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This CARAVAN survey was conducted by Big Village INSIGHTS among a sample of 1,004 

adults 18 years of age and older. The online omnibus study is conducted three times a 

week among a demographically representative U.S. sample of 1,000 adults 18 years of 

age and older. This survey was live on June 11-13, 2021. 

609-452-5400  |  CARAVANinfo@big-village.com
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Ransomware attacks, labor shortages, stalled 
legislation, rising prices, and the minimum wage 
remain on the mind of American consumers.

How concerned are you about these issues? 

To what extent do you agree or disagree 
with each of these statements? 

Why are more people planning 
to vacation this summer?

A number of major locations/destinations 
are being booked or considered by these  
vacationers, including:

Alternatively, the main reasons  
for not vacationing include:

Gain insight on these issues and more in this week’s 
The Pulse of the American Consumer.

Concerned (net)

Agree (Net)

Very Concerned

Strongly Agree

89%

85%

80%

76%

56%

55%

46%

39%

34%

28%

Rising prices of consumer goods/inflation

Future ransomware attacks on critical U.S. 
infrastructure/utilities

Legislation that is crucial to the future of the U.S. being 
stalled in the Senate and not getting passed 

Labor shortages in the U.S./decreased 
workforce participation

Contracting the Coronavirus

88%

70%

55%

73%

70%

56%

38%

23%

40%

43%

The U.S. needs to take a much stronger stance 
against foreign adversaries who initiate 
ransomware attacks/hacks on our critical 
utilities and infrastructure

I support the recognition, rights, and protection 
of LGBTQ people and non-binary identities 

I am still nervous to get back out into the 
public and resume ‘normal life’ 

COVID-specific unemployment benefits need 
to be ended across the entire U.S. now to 
encourage workforce participation

The minimum wage in the United States 
should be increased to $15 an hour 

Gen Z Republicans

Republicans

94% 79%

88% 42%

75%

68% 59%92% 74%

88% 76%

86% 67%

87%

84% 71%96% 79%

Millennials Democrats

Democrats

Gen X Baby Boomers

54% 82% 49% 87%

66%

50%

Households  
with children

Households  
without children

Summer Vacation
62% of U.S. Adults are likely to go 
away on vacation this summer 
(+4% from April 16-18, 2021).

This is highest among Gen Z (69%) and Millennials (73%), 
and lowest among Baby Boomers (50%). 

You just need to ‘get 
away’ after being 
stuck at home for 
so long

Your financial 
situation is the 
same or worse than 
it was compared to 
last year

Having to no longer 
worry about the 
need to wear a 
mask/face covering

You still have concerns 
about traveling 
on an airplane 
and contracting 
COVID-19 from other 
passengers

Vacation spots you 
are interested in 
traveling to will be 
open this summer

You are still planning 
to stay at home 
until coronavirus 
cases are almost 
completely gone/ 
have dramatically 
decreased

You have received 
the vaccine for 
COVID-19/expect 
to receive it by  
the summer

You are just not 
comfortable with it 
yet, despite a year 
of living with safety 
measures such as 
social distancing 
and wearing a mask

You no longer have 
concerns about 
staying at a hotel 
and contracting 
COVID-19 from 
other guests

You still have 
concerns about 
staying at a hotel 
and contracting 
COVID-19 from 
other guests

You are more 
comfortable with 
it after a year of 
living with safety 
measures such as 
social distancing and 
wearing a mask

You are concerned 
about being around 
others who are not 
vaccinated

38% 38%

23% 24%27% 24%

32% 30%

23% 24%

30% 30%

You don’t want to 
deprive your family 
from being able to 
go away again this 
summer

Other members of 
your family still have 
safety concerns 
about going away

A beach/shore or lake

Las Vegas

A U.S. national park

Disneyworld/ Disneyland

A campground

New York City

Internationally via 
airplane, car, or train

Nashville

Internationally via 
cruise ship

You no longer 
have concerns 
about traveling 
on an airplane 
and contracting 
COVID-19 from 
other passengers

Vacation spots you 
are interested in 
traveling to still 
may not be open, 
or still have limited 
amenities this 
summer

Your financial 
situation is in 
a better place 
compared to  
last year

You have not 
received the vaccine 
for COVID-19/do not 
expect to receive it 
by the summer

19% 12%

36%

13%

17%

13%

16%

13%

12%

7%

7%

18% 11%14% 9%

The most popular ‘out of state’ 
vacation spots among those likely 
to travel include Florida (21%), 
California (14%), New York (10%) 
and Tennessee (9%).  

 
15% do not plan to vacation outside 
of their state this summer.

Non-Hispanic 
White

Non-Hispanic 
African-
American

Hispanic/
Latinx/
Spanish

Asian/
Pacific Islander

Does the ethnic makeup of your 
household have an impact on 
any of the following?

Among this list, what are the top 3 
priorities in your life right now:

Compared to April, FINANCIAL SECURITY has taken a notable 
jump in priority, mostly at the expense of SAFETY.

Households with at least one Asian-American 
or African-American member are less likely 
to think their family unit/culture is adequately 
represented in advertising for consumer or 
financial products and services. 

In addition, households with at least one African-
American member are more likely to consider a 
brand’s stance on multicultural issues into their 
purchase decisions, or services that they use.

The days of performative activism 
are over. It’s not enough to say you’re 
inclusive, you must demonstrate 
it in your actions. All multicultural 
audiences will consider a brand’s 
stance on issues that matter to them 
into their purchase decisions, or 
services that they use. 

Regardless of ethnicity,

is top of mind for Americans right now. 

Safety in the communities 
they live continues to be 
an issue of concern for 
multicultural audiences.

My family unit/culture is 
adequately represented 
in advertising for 
consumer products 
(such as food/groceries 
or household items)

78% 70% 75% 61%

I expect brands/
companies to take a stand 
on matters related to 
the issues that affect the 
multicultural population 
of the United States

My family unit/culture is 
adequately represented in 
advertising for financial 
products and services

I consider a brand’s 
stance on multicultural 
issues into my purchase 
decisions, or services 
that I use

of Multi-Ethnic/
Blended HH’s had 
concerns about 
their safety in the 
community

of Multi-Ethnic/
Blended HH’s said 
they have fear of 
law enforcement

Single Ethnicity/
Non-Blended HH’s

Single Ethnicity/
Non-Blended HH’s

12% of Non-Hispanic 
White HH’s feel this way

5% of Non-Hispanic 
White HH’s feel this way

63%

76%

51%

81%

64%

74%

69%

69%

60%

67%

66%

63%

26%

22%

16%

11%

New Majority Ready are 
Multicultural Marketing experts.

HAPPINESS

Strengthening/
renewing your Faith

Self-improvement/
embetterment

Health & wellness

Improve society/
social responsibility/
helping others

Trying new things/
finding new passions

Social belonging/
interaction/time 
with others

29%

22%

45%

14% 14% 13%

+5% +8% +7% +4%

+6% +9% +6% +9%

no change +1% -2% -10%

-3%

-2%

Personal safety/the 
safety of your family

51%
-5%

+1%

Happiness

58%
+2%

-1%

Financial security

55%
+6%

+1%

-4%

no change

+2%

no change

+1%

+1%

+1%

+1%

+7% -2% +2%

This data was collected among 3,012 census representative US adults 
through three waves of Big Village’s CARAVAN Omnibus between June 7th-13th.

+/- = change since survey completed April 5th-11th, 2021.


