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Grassroots commissioned interviews 
with sources in the US who are vac-
cinated against COVID-19 to gauge 
the potential market for an annual flu 
plus COVID-19 vaccine combination. 
After the first shot of the COVID-19 
vaccination, 42% experienced side 
effects. Among these, 41% of sources 
said it had a moderate impact on their 
ability to conduct normal daily activities, 
30% said little to no impact, and 29% 
said some to severe impact. Meanwhile, 
43% do not have any underlying health 
conditions that put them at higher risk 
if they catch COVID-19, while 28% have 
high blood pressure, 17% obesity, 16% 
diabetes, 15% asthma, and 9% are 
immunocompromised. 

Every year, 59% of sources get a flu vac-
cination, while 24% get one some years 
but not all. Among these, 76% have not 
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experienced any side effects, while 22% 
have. In addition, 76% of sources would 
be somewhat or extremely likely get an 
annual COVID-19 plus flu vaccination if 
and when it becomes available, while 
12% would be neither likely nor unlikely, 
and 12% would be extremely or some-
what unlikely. Those ages 66 and over 
and 26–35 are the most likely to get an 
annual COVID-19 plus flu vaccination if 
and when it becomes available, while 
those ages 18–25 are the least likely. 

Meanwhile, 62% of sources said their 
view of the annual flu shot has not 
changed after being vaccinated for 
COVID-19, while 32% are more positive 
about it, and 6% are more negative. 
When asked how much they would be 
willing to pay for the annual combina-
tion COVID-19 and flu vaccination, 
71% said it should be free, while 27% 

said USD 10–USD 20, and 2% said USD 
21 or more. In addition, 43% of sources 
said their willingness to get the 
combination vaccination will change 
based on the price.
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To check the new-automobile demand 
outlook for 2022, Grassroots commis-
sioned interviews with representatives of 
auto dealerships in the US. In the next 12 
months, 68% of sources expect demand 
to increase due to the current shortage, 
while 28% expect it to remain flat at a 
high level, and 4% expect it to decrease 
as supply chain issues are resolved. 
Meanwhile, sources expect demand 
for SUVs and CUVs to have the highest 
growth rate due to power, space and gas 
mileage, followed by pickup trucks due to 
the necessity of trucks for work, customer 
loyalty and new designs, balanced by 
high gas and selling prices and appeal 
to only a certain group of consumers. 
Demand growth for sedans reportedly 
is generally slower, as consumers are 
gravitating toward SUVs/CUVs.

As to foot traffic, it is up for 40% of sources 
vs. the same time last year, while it is down 

To examine views of overall economic 
development and household spending 
power, Grassroots commissioned 
interviews with consumers in China. 
In the next 12 months, 84% of sources 
expect China’s economy to improve –  
generally positive but slightly less 
positive than in the February 2021 
Grassroots® survey. The top concern 
this year reportedly remains com-
munity spread of COVID-19, followed 
by global recession/worsening global 
economy. As to sources’ impressions of 
household financial situations vs. last 
year, they are slightly more positive vs. 
February 2021: 38% said their current 
household disposable income is better, 
33% said it is the same, and 28% said 
it is worse. In the next 12 months, 
61% expect their household financial 
situation to improve. 

Meanwhile, 61% of sources cited 
domestic economic conditions as the 

Grassroots commissioned interviews 
with consumers age 18 and over to 
gauge preferences for brands, stores 
and trends, revealing that 69% ages 
25–40 and 68% ages 18–24 said a 
brand’s stance toward inclusivity and 
equality is extremely/very important 
in their decision to purchase, engage 
with and follow. Among sources ages 
18–24 and 25–40, poverty/hunger, 
health/disease and racial equity/
gender equality are the priority issues 
they want corporations to address. In 
addition, 90% of sources ages 25–40 
and 89% ages 18–24 would be willing 
to pay a premium for a product that 
was produced by a company that 
employs a strong set of operating 
standards in relation to the plant and 
its employees. At the same time, 59% 
ages 25–40 said having the lowest 
price is very or extremely important 
when choosing a product or service. 

Regarding clothing and apparel, 35% 
of sources ages 18–24 are most likely 
to shop for fast fashion, while 48% 
ages 25–40 are most likely to shop 
for discount store apparel. In addi-
tion, 57% ages 18–24 and 55% ages 
25–40 said online is their favorite 
way to shop. Indeed, 39% ages 18–24 
are extremely/very interested in 
trying a clothing subscription service 
or personalized styling service. As 
to culinary preferences, in a typical 
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top factor likely to affect their household 
disposable income this year, followed by 
employment status/income uncertainty 
and inflation/cost of living. Household 
supplies/necessities, healthcare and 
education remain the categories in which 
sources expect to increase spending 
the most in 2022 vs. 2021, while luxury 
goods, domestic travel and entertain-
ment are the categories in which they 
expect to decrease spending the most. 

Compared to pre-COVID-19 habits, 71% 
of sources prefer home cooking and 
will reduce their frequency of dining 
out and ordering food delivery, and 
72% prefer online grocery shopping to 
physical stores – similar to February 2021. 
Regarding travel, 61% have planned a 
leisure trip in China this year, with travel 
by air and road preferred, and Hainan, 
Yunnan, Shanghai and Beijing the 
preferred destinations.

for 32% and flat for 28%. The average 
conversion rate is 45% – flat year-to-year 
for 42% who commented, up for 33% and 
down for 13%. Regarding core customer 
demographics, 71% of sources who com-
mented said it varies, while 38% said it is 
families; 88% of these said there has been 
no meaningful change vs. a year ago.

Meanwhile, 95% of sources who com-
mented noted increased interest in hybrid 
and battery-powered electric vehicles 
compared to a year ago due to efficiency 
and technology, high gas prices, and 
carbon footprint awareness. Looking 
ahead, 68% who commented expect the 
incentive outlook to remain flat in the 
next 12 months, as most have barely any 
incentives, which are not necessary due to 
the shortage of cars, while 32% expect an 
increase when vehicle supply increases.
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week, 59% of sources ages 18–24 and 
60% ages 25–40 eat fast food about 
half of the time or always/most of the 
time; 62% ages 18–24 and 61% ages 
25–40 purchase organic produce 
about half of the time or always/most 
of the time; and 41% ages 18–24 and 
47% ages 25–40 eat in a full-service, 
sit-down restaurant about half of the 
time or always/most of the time. 

If they had an hour of free time, sourc-
es ages 25–40 and 18–24 ranked 
video games and social media in 
the top three ways they would use it, 
while those ages 56–75 and 76 and 
older ranked these categories in their 
bottom four. If given USD 1,000 to 
spend, those in all age groups ranked 
clothing and accessories, electronics, 
and food/restaurants in their top 
three. In the past six months, 36% of 
sources ages 18–24 and 34% ages 
25–40 spent more at restaurants, 
and 40% ages 25–40 and 38% ages 
18–24 spent more on clothing and 
accessories; 44% ages 25–40 and 
27% ages 18–24 spent more on TV 
streaming, and 35% ages 25–40 and 
34% ages 18–24 spent more on video 
games; and 19% ages 18–24 and 17% 
ages 25–40 spent more on concert 
tickets, and 39% ages 25–40 and 
36% ages 18–24 spent more on music 
(downloads/streaming). 

When asked about education, 62% 
of sources ages 18–24 and 61% ages 
25–40 said attending a four-year  
college/university is a good use of 
time and money. At the same time, 
46% ages 25–40 and 30% ages 
18–24 think online education is 
better than in-person education. 
Meanwhile, 71% of sources ages 
18–24 and 66% ages 25–40 believe 
debt should be avoided at all costs, 
and 65% ages 24–40 and 61% ages 
18–24 worry about their financial 
future always/most of the time.

 

Grassroots commissioned interviews 
with consumers in China who used an 
online food delivery service in the past six 
months to gauge usage habits and future 
usage intentions. Fifty-eight percent of 
sources order food delivery a few times 
per week vs. 45% in the November 2019 
Grassroots® survey, indicating a trend of 
increased usage frequency. Compared to 
three months ago, 42% said their usage 
frequency is flat, 40% said up, and 18% 
said down. In addition, sources said the 
top reason for increased use is conve-
nience, while the top reason for decreased 
use is cooking more at home.

Looking ahead, 55% of sources expect 
to use food delivery services about the 
same amount in the next six months, 39% 
expect to use them more often, and 6% 

To examine the satisfaction of consumers 
in the US with their streaming services, 
Grassroots commissioned interviews with 
primary household decision makers for 
cable/satellite and streaming services. 
Interviews revealed that 69% of sources 
currently subscribe to a pay-TV service 
provider. In addition, 86% currently use 
a paid video/streaming service, an 
increase vs. the January 2021 Grassroots® 
survey. Among sources ages 18–24, 59% 
currently subscribe to a pay-TV service 
provider, and 99% currently use a paid 
video/streaming service. Among those 
ages 56–75, 79% currently subscribe to a 
pay-TV service provider, and 72% currently 
use a paid video/streaming service. 

As to spending, 41% of sources spend 
USD 21–USD 60 per month on video/
streaming services, while 29% spend 
more than USD 61, and 18% spend 
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expect to use them less often. Among 
those who expect to use them more 
often, the main reason is convenience. 
Regarding average spending on each 
order, 57% of sources expect it to stay 
about the same in the next six months, 
39% expect it to increase, and 5% expect 
it to decrease. Among those who expect 
an increase, the main reasons are an 
overall increase in food prices and trying 
out more expensive restaurants/ordering 
higher-priced food items.

If there were no discounts/subsidies 
offered by any food delivery apps, sources 
said the most important factors for choos-
ing which app to use would be better/
faster delivery service, lower delivery/
packaging charge and wider range of 
restaurant choices. 

USD 11–USD 20. Netflix is the most 
subscribed-to video/streaming service, 
followed by Amazon Prime (Amazon.
com), Hulu and Disney+ (both Walt 
Disney). Among sources in all age 
cohorts, Netflix is the most subscribed-to 
video/streaming service: 80%–93% ages 
18–55 and 46%–55% age 56 and over 
currently subscribe to Netflix. Hulu and 
Disney+ are the second most subscribed-
to among those ages 18–24. 

Meanwhile, 48% of sources use a smart 
TV to stream video, 39% each use a 
laptop/desktop and a mobile device/
tablet, and 37% use a Roku (up from 31% 
in the October 2020 Grassroots® survey). 
Among those ages 18–24, 52% use a 
mobile device to stream video, 50% use a 
laptop/desktop, 49% use a smart TV, and 
47% use a Roku.
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sector trends before our competitors do.

Advantages:
 • 30+ years of experience conducting 
customized investigative market 
research around the world.

 • Utilizes expertise of independent 
journalists and Field Force Investigators 
to reach sources on the ground.

• Utilizes technological tools to target 
consumer and business panels online 
and to extract alternative data from  
the Web.

• Continuous exchange of information 
between Grassroots® analysts and our 
investment professionals.

• Provides timely business insights via 
quick turnaround times.

Resources:
• Access to thousands of consumers in 
more than 60 countries via targeted 
online consumer and business panels.

• 50,000+ industry contacts worldwide 
from a wide range of industries, includ-
ing consumer, technology, healthcare, 
materials, industrials, energy and 
financials companies

 • 300+ Field Force Investigators who 
conduct quantitative market research 
among consumers 

• 60+ reporters who conduct interviews 
with industry experts

• In-house team in San Francisco and 
Hong Kong

Head of Grassroots Research: 
Michele Rumfola

Editor/Writer: 
Heather Sprung

Grassroots® Market Monitor is published 
quarterly by Grassroots Research®,  
a division of Allianz Global Investors.

Allianz Global Investors 
555 Mission Street, Suite 1700 
San Francisco, CA 94105 
USA 
phone: 415.954.5400 
email: grassroots@allianzgi.com 
online: www.grassrootsresearch.com

Investing involves risk. The value of an investment and the income from it will fluctuate and investors may not get back the principal invested. Past performance 
is not indicative of future performance. This is a marketing communication. It is for informational purposes only. This document does not constitute investment 
advice or a recommendation to buy, sell or hold any security and shall not be deemed an offer to sell or a solicitation of an offer to buy any security.
The views and opinions expressed herein, which are subject to change without notice, are those of the issuer or its affiliated companies at the time of publication. 
Certain data used are derived from various sources believed to be reliable, but the accuracy or completeness of the data is not guaranteed and no liability is 
assumed for any direct or consequential losses arising from their use. The duplication, publication, extraction or transmission of the contents, irrespective of the 
form, is not permitted.
This material has not been reviewed by any regulatory authorities. In mainland China, it is used only as supporting material to the offshore investment 
products offered by commercial banks under the Qualified Domestic Institutional Investors scheme pursuant to applicable rules and regulations. This 
communication’s sole purpose is to inform and does not under any circumstance constitute promotion or publicity of Allianz Global Investors products and/or 
services in Colombia or to Colombian residents pursuant to part 4 of Decree 2555 of 2010. This communication does not in any way aim to directly or indirectly 
initiate the purchase of a product or the provision of a service offered by Allianz Global Investors. Via reception of his document, each resident in Colombia 
acknowledges and accepts to have contacted Allianz Global Investors via their own initiative and that the communication under no circumstances does 
not arise from any promotional or marketing activities carried out by Allianz Global Investors. Colombian residents accept that accessing any type of social 
network page of Allianz Global Investors is done under their own responsibility and initiative and are aware that they may access specific information on the 
products and services of Allianz Global Investors. This communication is strictly private and confidential and may not be reproduced. This communication 
does not constitute a public offer of securities in Colombia pursuant to the public offer regulation set forth in Decree 2555 of 2010. This communication and 
the information provided herein should not be considered a solicitation or an offer by Allianz Global Investors or its affiliates to provide any financial products 
in Brazil, Panama, Peru, and Uruguay. In Australia, this material is presented by Allianz Global Investors Asia Pacific Limited (“AllianzGI AP”) and is intended 
for the use of investment consultants and other institutional/professional investors only, and is not directed to the public or individual retail investors. AllianzGI 
AP is not licensed to provide financial services to retail clients in Australia. AllianzGI AP (Australian Registered Body Number 160 464 200) is exempt from the 
requirement to hold an Australian Foreign Financial Service License under the Corporations Act 2001 (Cth) pursuant to ASIC Class Order (CO 03/1103) with 
respect to the provision of financial services to wholesale clients only. AllianzGI AP is licensed and regulated by Hong Kong Securities and Futures Commission 
under Hong Kong laws, which differ from Australian laws.
This document is being distributed by the following Allianz Global Investors companies: Allianz Global Investors U.S. LLC, an investment adviser registered with 
the U.S. Securities and Exchange Commission; Allianz Global Investors Distributors LLC, distributor registered with FINRA, is affiliated with Allianz Global Investors 
U.S. LLC; Allianz Global Investors GmbH, an investment company in Germany, authorized by the German Bundesanstalt für Finanzdienstleistungsaufsicht (BaFin); 
Allianz Global Investors (Schweiz) AG; Allianz Global Investors Asia Pacific Ltd., licensed by the Hong Kong Securities and Futures Commission; Allianz Global 
Investors Singapore Ltd., regulated by the Monetary Authority of Singapore [Company Registration No. 199907169Z]; Allianz Global Investors Japan Co., Ltd., 
registered in Japan as a Financial Instruments Business Operator [Registered No. The Director of Kanto Local Finance Bureau (Financial Instruments Business 
Operator), No. 424, Member of Japan Investment Advisers Association and Investment Trust Association, Japan];and Allianz Global Investors Taiwan Ltd., licensed 
by Financial Supervisory Commission in Taiwan.
The Grassroots Research® division of Allianz Global Investors commissions investigative market research for asset-management professionals. Research data 
used to generate Grassroots Research® reports are received from independent, third-party contractors who supply research that, as far as permissible by 
applicable laws and regulations, may be paid for by commissions generated by trades executed on behalf of clients. We believe these sources of information 
to be reliable and are providing the information in good faith, but in no way warrant the accuracy or completeness of the information. We have no obligation 
to update, modify or amend this document or to otherwise notify you in the event that any matter set forth in this document changes or subsequently becomes 
inaccurate. In addition, information may be available that is not reflected at this time. We accept no liability whatsoever for any direct or consequential loss or 
damage arising from your use of the information contained in this document. We and our affiliates, officers, employees or clients may effect or have effected 
transactions for our or their own accounts in the securities mentioned here or in any related investments. Any reference to a particular company shall not be 
considered an offer to sell, the solicitation of an offer to buy or a recommendation to buy, sell, or hold any security issued by such company. No part of this 
material may be i) copied, photocopied, or duplicated in any form, by any means, or ii) redistributed without prior written consent. 2091455   

Copyright © 2022 Allianz Global Investors 


