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Research Overview

Methodology Research Goal

Online survey fielded biweekly in A random selection of U.S. consumers To monitor the impact of C19 on
the U.S. (see next page for details) * N=~500 per wave consumers as it relates to various

aspects of their daily lives

_ Census balanced:
Survey focus on Coronavirus 19

* Age
(C19) attitudes and self-reported * Gender
behavior changes related to C19 * Ethnicity
concerns * Region

* Household income

Thank you to §\\V% dynata for providing sample.
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Research Overview: Wave Interviewing Dates

March 2020

April 2020
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(Through Wave 7 April 15, 2020)

GEN Z AND MILLENNIALS ARE
WHERE THE ACTION IS

THEIR CHANGES IN BEHAVIOR AND SPENDING
ARE MORE PRONOUNCED

Whether it's activities they're doing more or less of, compared to older consumers
their reaction is more extreme. And they're adopting new behaviors more readily.

THEY'LL RETURN TO HIGHER-RISK
ACTIVITIES SOONER

They anticipate returning to sporting events, movies and travel more quickly than their elders.

THEY'RE RIPE FOR NEW PRODUCTS,
SERVICES AND MESSAGING

Their world has been rocked. Now is the time to start thinking
about how you'll address a whole new set of needs.

READ THE FULL REPORT TO LEARN MORE

© RTi Research 2020

FROM DATA TO MEANING®




Despite being less at risk, younger consumers are still affected by C19 as much or
more so than older consumers

Level of Worry About Health
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Letters indicate a significant difference between generations at the 90% confidence level

Base: Total U.S. (Waves 1-7): Gen Z (397), Millennials (1,008), Gen X (926), Boomers (1,044), Silents (128)

ABase: Total U.S. Non-Business Owners (Waves 1-7): Gen Z (273), Millennials (761), Gen X (775), Boomers (951), Silents (120)
Q.3 How worried are you about...? | Q.7 Has the coronavirus impacted your employment status?
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C19 is having the largest impact on behavior change (in any direction) among
younger consumers

Shopping online

Shopping in stores

Food from restaurants
Saving money

Cooking at home

Reading social media

Staying in touch on social media
Videoconferencing/FaceTime
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Eating unhealthy/junk foods
Making phone calls
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Investing in the stock market
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Letters indicate a significant difference between generations at the 90% confidence level
*Some of the listed activities are nets of similar, more specific activities; as a result, “Doing More” and “Doing Less” may sum to more than 100%
Base: Total U.S. (Waves 1-7): Gen Z (397), Millennials (1,008), Gen X (926), Boomers (1,044), Silents (128)

Q.10/10a How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...?



Likewise, younger consumers are most likely to have changed their spending habits

Healthcare/Personal hygiene supplies

Food/Beverages

Cleaning supplies

Non-prescription medicine/
Vitamins/Supplements

Restaurants (eat in or take-out)
Prescription medicine
Beauty/Grooming products

Alcoholic beverages/Liquor

Tobacco products
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Letters indicate a significant difference between generations at the 90% confidence level
Base: Total U.S. (Waves 1-7): Gen Z (397), Millennials (1,008), Gen X (926), Boomers (1,044), Silents (128)
Q.11 How has the coronavirus impacted your spending on each of the following compared to last week?
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Gen Z and Millennials are also more likely to adopt and continue new behaviors

Actions...
(%)

Tried for 15t Time

Would Continue After C19 Ends

Millennials| Gen X Boomers Millennials| Gen X Boomers
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Letters indicate a significant difference between generations at the 90% confidence level

Base: Total U.S. (Waves 1-7): Gen Z (397), Millennials (1,008), Gen X (926), Boomers (1,044), Silents (128)
Q.13b Which of these have you done for the first time since the coronavirus started?

Q.13c Which of these would you continue doing after the coronavirus ends?

8
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Younger consumers will be more willing and ready to return to higher risk activities

than their older counterparts

Expected # of Months Would Wait Once Things Return to Normal Before...
(Mean)

Millennials Gen X Boomers
(B) (c) (D)

Shopping in physical stores

Stop practicing social distancing 1.5 1.5 1.6 1.6 1.5
Eat at restaurants 1.6 15 15 1.5 1.5
Going to movie theater 1.7 1.8 2.0 2.2 2.4
Travel within country 1.8 1.8 2.0 21" 2.2™
Go to sports/entertainment events 1.8 1.9 2.0AB 2.3ABC 2.4ABC
Travel outside of country 2.0 23" 2.7 2.9 2.9
. Letters indicate a significant difference between generations at the 90% confidence level 9
. MRﬂ:E!ﬁﬁEgSﬁ!:&!g Base: Total U.S. (Waves 1-7): Gen Z (397), Millennials (1,008), Gen X (926), Boomers (1,044), Silents (128) Issued: 4/15,/20
i il Q.13d How long would you wait to do the following after things start returning to normal (e.g., people return to work, stores/restaurants reopen)?

© 2020 RTi Research



GENERAL ATTITUDES

KEY TAKEAWAYS

®* Americans’ expectations as to when C19 will
end continue to shift according to White House
timelines

* There has been a slight decline in the
proportion supporting a mandated government
guarantine (returning to wave 1 levels)

®* Americans continue to be positive to receiving
support from, and offering feedback to,
companies

RTi Research 10
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U.S. consumers are still following, and remain knowledgeable about, C19

How Closely Following C19 News
(Extremely/Very Closely, %)
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Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)

Q RTi Research Q.1 How closely have you been following the news about the coronavirus?

Q.2 How knowledgeable do you feel you are about the coronavirus?

MARKET RESEARCH AND BRAND STRATEGY
—
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Americans’ expectations for a “return to normal” are expanding in line with
shelter in place timelines

How Long Think C19 Will Last

(%)
Q420 [
Q320 | 33 23
Q2720 46 42
w1 w2 w3 w4 w5 weé w7

Note: Waves 4-5 fielded after President Trump’s announcement that the timeline for a “return to normal” was pushed back to the end of April

RTi Research Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
MARKET RESEARCH AND BRAND STRATEGY Q.2a How long do you think the current coronavirus will last in your country?



As the White House reports that C19 curve is flattening, support for a government
mandated quarantine is dipping downward, back to wave 1 levels

Agreement That Government Should Quarantine the U.S.

64% ~— 66%

o

]

44

W1 W2 W3 w4 W5 W6 w7

—e—Strongly/Somewhat Agree ——# of States with "Shelter in Place" Order

RTi Research Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519) | “Shelter in Place” Source: NY Times
MARKET RESEARCH AND BRAND STRATEGY Q.14b To what extent do you agree or disagree that the government should mandate a quarantine of the U.S. to help contain the spread of the coronavirus?



U.S. consumers remain open to companies lending a hand and asking for feedback

Impact of Action on Consumers’ Opinion of Non-Essential Companies/Brands

(%)
Asked Customers to Participate in Surveys Helped Customers Navigate the Pandemic
54 52 53 53
o —e
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— Ak —— & —h—h——h——— 4
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—&— Much/Somewhat More Positive No Impact —a— Much/Somewhat Less Positive

. Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
RTi Research Q.14. Please think about companies that the government has deemed non-essential (anything except critical healthcare, grocery stores, pharmacies, and gas). Would
N e PO BRDSTETEY your opinion of these types of companies/brands change if a non-essential company/brand took each of the following actions in response to the coronavirus?



IMPACT ON HEALTH/WELL-BEING

KEY TAKEAWAYS

® Health concerns (both personal and family
related) are still prevalent

®* Americans are striving to stay healthy while
also adhering to shelter in place orders

15
Issued: 4/15/20
© 2020 RTi Research



Americans remain concerned about their health and that of their family

Level of Worry About Health

(%)
Personal Health Family’s Health
53 52
—,  y— A, 29 33
S —— . .
25 24 18 ’ ) R
w1 W2 W3 Wz W5 W6 W7 w1 W2 w3 w4 W5 W6 w7

—o— Not At All/Not Very Worried Somewhat Worried —a&— Very/Extremely Worried

RTi Research Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
MARKET RESEARCH AND BRAND STRATEGY Q.3 How worried are you about...?



As consumers balance sheltering in place with keeping stocked, they’re doing their
best to maintain a healthy lifestyle, but are still eating more junk food than usual

Impact of C19 on Activity Frequency: General Health/Well-Being

(%)
Cooking at Home - Eating Healthy Foods
65
— 51 52
40 39
6 6 9 8
S e e ‘_‘_‘/‘_-_‘-ﬁ\‘
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—&o— Much/Somewhat More No Impact —a— Somewhat/Much Less
. RTi Research Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
ARKET RESEARGH AND SRAND STRATES Q.10/10a How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...?
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IMPACT ON EMOTIONAL HEALTH

KEY TAKEAWAYS

* Technology remains key in keeping Americans
connected to family and friends

18



Americans continue to strive for social connection

Impact of C19 on Activity Frequency: Social Connection

(%)
Following the News o Staying in Touch w/Friends/Family on Social Media
70
-~ 49 50
N N R /—0\’__.
41 41
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p——— e A A bt N
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Reading Social Media Making Phone Calls Videoconferencing/FaceTime
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—&o— Much/Somewhat More No Impact —a— Somewhat/Much Less
. RTi Research Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519) 19
MARKET RESEARCH AND BRAND STRATESY Q.10a How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...? Issued: 4/15/20
— © 2020 RTi Research
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C19’s impact has strengthened family bonds

Impact of C19 on Relationships

(%)

Spouse/Partner
50
40
21 24
14 15

wili w2 W3 W4 W5 W6 W7

Other Family Members

>3 47

29 31

.\’/_—W
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16 17
wi w2 W3 W4 W5 W6 W7

Friends Colleagues
52 48 51 49
23 26 19 17
21 22 16 16
W1 W2 W3 W4 W5 W6 w7 Wi W2 w3 w4 W5 Wé6 W7
—o— Large/Small Positive Impact No Impact —a&—Small/Large Negative Impact
. RTi Research Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519) | Note: Balance of responses is “Not Applicable” 20
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MARKET RESEARCH AND BRAND STRATEGY
| —

Q.10c What impact has the coronavirus had on your relationship(s) with your...?

Issued: 4/15/20
© 2020 RTi Research



IMPACT ON BUSINESS OWNERS

| KEY TAKEAWAYS
| *U.S. business owners’ outlook hasn’t
improved—they’re still very worried

* While business closings are slowing, layoffs are
increasing

RTi Research




To date, the stimulus hasn’t mitigated business owners’ concerns

Level of Worry About Business’ Future
(%)

51 Note:
48 The stimulus package was signed
into law part way into wave 3

)8 fielding. Delays in passing the
25

package up to that point may have
\/\A intensified business concerns.

24 24

w1 W2 w3 w4 W5 W6 w7

—o— Not At All/Not Very Worried Somewhat Worried —a—Very/Extremely Worried
RTi Research Base: Total U.S. Business Owners: Wave 1 (79), Wave 2 (99), Wave 3 (79), Wave 4 (89), Wave 5 (86), Wave 6 (89), Wave 7 (102)
MARKET RESEARCH AND BRAND STRATEGY Q.6 How worried are you about your business’ future?



Business closings are trending downward, but layoffs are increasing as businesses

fight to stay afloat

Impact of C19 on Owners’ Business

(%)

We’re Temporarily Closing

34

M

wili w2 W3 W4 W5 W6 W7

We're Working From Home/Remotely

32)/’\//’\0\2‘4

wli w2 W3 W4 W5 W6 W7

We're Reducing Services

25 20

0"‘\,/0/‘\‘\‘

wili w2 W3 W4 W5 W6 W7

We're Reducing Staff

18 21

wli w2 W3 W4 W5 W6 W7

We're Working Overtime

wili w2 W3 W4 W5 W6 W7

No Impact

11 10

wli w2 W3 W4 W5 W6 W7

‘ RTi Research
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Base: Total U.S. Business Owners: Wave 1 (79), Wave 2 (99), Wave 3 (79), Wave 4 (89), Wave 5 (86), Wave 6 (89), Wave 7 (102)
Q.5 How is the coronavirus impacting your business?




IMPACT ON PERSONAL FINANCES

KEY TAKEAWAYS

® Personal finances are weighing heavy on
Americans’ minds, with concerns about job
security likely playing a role

® Consumers continue to prefer safer investment
vehicles

24




The negative impact on employment is holding steady, with a large portion of
Americans saying they are concerned

% Report C19 Negatively Impacted Employment Status

30 33

w1 W2 W3 W4 W5 W6 W7

RTi Research Base: Total U.S. Non-Business Owners: Wave 1 (421), Wave 2 (389), Wave 3 (418), Wave 4 (410), Wave 5 (414), Wave 6 (411), Wave 7 (417)
MARKET RESEARCH AND BRAND STRATEGY Q.7 Has the coronavirus impacted your employment status?




Americans are worried about their financial situation; for many, this is likely tied to

job security concerns

Level of Worry About...

(%)
Job Security* Current Personal Financial Situation Long-Term Personal Financial Situation
47
38 40 37 44 38
.A ‘\A/‘/‘\\ et
35 _\‘/2‘8 31A\A ~;- " - =3 305 — . . ;‘—\.36
27 * 25 29 28 26 26
wi W2 W3 W4 W5 W6 W7 wli W2 W3 W4 W5 W6 W7 wli W2 W3 W4 W5 We W7
—a—Very/Extremely Worried

—o— Not At All/Not Very Worried

Somewhat Worried

Note: The stimulus package was signed into law part way into wave 3 fielding.

26

*Base: Non-Business Owner & Still Working: Wave 1 (143), Wave 2 (128), Wave 3 (158), Wave 4 (148), Wave 5 (152), Wave 6 (151), Wave 7 (161)

. RTi Research
MARKET RESEARCH AND BRANiRATESV

Q.9 How worried are you about...?

Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)



Americans continue to prefer less volatile investments given financial concerns

Impact of C19 on Activity Frequency: Saving/Investing

(%)
Saving Money in Bank Accounts Saving Money in High-Yield Savings Accounts
51 49 58 58
b < <& o 428 23 22
r‘\‘/‘\-/HB 19 : 20

wli w2 W3 W4 W5 W6 W7

wili w2 W3 W4 W5 W6 W7

Saving Money in CDs
61

Wi w2 W3 W4 W5 W6 W7

Investing in the Stock Market

61

52 51
20 23 30 32
19 16 18 17

Wi w2 W3 W4 W5 W6 W7

—&o— Much/Somewhat More

No Impact —&— Somewhat/Much Less

. RTi Research

Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
Nz

Q.10 How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...?



IMPACT ON SPENDING

KEY TAKEAWAYS

®* Americans appear to be relying on restaurant
takeout/delivery between shopping occasions
when stocks may be running low and to ease
the burden of cooking

~ *Consumer perceptions suggest the cashless
payment space will see growth post-C19

<‘ RTi Research
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U.S. consumers continue heightened purchasing of health/hygiene products and
cleaning supplies

Impact on Spending vs. Last Week

(%)
Cleaning Supplies Healthcare/Personal Hygiene Supplies
46 48 46 a7
—— v — o et —— e
43 41
41
11 11 40
S —y A A,
h—k 4 4 14 s
w1 w2 w3 w4 W5 wWe W7 w1 w2 w3 w4 W5 wWe W7
Non-prescription Medicine/Vitamins/Supplements 20 Prescription Medicine 73
62 64
E:ﬁ_’:!——“zj e .
13 14 9
w1 w2 w3 w4 W5 w6 W7 w1 w2 W3 W4 W5 w6 W7
—&o— Much/Somewhat More No Impact —a— Somewhat/Much Less
. RTi Research Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
ARKET RESEARGH AND SRAND STRATES Q.11 How has the coronavirus impacted your spending on each of the following compared to last week?



Buying patterns suggest Americans may be leaning on restaurants to offset food/
beverage delays between shopping occasions and provide a break from cooking

Impact on Spending vs. Last Week

(%)
Food/Beverages Restaurants (Dine-in or Takeout)
46 43 50 49
’\‘/‘—__'\.—_', . 31‘\‘\‘/‘\‘/‘\3%
40 42
‘—_—‘_‘—__‘-ﬁ—'_‘_‘ &A/\/’
14 15 19 21
wi w2 W3 w4 W5 W6 W7 wi w2 W3 W4 W5 W6 W7
Alcoholic Beverages/Liquor Tobacco Products Beauty/Grooming Products
62 61 68 ®9 61 60
20 20 17 17 22 23
18 19 15 14 17 17
Wi W2 W3 w4 W5 W6 W7 Wi W2 W3 w4 W5 W6 W7 Wi w2 w3 w4 W5 W6 W7
—o— Much/Somewhat More No Impact

—a— Somewhat/Much Less

. RTi Research

Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
Nz

Q.11 How has the coronavirus impacted your spending on each of the following compared to last week?



Cashless payments remain poised for growth given current usage behaviors

Level of Worry About Catching C19 by Paying With...

wi w2 W3 W4 W5 W6 W7

wi w2 W3 W4 W5 W6 W7

(%)
Cash Credit/Debit Card Cashless Payments
59 58
°° 50 ——— ,—,
42 35 Q\Q.’-O\‘\./Q\’
S—— 29
29 33 & i * A, —4 b—h—— ‘\‘/l
22 21 20 20

wi w2 W3 W4 W5 W6 W7

—o— Not At All/Not Very Worried

Somewhat Worried

—a—Very/Extremely Worried

. RTi Research
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Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
Q.11a How worried are you about catching the coronavirus as a result of paying with...?




IMPACT ON SHOPPING BEHAVIOR

KEY TAKEAWAYS

= ® Current shifts to online shopping (from brick
and mortar) continue to build online habits
that may continue post-C19

32
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In-store shopping frequency remains muted

Impact of C19 on Activity Frequency: Shopping In Stores for...

(%)
Food/Beverages Healthcare/Hygiene Supplies
38 A 43 35 40
33 ,‘_A_A_N_ A/A 30 33 ‘v\v—__v 31
29 27 32 29

wli w2 W3 W4 W5 W6 W7 wi w2 W3 W4 W5 W6 W7

Beauty/Grooming Products Other Items

41 A 47 39 A
30

35 34
24 21 27 24
wli W2 W3 W4 W5 W6 W7 wili W2 W3 W4 W5 W6 W7
No Impact —&— Somewhat/Much Less

—o— Much/Somewhat More

33
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Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
Q.10 How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...?

Issued: 4/15/20
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Stable online purchasing may be instilling behaviors that will continue post-C19

Impact of C19 on Activity Frequency: Shopping Online for...

(%)

Food/Beverages
>2 48
— , ——"———
36 38
12 14

wi w2 W3 W4 W5 W6 W7

Healthcare/Hygiene Supplies

50 47

y . V. VN
.-\..,v \ g ) 4 v v

37‘—_—*\‘/‘\"—‘\3‘9
13 14

wi w2 W3 W4 W5 W6 W7

Beauty/Grooming Products

54

49
31 33
14 18

wili w2 W3 W4 W5 W6 W7

Other ltems
>1 46
— * —————
37 38
12 16

wi w2 W3 W4 W5 W6 W7

—o— Much/Somewhat More

No Impact

—a— Somewhat/Much Less

NSz

RTi Research

MARKET RESEARCH AND BRAND STRATEGY
| —

Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
Q.10 How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...?
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IMPACT ON DINING BEHAVIOR

KEY TAKEAWAYS

® Restaurants with takeout and delivery options
may be better positioned to succeed after C19
subsides
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Takeout and delivery continue to prop up restaurants

Impact of C19 on Activity Frequency: Dining

(%)
Getting Takeout Delivered to Your
Eating in Restaurants Picking Up Takeout From Restaurants House From Restaurants
W 45
—a—t— o — 31 28 25 30
16 15
W1 W2 W3 W4 W5 W6 W7 W1 W2 W3 W4 W5 W6 w7 W1 W2 W3 W4 W5 W6 w7
—o— Much/Somewhat More No Impact —&— Somewhat/Much Less
RTi Research Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
ARKET RESEARGH AND SRAND STRATES Q.10 How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...?
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POST-C19 EXPECTATIONS

KEY TAKEAWAYS

®C19’s impact continues to reinforce contactless
behaviors

‘ RTi Research 37
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C19 continues to move the U.S. towards a contactless landscape

Actions Tried for 15t Time & Would Continue Taking After C19 Ends

(%)

Used Contactless Payment Methods

.v%

L 4

Used Videoconferencing/FaceTime

- ¢ 0—0——0/’\0/”;9
21 23 21
- 0,
28 40A) Wi W2 w3 w4 W5 W6 W7 Wi W2 w3 w4 W5 W6 W7
of consumers tried each of
these actions for the first
time in response to C19 Had Food Delivered To My House/Apartment Ordered Groceries Online
Q—OW_O o= & ¢ ¢ ¢ —6
./' ) 4 ) 4 v
21 23 18 25
W1 W2 w3 w4 W5 We W7 w1 W2 w3 w4 W5 Weé W7
. Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
‘ RTi Research Q.13b Which of these have you done for the first time since the coronavirus started?
Ny Q.13c Which of these would you continue doing after the coronavirus ends?
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Unavoidable close-proximity remains the biggest hurdle to a quick return to

II)

“norma

Expected # of Months Would Wait Once Things Return to Normal Before...
(Mean)

Shopping in Physical Stores

.N—H—O

1.0 12

W1l W2 W3 W4 W5 W6 W7

Stopping to Practice Social Distancing

1.5 1.6

W1l w2 W3 W4 W5 W6 W7

Eating at Restaurants

> > PN
N g \ g ——

1.5 1.6

o o o
v v v

W1l W2 W3 W4 W5 W6 W7

Going to the Movies

W1l w2 W3 W4 W5 We W7

Traveling Within Your Country

——o—r—"— —

1.8 2-0

Wl w2 W3 W4 W5 W6 W7

Going to Sports/Entertainment Events

L 2
L 4
L 4

L 4
L 4
L 4
L 4

2.0 2.1

W1l w2 W3 W4 W5 W6 W7

Traveling Outside Your Country

—0—0—0—0—0—¢
2.5 2.6

Wl w2 W3 W4 W5 W6 W7

‘ RTi Research

NSz

Base: Total U.S.: Wave 1 (500), Wave 2 (488), Wave 3 (497), Wave 4 (499), Wave 5 (500), Wave 6 (500), Wave 7 (519)
Q.13d How long would you wait to do the following after things start returning to normal (e.g., people return to work, stores/restaurants reopen)?
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