
42% of US consumers think news about the
seriousness of COVID-19 is “exaggerated” –
GfK
92% consider themselves well informed about COVID-19 – but 67% say it is becoming hard to tell
“fake” virus news from real

NEW YORK, NY, UNITED STATES, April 30, 2020 /EINPresswire.com/ -- While most of the US
remains on some form of lockdown this week, many Americans say they still have doubts about
the news they are receiving on COVID-19.

In a new GfK study, four in ten Americans (42%) agree either strongly or somewhat with the
statement, “I think the news about the seriousness of coronavirus has been exaggerated.” This
includes half (49%) of all US men – compared to just 35% of women. Men are also twice as likely
as women to strongly agree that news about the virus is exaggerated (23% vs 12%).

Click here to register for a May 7th webinar on this study

Other groups with a 50% or greater rate of agreement (strongly or somewhat) are US consumers
who:
•	are in the 36-to-50 age range: 50% (versus 31% of those 51 to 65) 
•	have some level of higher education: 50% (versus 38% of those with lower education levels)
•	reside in large urban metropolises: 59% (versus 32% for those in small cities)

The research – conducted April 24th to 27th as part of GfK’s global Consumer Pulse studies – also
shows that 67% of Americans feel strongly or somewhat that, “When people talk about
coronavirus, it’s getting harder to distinguish between accurate news and fake news.” 

Yet 92% consider themselves well-informed about the virus—up slightly from 88% in the
previous wave of the study. Exploring specific sources of news, 60% of Americans say they “feel
better informed about coronavirus because of news I get from the Internet.” This is below
television (66%) but above newspapers (58%) and the radio (51%).    

GfK’s Consumer Pulse research covers 30 countries, allowing brands and marketers to
#MasterTheCrisis by understanding consumer attitudes, behavior, purchase intent, media
consumption, and more – both now and in the future. The research reveals changes in demand
for goods and services, as well as which sectors and channels present risks or opportunities, so
that companies can respond with confidence and come out of the crisis stronger, better
positioned, and closer to consumers than before.

As part of this research, GfK interviewed a representative sample of 1,019 US consumers (ages
15 and up) during the week of April 24 to 27, 2020.      

GfK – extracting the signals from the noise

In a world of data overflow, disruption and misuse, picking up the right “signal from noise” is key
to win. We at GfK are the trusted partner and have more than 85 years of experience in
combining data and science to help you make the right business decisions. Together with our

http://www.einpresswire.com
https://insights.gfk.com/covid-webinar-series-3
https://hubs.ly/H0pKdSz0


attention to detail and advanced Augmented Intelligence, we provide you with world-class
analytics that delivers not just descriptive data but actionable recommendations always-on at
your fingertips. As a result, you can make key business decisions with confidence which help you
drive sales, organizational and marketing effectiveness. That’s why we promise to you “Growth
from Knowledge.” 
For more information, please visit www.gfk.com/en-us or follow GfK on Twitter
www.twitter.com/GfK. 
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