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Election Impact on Polarization
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84% 84% 86%
General public Journalists PR Professionals



12
21

16
22
22

31
22

17
7
10
7

16
28

13
13

37
17

14
31

9

45
56

54
57

50
45

39
54

52
45

42
53

49
61

46
34

49
47

39
49

43
23

30
22

28
25

39
29

41
45

51
31

23
26

42
30

34
39

30
43

Access to affordable healthcare
College tuition

Consumer confidence
Cooperation between Republicans and Democrats in the U.S. Congress

Crime
Disinformation or fake news
Growth of the U.S. economy

Gun ownership
Immigration to the U.S.

LGBTQ+ rights
Minimum wage

Polarization of opinion on social issues
Racism

Religious freedom
Taxes

U.S. cases of COVID-19
U.S. stock market values

U.S. trade with other countries
Unemployment
Women's rights

Decrease Stay Same Increase

Impact on U.S.
U.S. General Public



11
11

15
15

18
16

13
12
11

8
29

22
8

5
15
15

9
10

14
17

9

65
64

67
69

57
65

61
70

61
66

54
48

66
71

64
57
68

71
63

60
59

24
26

18
15

25
19

27
18

28
26

17
30

26
23

21
29

22
19

24
23

32

My personal commitment to social change
My engagement in the political process

My involvement with activist groups
My participation in public protests

My consumption of news media
My engagement on social media

 My interest in learning about other ethnic groups
My empathy toward people who disagree with me
My willingness to listen to different points of view

My patriotism for the U.S.
My desire to move to another country

My trust in government
My belief in science

My support of brands who share my values
My confidence in law enforcement
My faith in the democratic process

My faith in religion
 My charitable giving
My standard of living

My desire to travel to other countries
My commitment to wearing a mask in public places
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Impact on Business
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Impact on Activism
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Impact on Personal Outlook
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Impact on Unity vs. Civil Unrest
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Impact on Mutual Respect Between Professions
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