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Overview and Methodology

The COVID-19 pandemic has drastically changed life in the United States. 

The MRI-Simmons COVID-19 tracking study monitors how and why 

consumer behaviors are changing as the pandemic progresses, as well as 

current attitudes and future intentions. 

This report reflects the fourth wave of our COVID-19 research in which we 

explore consumers’:

• Attitudes & expectations of COVID-19’s impact and duration

• Opinions on re-opening and safety protocols

• Shifting attitudes about safety protocols

• Looking ahead: expectations about post-COVID behaviors

• Holiday plans: celebrations, spending, and travel

• Retail channels for top holiday categories

• Vaccinations and virus testing 

• Attitudes and actions around political and social issues

• A note on cannabis usage during the pandemic from MRI-Simmons 2020 
Cannabis Study

Methodology

• Data collected online between 
September 15th and September 
29th, 2020

• 4,854 nationally representative 
completes among adults age 18+

• Final data was weighted and 
projected to the US population 
for tabulation and fused to MRI-
Simmons 25K national datasets for 
deeper profiling. Additional details 
available upon request.
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Impatience is growing for life to “bounce back” to normal
Underlying temperaments are not changing, but behavioral expectations ebb and flow as COVID drags on

Q3a: Which of the following best describes you as a result of COVID-19? 
Q3b: Which of the following best describes what your behavior is likely to be as a result of COVID-19? 

SINCE JULY

Behavior most likely to Identify 
with after COVID-19 Passes

Live and Learn – I will be a lot more 
cautious in what I do and how I do it

66%

Bounce-Back – I will go right 
back to living the way I did

34%

-5 points
SINCE JULY

+11 points
SINCE APRIL

Though men 
continue to account 
for the majority of 
Bounce Backs, 
women alone are 
responsible for this 
segment’s growth 
since July – up 9 
percentage points 
from 21% to 30%.

Personality Attitude most likely to 
Identify with after COVID-19 Passes

Nervous – My world is forever 
altered and I feel uneasy

36%

Accepting – I believe in fate; 
whatever is meant to be will be

64%

- 4 points

+ 4 points
SINCE JULY

SINCE APRIL

+ 1 points

SINCE APRIL

- 1 points

+5 points
SINCE JULY

-11 points
SINCE APRIL
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Up from 43% in May, now 61% of Americans expect COVID-19 to 
last up to a year or longer

4Q15. How much longer do you think the COVID-19 pandemic will last in the USA? 2-3 months, 4-5 months, 6 months, up to a year, longer than a year. NOTE: In the May wave, <2 weeks and 3-4 weeks were additional options.

Gen Z’s expectations 
have shifted most 
dramatically since 
May; up from 30% in 
May, now half (50%) 
anticipate the crisis 
will stretch out a 
year or longer

Even optimistic 
Bounce Backs are 
stretching out their 
COVID timelines; 
the 37% who think it 
will last a year or 
more have doubled 
since May

How much longer do you think COVID-19 will last?

Total Bounce Back Live & Learn Gen ZNervous



22%
28%

37%

48%49%

20%22%

32%

43%42%

Wearing a face mask in public
should not be required because
no one has the right to tell me

what to do

Forcing people to social
distance is an overreaction

Forcing people to stay at
home is an overreaction

I think businesses should
continue to re-open even at the

risk of health/lives

Social distancing makes me
depressed

Slightly more Americans see COVID safety protocols as 
less necessary compared to mid-summer

5Q14. How much do you agree or disagree with the following statements about how you might feel during this crisis and after?
Q14b: How much do you agree or disagree with the following statements about society and COVID-19?

Shifting Attitudes on COVID Restrictions/Protocols
(% agree strongly/somewhat)

Millennials (56%) 
and Parents (55%) 
and are more likely 
to be depressed by 
social distancing

+7 points +5 points

+5 points

+6 points
+2 points

Most Trump supporters (71%) & Bounce Backs 
(66%) want businesses to re-open, and over half of 
each group feels forcing people to stay home is an 
overreaction Millennials (36%) 

and Parents 
(35%) are more 
likely to feel 
social distancing 
is an overreaction

Bounce Backs are 
nearly twice as 
likely (44%) to feel 
face masks should 
not be required



New COVID-19 habits become the norm

While online purchases and contactless payment were rising, the crisis has accelerated adoption

6Q7a. Which of the following things, if any, have you done since news of the COVID-19 broke? (Please select all that apply.)
Q7b. And, which are you likely to continue to do once COVID-19 passes? (Asked only among those who have done something) 

84%

65%

52% 50%

40% 39%

30%

22%
15% 14% 13% 12%

0%

15%

30%

45%

60%

75%

90%
Have Started Since COVID-19 Among Those Who Started, % Who Will Continue

Envisioning a Post-Pandemic World: 
What People Have Started Doing, and What They’ll Continue to Do

41% 49%
71%

87%

85%
74%

53%

61%60%47%
73%38%

Wear a mask 
in public

Go out less to 
avoid germ 

exposure

Purchase 
online rather 

than go to 
store

Take my 
health more 

seriously

Support local 
businesses

Use 
contactless 

payment 
when possible

Work from 
home

Keep child 
home from 

school or 
homeschool

Use a wellness 
app

Re-allocate 
funds 

(move assets 
to keep safer)

Subscribe to 
food delivery 

or meal kit 
service

Considered 
moving to less 
crowded area



10% of Americans report using cannabis in the last 6 months as a result of the COVID-19 Pandemic.
These COVID cannabis consumers skew heavily male, have a median age of 35, and are 75% more likely than the average 
adult to be parents with children in the household. In addition, they are educated and tend to be multicultural.

55%
34%

11%

Only 
Marijuana 

Both 

Only CBD

Indexed to the average Adult Age 18+ ; *Indexed to the Average Cannabis Consumer
Base: COVID Cannabis Consumers
[COVID-19 Cannabis Behaviors] Did you begin using cannabis as a result of the COVID-19 pandemic?

50% Parents (175)

64% Male (132)

34% Never Married (119)

35 YO (74)

Median Age

$101K (134)

Median HHI

23% 
Hispanic 
(138)

White 

African
American

Asian

American 
Indian

Other

66%

16%

6%

1%

14%

RaceRace

(88)

(124)

(168)

(71)

(141)

31% Bachelor’s Degree (152)

25 Million Americans consumed cannabis as a result of COVID-19 M|S Cannabis 
Study 2020

Click here for 
more cannabis consumer insights! 

https://learn.mrisimmons.com/webinar-why-cannabis-consumers-are-an-essential-audience
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23%

30%

31%

31%

47%

47%

48%

63%

Subscribed to satellite radio

Hosted or participated in video calls with friends / family

Listened to podcasts

Watched recent movies released straight to streaming services

Subscribed to new streaming service

Read magazines (digital or print)

Read newspapers (digital or print)

Went to indoor movie theaters

Consumers are taking advantage of at-home entertainment options   

Q6a Which of the following, if any, did you do before COVID-19, during COVID-19, and which do you expect to do after COVID-19 passes? 
Note: Keep/Continue percentages are based among those who did each activity before, i.e., 38% of those who went to indoor movie theaters before COVID-19 intend to go to movie theaters after COVID-19 passes. 

Media Activities Done Prior to COVID
Sorted by %

Intend to Keep/Continue 
Post-COVID

38%

67%

65%

38%

58%

62%

69%

43%

Media habits that have 
grown since COVID-19

• Host/participate in 
video calls (+19 pts)

• Watch recent movies 
released to streaming 
services (+9 pts)

• Listen to podcasts (+2 
pts)

• Watch/stream 
influencer videos (+2 
pts)



Holidays in the time of COVID-19
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47%

36%

22% 19% 16% 14% 12% 10% 8%

21%
13%

6%

Family
Gathering

Birthday Party Happy Hour Graduation Sports Concert Wedding Festival Fundraiser Other event Other party Other
performance

Virtual Events Attended – Past 6 Months
Among those who attended any virtual event

10

Americans are going virtual with celebrations & entertainment to 
avoid COVID-19 risks. 4 in 10 attended at least something virtually

Q13g: Have you attended any of the following virtual events in the last 6 months? Virtual events are those that are attended through a video platform like 
Zoom. (please select all that apply.) Bar chart re-based to those who have participated in any virtual event.

Gen Zers (52%), Millennials (56%), Parents (53%), and especially Millennial parents (57%) are most inclined

Millennial 
Parents: 

29% Millennial 
Parents: 

24%

Millennial 
Parents: 

18%
Millennial 
Parents: 

16%

Millennial 
Parents: 

15%

Millennial 
Parents: 

15%



Americans are planning simple yet festive holiday celebrations

75%

65% 62%

37%

66%

76%

67%

34%

80%

59% 60%

38%

70% 72%
67%

38%

83%

53% 54%

34%

Holiday Attitudes 
Somewhat/Strongly Agree

All Adults Bounce Back Live & Learn Accepting Nervous

11Q14: How much do you agree or disagree with the following statements about how you might feel during this crisis and after?

It’s been a stressful year, so I plan to 
keep holiday celebrations simple

I think it’s best to keep your usual 
holiday plans to keep spirits up

I am going to try to make the 
holidays as festive as ever

I plan to donate more this year for the 

holidays instead of buying presents



12QHOL4. Please tell us if you are planning to do any of the following for the holidays this year. (please select all that apply.)

Holiday Plans

48%

33%

26%

22%
20%

14% 13% 12%
10%

9%

Decorate my home Have smaller more
intimate gatherings

in person

Bake/cook more as
gifts

Zoom/video
instead of instead

of in person
gathering

Cancel traditional
large meal

Travel for the
holidays

Read/listen to
holiday specific

books

Listen to holiday
related podcasts

Read holiday
specific magazines

Large
gathering/event

Millennials are 39% more likely to travel -- which may explain 
why they are 41% more likely to pass the time with holiday-
themed books, 60% more likely to listen to holiday podcasts, 
and 31% more likely to read holiday magazines

Edible gifts will be more 
popular among Gen Z and 
Millennials this holiday 
season (32%, 29%), and 
Millennials lead the trend 
for virtual celebrations 
(29%) Gen Z and 

Millennials may 
gift their baked 
goods in-person, 
as they’re most 
inclined to attend 
large gatherings 
(12%)

One third are planning to have smaller gatherings this year
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Americans are more likely to donate money and/or goods than 
their time

Plan on Donating During the Holiday Season

QHOL4. Please tell us if you are planning to do any of the following for the holidays this year. (please select all that apply.)

26%

12%

Donate money/ goods Donate time

Americans who plan to donate 
goods/money are likely to:

• Be influential consumers about Healthcare 
(13%, 121) and Travel (10%, 120)

• Eat Kerrygold butter (8%, 120)
• Order online from Macy’s (9%, 125)
• Shop at Home Goods (10%, 121)

Americans who plan to donate their 
time are likely to:

• Consider their work to be a career, not just a 
job (53%, 118)

• Eat Ben & Jerry’s (12%, 118)
• Shop at Bath & Body Works (19%, 116)
• Have a great deal of knowledge/experience 

about beer (18%, 115)

Baby Boomers are 
more likely to 
donate money or 
goods (31%, 117)



Travel at the holidays looks to be light
Millennials are the season’s most likely travelers – nearly half of those who travel 
will fly, and a third plan to vacation
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QHOL4: Please tell us if you are planning to do any of the following for the holidays this year (select all that apply): … … travel for the holidays … …
QHTRV1: You mentioned you are planning to travel for the holidays this year. What is your reason for travel this holiday season?
QHTRV2: What kind of destination are you planning? 
QHTRV3: How do you plan to travel this holiday season? 

14%

19% of Millennials will get out of 
town for the holidays, and 
account for nearly half (48%) of all 
holiday travelers

Plan to Travel 
this Holiday Season

The Boomer generation plans to 
stay home for festivities; just 9% 
will travel

Where are Holiday 
Travelers Going?

How Will They Travel?

89% of holiday 
travelers will head 
to a U.S. destination

15% will travel 
outside the USA

10% are 
planning a 

cruise

71% will take 
a personal 

vehicle

39% will 
travel by plane

Boomers are 15% more likely take a 
personal vehicle

Nearly half (48%) of traveling 
Millennials plan to fly

13% will rent 
a vehicle

Gen Zers (25%) and Millennials 
(16%) are more likely to rent

Why are Travelers 
Planning Trips?

81% plan to visit 
relatives and/or 

friends

41% are going 
for vacation

23% will 
do both

32% of Millennials will combine 
friends & family with vacation



51% of Americans plan to keep their holiday spend equal to last year 
Those who will spend more are urban, high-income parents

15QHOL1 thinking about the holidays overall, please tell us if you are planning to spend more, the same, or less this year versus last year. 

More, 
11%

Same, 
51%

Less, 37% More

Same

Less

Young 
Higher income
Urban

42% Bounce Back (120)
67% Male (140)
24% Hispanic (150)
42% Parents (150)

Gender and income on-par with all adults
25% over 65 (120)

Gender and income on-par with all adults
23% GenX (120)

Thinking about the holidays overall, please tell us if you are planning to spend 
more, the same, or less this year versus last year. 



The 11% who plan to spend more are image conscious and influential,
and they are already prime customers for a variety of retailers
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Not constrained by budget

If I really want something, I’ll buy it on credit 
rather than wait (50%, 113)

I’m a ‘spender’ rather than a ‘saver’ (45%, 112)

Opinion leaders

People often come to me for advice before 
making a purchase (43%, 119)

I like to share my opinions about products 
and services by posting reviews and ratings 
online (37%, 119)

First movers on new trends

I prefer products that offer the latest in new 
technology (61%, 115)

I'm always one of the first of my friends to try 
new products or services (39%, 125)

I like to change brands often for the sake of 
variety and novelty (36%, 122)

Accessible via social

I like to connect with brands through social-
networking sites (33%, 139)

QHOL1 thinking about the holidays overall, please tell us if you are planning to spend more, the same, or less this year versus last year. 

Kids hold sway

My children have a significant impact on the 
brands I choose (44%, 115)

I’d pay extra for product that’s consistent 
with an image I want to convey (50%, 115)

I prefer to buy things my friends or neighbors 
would approve of (35%, 138)

I’m influenced by what’s hot and what’s not 
(34%, 125)

A celebrity endorsement may influence me to 
consider or buy a product (26%, 130)

Image curators



Millennials managing kids and career spend across categories

17QHOL1 thinking about the holidays overall, please tell us if you are planning to spend more, the same, or less this year versus last year.

*Millennials who are employed and parents of children living in the household.

Plan to Spend More 
This Holiday Season

11%

22%

Adults 18+ Working
Millennial
Parents*

Twice as likely

Categories Plan to Purchase this Holiday Season
Top 10 Indexing Among Working Millennial Parents

56%
52%

48%

37%

42%

36%
32% 32% 33%

29%

79%

69%
65%

61% 59%

55%
52% 51% 50%

43%

0%

20%

40%

60%

80%

Toys & 
Games

Consumer 
Electronics

Accessories 
(sunglasses, etc.)

Gaming 
Devices

Mobile 
Phones

Furniture Sports/ 
Fitness 

Equipment

Luxury 
Goods 

(watches, 
jewelry, etc.)

Major 
Household 
Appliances

Automobile 
or Other 
Vehicle

34% of WMPs agree that 

recent events have caused 

them to consider a new 
vehicle purchase sooner 

than expected (146)

Total Adults Working Millennial Parents*



Zillow
24%, 140

Groupon
13%, 160

Airbnb
11%, 139

Hotels.com
9%, 160

Disney.com
6%, 190

Where working Millennial parents can be found
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Based to Millennials who are employed and parents of children living in the household.

All lists are top-indexing, filtered for items with 5%+ reach. Sorted by %.
** Audio services listened to past 30 days. *** Shopped past 3 months.

Top Websites/Apps
Used/Visited Past 30 Days

Disney Junior
21%, 259

Nickelodeon
17%, 181

Nick Jr. 
17%, 243

PBS Kids
17%, 255

Disney XD
10%, 203

Top TV Channels
Any Watching Past 30 Days

Parents
7%, 221

Cosmopolitan
7%, 138

National 
Geographic Kids  
6%, 243

Us Weekly
6%, 164

Game Informer
6%, 162

Top Magazines
Print + Digital Audience

Other things 
they’re into:

• Amazon 
Prime 
Music**

(23%, 160)

• Pandora **

(46%, 156)

• Old Navy ***

(19%, 153)

• Apple Music
** (18%, 136)
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Consumers are more likely to buy most entertainment and splurge-
worthy items online

19

Expected Purchase Channels: Entertainment and Big Splurge Items

Q9 – During the COVID-19 holiday season how will you make any of the following holiday purchases? Select the choice that best fits how you plan to purchase each type of item: Online; Online as well as in stores (more or less equally); In stores (offline); Not planning to purchase
NOTE: Re-based to those who did not answer “Not planning to purchase.”

39% 38% 41%
33%

42%
34% 38%

25%

43% 40% 36%
36%

39%
41% 39%

38%

18% 22% 23%
31%

19% 25% 23%
37%

0%

20%

40%

60%

80%

100%

Toys/Games Consumer
Electronics

Computer and/or
Accessories

Mobile/Smart Phone Gaming Devices Luxury Goods
(watches, jewelry,

etc.)

Fitness Equipment Automobile/Other
Vehicle

Online Online & In-Stores In-Stores (Offline)

56% 52% 48% 42% 37% 32% 32% 29%% planning 
to purchase:
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Unlike household items and other consumables, holiday food and 
alcohol will mostly be purchased in-store
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Expected Purchase Channels: Household Items & Consumable Goods

Q9 – During the COVID-19 holiday season how will you make any of the following holiday purchases? Select the choice that best fits how you plan to purchase each type of item: Online; Online as well as in stores (more or less equally); In stores (offline); Not planning to purchase
NOTE: Re-based to those who did not answer “Not planning to purchase.”

14%
31% 30%

15%
34% 38%

24% 27% 27%

29%

39% 36%

23%

39% 38%

37%
40% 41%

57%

30% 34%

62%

27% 24%
39% 32% 32%

0%

20%

40%

60%

80%

100%

Groceries Clothing Shoes Alcoholic
Beverages

Small Household
Appliances

Accessories Home
Improvement

Supplies/Tools

Furniture Major Household
Appliances

Online Online & In-Stores In-Stores (Offline)

90% 79% 68% 60% 50% 48% 47% 36% 33%% planning 
to purchase:



Concern about COVID-19 is high, but testing and vaccine willingness 
lag behind

21

QVT1: Have you been tested for COVID-19?
QVT2: How likely are you to get tested for COVID-19 before the end of the year?
QVT3: How likely are you to get a COVID-19 vaccine once one becomes available? 
QVT4: How likely are you to get a flu vaccine this year?
QVT5: Did you get a flu vaccine last year? 

Bounce Backs 
and Parents are 
16% more likely 
to have been 
tested for 
COVID-19, and 
Parents with 
children aged 
6mos-10yrs are 
23% more likely 

24%

Have Been Tested 
For COVID-19

43%

Somewhat/Very Likely to 
Get Tested for COVID-19 

Before End of Year

25%

32%

20%

22%

Adults 18+

Not at all Likely Not Very likely
Somewhat likely Very Likely

Likelihood to Get 
COVID-19 Vaccine 

Once Available

58%
75%

83%
87%

Myself My Family The World

Three in four adults say the 
level of impact on their 

personal life is high

68% of 
adults with 

a HH 
income of 

>$100K 
say they are 
likely to get 
a COVID-19 

vaccine

50% of 
adults with 

a HH 
income of 

<$75K say 
they are 

likely to get 
a COVID-19 

vaccine



Issues to address together post-election

22Q19a: How important or unimportant are each of the following issues in the upcoming presidential election?

Top Political/Social Issues
(% agree very important)

Biden Supporters %

Health care 75%

Government corruption 66%

Racial issues 65%

Social Security 65%

Climate change 63%

Education 60%

Women’s rights 58%

Income inequality 56%

Gun issues 55%

Mental health care 54%

Trump Supporters %

Support our troops 65%

Terrorism/Homeland Security 65%

Social Security 58%

Taxes 55%

Immigration 55%

Health care 53%

Government corruption 52%

Balance the budget 50%

Trade policies 49%

Foreign policy 48%

All Americans %

Health care 64%

Social Security 59%

Government corruption 58%

Education 54%

Terrorism/Homeland Security 53%

Taxes 52%

Support our troops 51%

Mental health care 49%

Immigration 48%

Racial issues 48%

Biden Supporters (%) Trump Supporters (%)All Americans (%)



25%

22%

19%

15% 14%
12%

Educate
myself about

racial
inequality

Pay more
attention to
diversity in a

company

Shop at local
businesses

Shop at
retailers that
give back to

the
community

Shop at Black-
owned

businesses

Buy brands
that speak out
and denounce
racial injustice

Awareness of racism is growing in America, but actions lag behind

23Q17: Which of the following actions have you taken due to the Black Lives Matter Movement? [please select all that apply]

47%

Top Actions Americans are Taking to Support BLM 

76%
of Americans 

agree that 
racism is a 
problem in 
our society

Have Taken Action Since BLM

Educate 
myself 

about racial 
inequality

Pay more 
attention to 
diversity in 
a company

Shop at 
local 

businesses/ 
restaurants

Shop at 
retailers 
that give 

back to the 
community

Shop at 
Black-
owned 

businesses

Buy brands 
that speak 

out and 
denounce 

racial 
injustice

Minority populations are more likely 
to get involved:
• 59% of Black Americans
• 55% of Asian Americans
• 54% of Hispanic Americans



Thank you

For more information, email us at

info.ms@mrisimmons.com


