three kids on
- your lap and you’ll understand why this is happening.
D O M O R E , While consumers will return to most normal behaviors, marketers should plan
around newly changed behaviors. There may have never been a better time for
SAY L E S S product innovation. Don’t say it... do it!

Americans show signs of corona ad fatigue; want to see actions not words

You can’t turn on the television without seeing one, but opinions towards
marketers who promote advertisements related to C-19 are mixed. While 4 in 10
(41%) say it’s a good thing, a third (34%) say marketers should only advertise if
they’ve taken action to address C-19, and a quarter of Americans say marketers
are just doing it for publicity and most of them feel contrived/forced. Also consider
the pandora’s box of further scrutiny if employees have been furloughed, lacking
health insurance or protesting their ‘essentialness’ as have
seen. Calculate the risk/reward here because 44% of Americans say they rarely/
sometimes engage with C-19 ads they see and 40% never engage at all.

Americans are, however, increasing consumption across all channels. In our
survey (57%) are watching more broadcast TV; (56%) using their smartphone
more (especially 70% of Gen Z/Millennials vs 34% of 65+) and (50%) are
streaming more TV (67% of Gen Z/Millennials vs 26% of 65+) and a third (35%)
are reading more books.

© The Harris Poll Copyright
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THE MODERN-
DAY ROSIE
RIVETER:
AMERICANS
AND PUBLIC

ACCOUNTABILITY

Americans are doing more now than last week to support their
communities

Much has been discussed about the role of civic responsibility and the
overwhelming majority of Americans (90%) have taken steps to make sure they
leave their residence as little as possible, up from 76% last week. In fact, 90% of
Americans feel that the most patriotic thing we can do for our country right now is
to make a national sacrifice to stay home for the welfare of others. Other
measures Americans are willing take in order to help America through the
coronavirus outbreak include 4 in 10 who would donate some of their stimulus
economic relief to hospitals; 89% say they will stop hoarding items like toilet

paper and cleaning products, 88% say they will quarantine indoors and stop
traveling domestically. Even 72% are willing to accept a rations program for
certain goods.

This patriotism also goes local: just over half of Americans (51%) say they have
checked in with someone they hadn’t reached out to in a while, a 7-point increase
since last week. Also, nearly one-third of Americans (31%) have purchased
something from a small business as a sign of support, up from 26% last week.
And overall, around a quarter of Americans have helped an at-risk friend or
neighbor with errands (23%), a 4-point increase from last week.

How are we coping in week three? Virtual gatherings, daily walks and setting
routine breaks are on the rise for activities Americans are using to cope with
social distancing. Overall, around a quarter of Americans have had a “virtual
gathering” with friends (27%), a 7-point increase from last week. Americans ages
18-34 are more likely than older Americans to have had a virtual “gathering” (40%
vS. 29% 35-49; 20% 50-64; 14% 65+) and nearly half of Americans (47%) are
virtually connecting with friends and family to cope with social distancing, an
increase of 8 points.

And just over 2 in 5 Americans (41%) are going for daily walks to cope with social
distancing - an increase of 5 percentage points since last week, while nearly a
quarter of Americans (24%) are setting routine breaks in the workday - a 5-point
increase since last week

Americans are equating C-19 responsibility with patriotism and are "all in" to
flatten the curve. Does your brand have a potential role to play in supporting local
communities and/or patriotism?

© The Harris Poll Copyright




CONTACT

Questions?

RYAN LINDER

Global Chief Marketing Officer, EVP
rijlinder@mdc-partners.com

612.386.1748
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