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Methodology

• N = 1,012

• MOE = ± 3.08%

• Panel: General Population

• Collected: 08/27/20, 08/28/20

• N = 503

• MOE = ± 4.37%

• Panel: General Population

• Collected: 09/03/20, 09/04/20
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Panel composition
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39%

43%

17%

Urbanicity

Urban Suburban Rural

27%
23%

25%

26%
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39%

30%

31%

Generation

Millennial Gen X Boomer

45%
55%

Gender

Male Female



Insert breaker – COVID-19 – Hot Topics
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COVID-19 – Hot Topics

5



Only 43% of respondents are sure they’ll get a COVID vaccine when it becomes 
available.
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43%

21%

36%

44%

28% 27%

39%

21%

39%
45%

14%

40%

Yes No Unsure

Will get Coronavirus vaccine when available

All Millennial Gen X Boomer

Will you get a COVID vaccine if one becomes available?



Among those opposed to or unsure of the COVID vaccine, the majority (56%) are 
concerned about the safety of a vaccine developed so quickly.
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56%

25%

10% 8%

47%

28%

16%
9%

58%

24%

10% 8%

64%

23%

5% 8%

I’d be worried about the safety of a 
vaccine developed so quickly

I don’t believe an effective vaccine 
can be developed this quickly

I don’t believe in vaccines Other

Reasons for being against/unsure about Coronavirus vaccines

All Millennial Gen X Boomer

Which of the following best describes why you are against or 
unsure about a COVID vaccine?

Only 8% of those not willing to 
get a vaccine and 5% of the 

overall sample don’t believe in 
vaccines.



Of those planning to get the vaccine, 71% feel the government should make it 
mandatory.
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71%

29%

72%

28%

80%

20%

61%

39%

Yes No

Should the government require Coronavirus vaccines

All Millennial Gen X Boomer

Do you think the government should require everyone to get 
a COVID vaccine if one becomes available?



50% of respondents believe the FDA/CDC are or may be taking steps to slow the 
development of a COVID vaccine.
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23%

49%

27%30%

46%

24%24%

42%

35%

16%

60%

23%

Yes No Unsure

Think the FDA and CDC are deliberately taking steps to slow development of Coronavirus 
vaccine

All Millennial Gen X Boomer

Do you think the FDA or CDC is deliberately taking steps to 
slow the development of a COVID vaccine?



Of those 50% of respondents who believe the FDA and CDC are or may be deliberately 
taking steps to slow the development, 54% think that it is a good thing.
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54%

31%

15%

63%

24%

14%

54%

33%

13%

37%
41%

22%

A good thing A bad thing Unsure

Slow development of CV vaccine: good or bad?

All Millennial Gen X Boomer
Do you think it is a good thing or a bad thing that the FDA or 

CDC is deliberately taking steps to slow the development of a 
COVID vaccine?



Given lessons learned from protecting themselves from COVID, many people plan to 
continue the steps they’ve taken to protect themselves into the post-COVID world.
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80%

70%
66%

58% 57%
52%

80%

68%
63% 63%

53%
47%

79%
73%

64%
59% 59%

55%

82%

69% 70%

52%
58%

55%

Wash hands more
frequently

Use hand sanitizer Avoid crowded places Shop online Wear a mask Limit travel

Likely to take the following precautions to protect health once Coronavirus is brought under control

All Millennial Gen X Boomer
Once COVID-19 is brought under control, how likely is it that 

you’ll do the following things to protect yourself from another 
potential pandemic or more common problems like colds or 

the flu?



Despite the prevalence of COVID and concerns about it overlapping the flu season, only 
55% of respondents plan on getting a flu shot this year.
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55%
50%

55%

62%

Those who received or plan to get a flu shot this year

All Millennial Gen X Boomer

Have you received or do you plan to get a flu shot this year?



Among the 45% who don’t plan on getting a flu shot this year, the primary reasons are: a 
lack of confidence in the vaccine (45%), confidence in the protection they’ll receive 
from their Coronavirus precautions (33%) and a fear of needles (19%).
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45%

33%

19%
15%

12%

38%

29%

22%
16% 16%

49%

31%

23%

16%
13%

48%
43%

10% 11%

5%

I don’t think the flu vaccine 
works

I think the precautions I’m 
taking to avoid COVID will 

protect me from the flu

I don’t like needles I don’t have medical 
insurance that will cover the 

cost

I don’t believe in 
vaccinations of any kind

Reasons for not getting a flu shot this year

All Millennial Gen X Boomer

Why won’t you be getting a flu shot this year? Select all that 
apply.



In all, 46% of respondents feel that the collective protections society is taking to protect 
against COVID will result in a milder flu season.
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46% 48%
45% 45%

Those that believe the precautions taken to protect from the Coronavirus will result in a 
milder flu season

All Millennial Gen X Boomer
How likely do you think it is that the precautions we’re taking 

to protect ourselves from COVID-19 will result in a much 
milder flu season this winter?



Election Impact on Media Consumption
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Social media (74%) and streaming services have surpassed broadcast and cable TV in 
popularity among all but Boomers, who continue to utilize traditional media formats.
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74%

63% 61%

40%

30%

20%

82%

74%

46%

37%

27% 26%

78%

66%
62%

39%

31%

22%

59%

47%

80%

45%

33%

11%

Social media Streaming services Broadcast/cable TV Newspapers Magazines Blogs/Forums

Media use

All Millennial Gen X Boomer

Which of the following media do you use? Select all that 
apply.



Facebook remains the most popular social media platform (79%), but one-third or more 
of GenXers and Millennials are using Instagram, Twitter, Pinterest and Snapchat.
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79%

47%

37%
32%

29%

21% 19%
15%

73%

61%

42%

35%
38%

24%
26%

17%

83%

50%
46%

37%
35%

31%

23% 22%

83%

18% 18%
21%

5% 4% 2% 2%

Facebook Instagram Twitter Pinterest Snapchat LinkedIn TikTok WeChat

Frequency of using social media platforms

All Millennial Gen X Boomer

How frequently do you use the following social media?



38% of respondents expect their media consumption to change as a result of the desire 
to pursue election news and/or opinions.
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38%

48%

41%

25%

Those who expect time spent on media to change due to result election news/opinions

All Millennial Gen X Boomer
Do you expect the amount of time you spend on various 
media to change as a result of all the election news and 

opinions?



The expected increase in 
consumption is significantly higher 
among men (48%) than among 

women (30%).
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38%

30%

48%

Those who expect time spent on 
media to increase due to result 

election news/opinions

All Female Male
Do you expect the amount of time you spend on various 
media to change as a result of all the election news and 

opinions?



All media types will benefit from increased consumption. Newspapers will increase 
among 58% and broadcast and cable TV will increase among 57%.
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58% 57% 57% 56%
54%

50%

66%
62%

60% 61% 59%

54%55%

63% 63% 62% 63%

54%

47%
45%

11%

31%

27%
29%

Newspapers Broadcast/cable TV Blogs/Forums Social media Magazines Streaming services

Those who expect to increase the use of media due to result election news/opinions:

All Millennial Gen X Boomer

How do you think your use of the following media will change 
as a result of all the election news and opinions?



Not only are men more likely than women to be increasing their total media 
consumption as a result of the elections, they’re significantly more likely to increase 
consumption across all platforms.
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58% 57% 57% 56%
54%

50%
47%

43%

35%
41%

38% 38%

66%
69% 69% 67%

64%
59%

Newspapers Broadcast/cable TV Blogs/Forums Social media Magazines Streaming services

Those who expect to increase the use of media due to result election news/opinions:

All Female Male

How do you think your use of the following media will change 
as a result of all the election news and opinions?



While the elections are driving an increase in media consumption, it is clearly not a desire 
to see political advertising. Only 25% of respondents feel they add value in helping them 
understand candidates’ views.
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28%
25% 24% 23%23%

33%

22% 23%
26%

29%
25%

20%

38%

10%

26% 26%

I distrust most political advertising
because so much of it distorts the

truth

I like that it helps me understand the 
candidate’s views on key issues

I ignore it whenever possible I generally dislike the negative tone
of most political advertising

Opinion on political advertising

All Millennial Gen X Boomer

Which of the following best describes your opinion of political 
advertising?



Opinion of Brand Stance 
on Social and Political Issues
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The question of whether companies should take a stand on political and/or social issues 
is a contentious one, with the population split almost evenly. 48% feel brands should 
weigh in while 52% think not.
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52%

42%

52%

63%

Those who think companies/products should not take stand on political issues

All Millennial Gen X Boomer

Do you think companies or products should take a stand on 
social or political issues?



Men (58%) are much more likely to want brands to take a stand than women (40%).
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48%

40%

58%

Those who think companies/products should take stand on political issues

All Female Male

Do you think companies or products should take a stand on 
social or political issues?



Despite 52% feeling brands should not take a stand on issues, only 37% feel that they’re 
no more likely to buy a product that adopts a position with which they agree.
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37%

28%

21%

14%

26%
30% 28%

16%

38%

26%

17% 18%

50%

27%

14%
8%

No more likely A little more likely Somewhat more likely Much more likely

More likely to buy product because it took a political stand with what you agree

All Millennial Gen X Boomer
How much more likely would you be to buy a product 

because it took a stand on a social or political issue with 
which you agreed?



Men are much more likely than women to support brands that express a position with 
which they agree. 
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37%

28%

21%

14%

45%

29%

16%
11%

28% 27% 26%

19%

No more likely A little more likely Somewhat more likely Much more likely

More likely to buy product because it took a political stand with what you agree

All Female Male
How much more likely would you be to buy a product 

because it took a stand on a social or political issue with 
which you agreed?



The downside of adopting a position with which consumers disagree outweighs the 
upside. 
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29% 27%

21%
23%25%

31%
25%

19%

31%
27%

19%
23%

31%

24%

17%

29%

No less likely A little less likely Somewhat less likely Much less likely

Less likely to buy product because it took a political stand with what you disagree

All Millennial Gen X Boomer
How much less likely would you be to buy a product because 

it took a stand on a social or political issue with which you 
disagreed?

44% are somewhat or much less 
likely to buy from a brand with 

which they disagree as 
compared to the 35% who are 
more likely to support a brand 

with which they agree.



Summary

COVID-19 and its potential impact on the coming elections continue to dominate the news.

• Only 43% of respondents are sure they’ll get a COVID vaccine when it becomes available.

• Among those opposed to or unsure of the COVID vaccine, the majority (56%) are concerned about the safety of a 
vaccine developed so quickly.

• Of those planning to get the vaccine, 71% feel the government should make it mandatory.

• 50% of respondents believe the FDA/CDC are or may be taking steps to slow the development of a COVID vaccine.

• Of those 50% of respondents who believe the FDA and CDC are or may be deliberately taking steps to slow the 
development, 54% think that it is a good thing.

• Given the lessons learned from protecting themselves from COVID, many people plan to carry the steps they’ve taken to 
protect themselves into the post-COVID world.

• 66% say they will avoid crowded places, and 58% will shop online more frequently than pre-COVID.
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Summary - Continued

Despite the prevalence of COVID and concerns about it overlapping the flu season, only 55% of respondents plan on getting a 
flu shot this year.

• Among the 45% who don’t plan on getting a flu shot this year, the primary reasons are: a lack of confidence in the 
vaccine (45%), confidence in the protection they get from their Coronavirus precautions (33%), and a fear of needles 
(19%).

• 46% of respondents feel that the collective protections society is taking to protect against COVID will result in a milder flu 
season.

Given the contentiousness of election politics, it’s not surprising that it will impact the media consumption habits of 38% of 
respondents.

• The anticipated change in consumption is significantly higher among men (48%) than among women (30%).

• Social media (74%) and streaming services have surpassed broadcast and cable TV in popularity among all but the 80% 
of Boomers who utilize traditional media formats.

• Facebook remains the most popular social media platform (79%), but one-third or more of GenXers and Millennials are 
using Instagram, Twitter, Pinterest and Snapchat.
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Summary - Continued

All media types will benefit from increased consumption, most notably newspapers, with 58% of those increasing their media 
using them more and broadcast and cable TV with 57% using them more.

• Across all platforms, the increase among men will be significantly greater than the increase among women.

The increase in media consumption is not being driven by the appeal of political advertising.

• Only 25% of respondents feel political ads help them understand candidates’ views on key issues.

• More people distrust the advertising (28%), and nearly as many (24%) ignore it.

Despite 52% of respondents feeling brands should not take a stand on issues, only 37% feel that they’re no more likely to buy a 
product that adopts a position with which they agree.

• Men are much more likely than women to support brands that express a position with which they agree. 

The downside of adopting a position with which consumers disagree outweighs the upside.  

• 44% are somewhat or much less likely to buy from a brand with which they disagree as compared to the 35% who are 
more likely to support a brand with which they agree.
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