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W H O  W E  A R E

Stagwell 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 Stagwell Family  
Global Chief Marketing Officer, EVP
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The following research was conducted between 
April 8 - 10, 2022 by The Harris Poll. Fielded among 

a nationally representative sample of 2,121 U.S. 
adults, the newest research demonstrates how 

consumers’ perceptions are rapidly shifting as new 
developments emerge.
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Topic:

INFLATION IS 
RECASTING 
AMERICANS’ 
RELATIONSHIP 
WITH MONEY – AND 
EACH OTHER: 
BLOOMBERG-
HARRIS POLL
Introduction:
In our latest survey in partnership with Bloomberg, we found that (84%) of 
Americans plan to cut back spending as a result of price spikes. It’s also changing 
consumer behaviors in some unexpected ways:  

• More than 7 in 10 report feeling the effects of inflation the most in gas prices 
and groceries, which isn’t surprising given that consumer price index data 
shows gas prices surged (48%) and food rose (8.8%) from a year earlier.

• Timing is split, however: (58%) of parents would vaccinate their young 

• Inflation may be the new excuse for skipping plans: Nearly half (47%) of 
Americans are using rising prices as an excuse to not buy or do 
something even when price wasn’t an issue (52%), and (51%) of high-
income households say they have done so (v. 44% of low-income 
households).

• Other surprises? Pets are ranking higher than humans as while (71%) say 
they are likely to sacrifice the quality and quantity of spending on goods for 
themselves and/or their spouses or partners (56%), only (48%) would cut 
back on spending for their animals.

Implication:
While over half of Americans do report some upsides to inflation – cutting back on 
impulse purchases, increased pay, and debts are easier to pay off – that doesn’t 
make their outlook any brighter. Only a quarter say they see inflation ending this 
year, while nearly a third expect it to last into 2023 and a fifth indefinitely.

Section:

https://www.bloomberg.com/news/articles/2022-04-12/how-high-is-inflation-most-americans-cut-back-spending-on-gas-food-sports
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Topic:

MOST AMERICANS 
WOULD GET A 
COVID BOOSTER 
SHOT IF 
RECOMMENDED: 
STAT-HARRIS POLL
Introduction:
As the FDA panel weighs the ongoing use of booster shots for COVID, our latest 
survey with STAT finds that 6 in 10 Americans have already decided they will get 
another booster if it’s recommended for them. 

• So, who’s getting the shot? Not surprisingly, (73%) of Baby Boomers and 
more than two-thirds of Democrats plan to get a booster, if recommended, 
compared with (48%) of Gen Zers and just over half of Republicans. 

• Additionally, (73%) of Asian individuals and (65%) of white respondents are 
likely to receive a second booster, with Black and Hispanic individuals are a 
bit more hesitant (54%, 43%, respectively).

• However, just under one-quarter of adults indicated they will only receive a 
second booster shot if a new variant arises or there is a surge in COVID 
cases in their area, and (18%) have no plans to get a booster at all.

• Getting back to their lives: Among those surveyed, (62%) said they are 
running errands or shopping without wearing a mask, (57%) are eating at 
restaurants unmasked, and (51%) are going to work without wearing a mask. 

Implication:
Our polling is feeding into a larger national discussion about the ability to create a 
public health policy around regular booster shots for COVID, and the data 
underscores some of the challenges that policymakers may face since the booster 
shots have proved divisive among different groups.

Section:

https://www.statnews.com/pharmalot/2022/04/06/covid19-vaccine-mask-booster-harris-poll/?utm_campaign=pharmalittle&utm_medium=email&_hsmi=209176248&_hsenc=p2ANqtz-_ckSFtrHfjjdVG3UD8HwJtO4aIjRp858insvAj0LPe74x_r5dG7K-FUB7s16NQL3NZAl8cGnN3yisSJenEKZ-Kfit4qQ&utm_content=209176248&utm_source=hs_email
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Topic:

AMERICANS 
AREN’T READY 
FOR THE MASK 
MANDATE FOR AIR 
TRAVEL TO END: 
FORBES-HARRIS 
POLL
Introduction:
In less than a week, the federal mask mandate for public transportation is due to 
expire, but our latest survey with Forbes indicates that the majority of Americans 
are still not quite ready to see it go. 

• Most Americans (60%) support extending the mask mandate, and a third 
(32%) say they “strongly support” the Administration in extending the 
mandate (v. strongly oppose: 19%).

• Vaccinated Americans were more likely to support an extension (62%) 
compared to their unvaccinated peers (50%). 

• The partisan differences are telling: Among Democrats, (70%) support 
keeping the mandate in place compared to only (50%) of Republicans. 

• Currently, a quarter of Americans (26%) aren’t comfortable flying given the 
COVID pandemic, and time will tell if that number increases if and when the 
mandate expires. 

Implication:
Though masks may not be as common as they once were in America, passengers 
are likely to seek the safety and security of mask wearing while in such close 
proximity to other passengers for the foreseeable future.

Section:

https://www.forbes.com/sites/suzannerowankelleher/2022/04/06/survey-6-out-of-10-americans-want-mask-mandate/?sh=9d0304d7d318
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Topic:

WITH INFLATION AT 
A 40-YEAR HIGH, 
WHO FEELS 
BETTER OFF 
TODAY? FORTUNE-
HARRIS POLL
Introduction:
Overall, inflation is reducing living standards based on our new survey and 
featured in Fortune, as only a third of those whose income rose in the past year 
had their pay match or surpass inflation.

• What does that mean? Two-thirds of households – people whose raises 
lagged rising prices, whose incomes didn’t budge, or actually fell – are now 
worse off financially than they were in 2021. 

• Wealthy households and college students are doing the best as two-
thirds of both say their household income is higher today than it was a year 
ago, and half have boosted their savings over the past five years.

• At the other end of the income spectrum, things are rockier since 4 in 10 
households with annual incomes of less than $50,000 say they cannot 
afford essentials like food and housing, two-thirds haven’t been able to put 
money into savings or investments, and (60%) don’t have enough savings to 
cover an emergency. 

• A bright spot: A third of household heads with a high school education or 
less say their earnings rose faster or kept up with inflation over the past year, 
and for those in the $10,000-to-$49,900 income bracket, the share jumps to 
(41%). 

Implication:
“Vulnerable households have been able to defy inflation, but what’s surprising is 
that the less fortunate and the more fortunate feel they are coping almost equally 
with the worst bout of inflation in 40 years,” according to Harris Poll CEO, Will 
Johnson.

Section:

https://fortune.com/2022/04/07/inflation-high-who-feels-better-off-workers-prices-us-economy-income-great-resignation-will-johnson/
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Section: Implication:
Other brands can look to Clorox to better understand how to communicate their 
value and actively guide consumers through difficult times, whether that is inflation, 
war, sickness, or political turmoil at-home or abroad.

Topic:

CLOROX CASE 
STUDY – SUCCESS 
THROUGH 
HARDSHIP: HARRIS 
BRAND PLATFORM
Introduction:
Using Harris Brand Platform, we look at the impact of Clorox’s response to the 
COVID pandemic on their brand equity and explore how a long-standing American 
brand found success by supporting consumers through the country’s most difficult 
times. 

• Throughout COVID, Clorox released instructional cleaning videos, and 
increased production, to help Americans during unprecedented lockdowns 
and uncertainty. 

• From Q4 2020 to Q1 2021 the company increased production of Clorox 
wipes from 1 million to 1.5 million canisters every day.

• From Q1 2020 to Q1 2022, Clorox’s brand momentum (+7.7) and 
perceived product quality (+5.1) significantly increased.

• From 2020 to 2022, the brand’s sales conversion funnel grew across 
almost all phases of the consumer journey, especially recommended (+7.8). 

• Several positive brand emotional attributes increased during the two years of 
COVID, especially “Good Value” (+4.6), “Dependable” (+2.1), and 
Trustworthy (+2.0).

• Throwback: The Clorox Company took the top spot in our 2020 Axios Harris 
Poll 100.

https://theharrispoll.com/briefs/clorox-case-study/
https://www.axios.com/axios-harris-poll-corporate-reputations-2020-7fe2c572-ba60-4897-b470-0a60ec96fb9e.html
https://www.axios.com/axios-harris-poll-corporate-reputations-2020-7fe2c572-ba60-4897-b470-0a60ec96fb9e.html


C O N TA C T

Global Chief Marketing Officer, EVP, Stagwell

ryan.linder@stagwellglobal.com

RYAN LINDER

CONTACT

Questions?

CEO, The Harris Poll

jgerzema@harrisinsights.com

JOHN GERZEMA

mailto:ryan.linder@stagwellglobal.com
mailto:jgerzema@harrisinsights.com


KNOWLEDGE IS POWER


