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Four years into a trade war and 

amid persistent security tensions 

in the Asia-Pacific region, the 

current state of U.S.-China 

relations poses both risks and 

opportunities for U.S. and 

Chinese multinationals. While 

the outlook for improved 

bilateral relations is grim, there 

are still opportunities to do 

business in each other’s markets.

U.S. and Chinese adults want improved bilateral relations
Adults on both sides of the Pacific forecast that bilateral 
tensions will escalate for the foreseeable future. But strong 
public interest in improving U.S.-China relations will help 
guard against the worst excesses of bilateral competition: a 
cold war characterized by a return to economic autarky, or a 
hot one marked by direct military conflict.

Political developments in late 2022 will provide a near-
term opening for tariff relief, and companies should seize it
A majority of U.S. adults and a plurality of Chinese adults 
believe bilateral tariffs have contributed to rising prices, and 
sizable shares continue to buy fewer goods as a result. Amid 
historically elevated U.S. inflation and a wavering Chinese 
economy, Presidents Biden and Xi will face heightened 
political incentives to respond to these dynamics by scaling 
back tariffs ahead of the U.S. midterm elections and the 
Chinese Communist Party’s 20th National Congress, both in 
late 2022. A more promising opening for U.S. and Chinese 
multinationals to seek tariff relief is unlikely to materialize —
so they should seize the moment while they can.

Consumer appetite for “made in” goods is strong, but price 
hesitancy will limit market opportunities
Majorities of U.S. and Chinese consumers say they 
intentionally purchase “made in” goods sold in their 

respective countries at least some of the time and are willing 
to pay a premium for them. But among those willing to pay a 
premium, only around one-quarter say they would pay more 
than 10% extra. These dynamics will limit market 
opportunities for multinationals whose transition to a “made 
in” supply chain would entail substantial costs.

U.S. multinationals stand to gain more from reshoring 
stateside than their Chinese counterparts, while reshoring 
to China makes less sense for both
Higher shares of U.S. adults are willing to pay more for 
reshored goods produced by American multinationals than 
Chinese ones, and most U.S. consumers are unwilling to pay 
more for reshored goods produced by Chinese companies. 
In China, the share of consumers willing to pay more for 
reshored goods is smaller on average, and Chinese 
consumers exhibit similar price hesitancy. Given these 
dynamics, reshoring to China makes less sense for both 
Chinese and U.S. companies.

American multinationals’ responses to political pressures 
involving China go largely unnoticed by U.S. consumers
U.S. multinationals facing reputational risks stemming from 
their business operations in China can rest easy for the 
moment: U.S. consumers aren’t paying much attention and 
don’t especially care how companies respond.

E X E C U T I V E  S U M M A R Y
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Economic and military relations, the new cold war context, and sticking points
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Public concern over bilateral tensions abounds on both sides of the Pacific
Two-thirds of U.S. and Chinese adults are concerned about economic and military 
tensions between the two superpowers. Reflecting these concerns, at least 7 in 10 
adults in the United States and China think their countries should work to reduce 
bilateral tensions.

Mismatched policy priorities will impede progress
Despite shared public interest in improving bilateral relations, a mismatch in U.S. and 
Chinese adults’ core concerns — addressing economic and military tensions, 
respectively — will prove problematic if it persists over the long term. Amid historically 
high inflation, rising energy prices and disrupted global supply chains, tariffs and trade 
relations remain the most salient flashpoints for U.S. adults. For Chinese adults, U.S. 
military activities in the South China Sea and, by extension, Beijing’s relationship with 
Taiwan, predominate.

U.S. and Chinese adults predict tensions will escalate but don’t anticipate a cold war
Reflecting their diverging policy priorities, U.S. and Chinese adults forecast that 
economic and military tensions will escalate for the foreseeable future. Most adults in 
both countries nevertheless anticipate that bilateral relations will run cool (rather than hot 
or cold) even if tensions continue to escalate. While a majority in each country view the 

other superpower as an enemy or unfriendly, they also think current levels of bilateral 
competition fall short of a cold war. U.S. and Chinese adults’ belief that neither side 
would win a hypothetical cold war will further mitigate against bilateral warmongering by 
hawkish politicians and officials in both countries.

Dovish public sentiment, should it persist, will help guard against the worst excesses 
of bilateral competition
These dynamics will pose ongoing challenges for U.S. and Chinese multinationals doing 
business in each other’s markets by raising the specter of persistent barriers to trade 
flow and market access, and of global supply chain instability. But for now, public 
sentiment will help guard against the worst byproducts of bilateral competition: a cold 
war characterized by a return to economic autarky, or a hot one marked by direct 
military conflict.

THE STATE OF U.S.-CHINA RELATIONS: KEY TAKEAWAYS
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• Nearly four years since the U.S.-China trade war caused bilateral 
relations to sour dramatically, a majority of U.S. and Chinese adults 
are concerned about economic and military tensions between the 
two superpowers.

• Nearly three-quarters (73%) of U.S. adults and 66% of Chinese 
adults are concerned about bilateral economic tensions, while 
similar shares are concerned about bilateral military tensions.

• U.S. adults are slightly more concerned about economic tensions, 
while Chinese adults are slightly more concerned about military 
tensions. The latter is likely attributable to Chinese adults’ 
heightened concern over U.S. activities in the South China Sea and, 
by extension, U.S. support for Taiwan.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.

U.S. and Chinese adults were asked how concerned they are about bilateral economic tensions

E C O N O M I C  &  M I L I T A R Y  R E L A T I O N S

Roughly two-thirds of U.S. and Chinese adults are concerned about economic and military tensions 
between the two superpowers

U.S. and Chinese adults were asked how concerned they are about bilateral military tensions
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• Adults on both sides of the Pacific are interested in improving 
bilateral relations: 4 in 5 U.S. adults and nearly as many Chinese 
adults (7 in 10) think both countries should work to reduce 
economic and military tensions.

• Strong public interest in reducing tensions offers some room for 
corporate optimism in the months ahead, even as both sides 
continue to spar over China’s unmet obligations under the Phase 1 
trade deal, ongoing U.S.-led freedom of navigation patrols in the 
South China Sea and Russia’s invasion of Ukraine.

• American and Chinese multinationals that would benefit from 
better bilateral relations and are lobbying Beijing and Washington 
to improve ties should emphasize strong public concern about the 
current state of U.S.-China relations, as well as strong public 
aversion to bilateral economic and military conflict.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. Figures 
may not add up to 100% due to rounding.

Adults in the United States and China were asked if their countries should work to reduce 
bilateral economic tensions

E C O N O M I C  &  M I L I T A R Y  R E L A T I O N S

Reflecting heightened concern on both sides of the Pacific, at least 7 in 10 U.S. and Chinese adults 
think the two countries should dial down tensions

Adults in the United States and China were asked if their countries should work to reduce 
bilateral military tensions
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• Chinese adults’ greater preoccupation with military tensions 
relative to U.S. adults — who tend to prioritize addressing 
economic tensions — could limit room for long-term compromise.

• This is particularly the case amid the United States’ renewed 
prioritization of its Indo-Pacific security agenda, under which it will 
expand its military presence in East Asia to counterbalance China 
through a combination of unilateral and multilateral efforts, 
including the Quadrilateral Security Dialogue and AUKUS.

• In turn, China is likely to resist compromising on the economic 
front, limiting the likelihood that U.S. adults will see their interest in 
resolving bilateral economic tensions bear fruit. 

• U.S. and Chinese multinationals’ demands for a more stable trans-
Pacific business climate are likely to go unmet amid these 
background considerations.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.
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A mismatch in U.S. and Chinese adults’ interest in resolving economic and military tensions will 
prove problematic over the long term



The State of U.S.-China Relations 11

• When asked to identify the most important hot-button issue to 
address in bilateral relations, U.S. and Chinese adults’ divergent 
interests in resolving economic and military tensions are 
especially stark.

• Adults in the United States prioritize addressing trade relations and 
China’s alleged theft of intellectual property from U.S. companies, 
while military tensions linked to Taiwan are a distant third. Chinese 
adults, meanwhile, cite U.S. freedom of navigation patrols — used 
as a proxy for military tensions involving Taiwan — as their 
overriding concern, with trade relations coming in second.

• Multinationals looking ahead to the United States’ midyear review 
of tariffs it currently imposes on China (anticipated for July 2022) 
should take note: Shared public interest in improving trade 
relations suggests now is the time to push for reducing bilateral 
tariffs. But even if those efforts are successful, they are unlikely to 
drive a broader reset in U.S.-China relations.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding. Questions about Hong Kong and Taiwan were not asked among Chinese respondents.
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U.S. and Chinese adults diverge on which hot-button issue is the most important to address, 
reflecting broader misalignment over bilateral policy priorities
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Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.
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Accordingly, U.S. and Chinese adults forecast that economic and military tensions will escalate for 
the foreseeable future
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• Even as many U.S. and Chinese adults 
forecast escalating economic and military 
tensions for the foreseeable future — and 
are more likely to view the other country 
as unfriendly or an enemy — majorities in 
both countries think the two superpowers 
compete but are not yet in a cold war.

• Public restraint on both sides of the 
Pacific will help U.S and Chinese 
multinationals avoid the worst excesses 
of bilateral competition, including a return 
to economic autarky and direct military 
conflict that could drastically disrupt 
global supply chains and halt access to 
trans-Pacific consumer markets.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.

Adults in the United States and China were asked if the two countries are unfriendly/enemies or friendly/allies

A majority of U.S. and Chinese adults think bilateral relations will continue to run cool despite their 
forecasts of escalating tensions and unfavorable views of each other
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• Concern over economic disruptions, increasing military 
conflicts and threats to each side’s way of life represent 
the top three risks of a bilateral cold war as perceived by 
U.S. and Chinese adults. Over two-thirds of each group 
are at least somewhat concerned about these issues.

• Public concern over economic disruptions is likely to 
remain front and center in the coming months amid 
pronounced economic pressures on both sides of the 
Pacific — including rising energy prices and inflation in 
the United States, and growing reliance on fiscal stimulus 
in China.

• Multinationals whose supply chains would be 
substantially disrupted by a bilateral cold war should 
leverage heightened public concerns about economic 
disruptions to push back against increasingly hawkish 
policy sentiment in the United States and China.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.

Adults in the United States and China were asked how concerned they are about the following risks of 
a bilateral cold war:

Concern over economic disruptions and the specter of increasing military conflict are the main 
drivers of bilateral aversion to a cold war
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• U.S. and Chinese adults’ belief that neither superpower 
would win a hypothetical cold war bodes well for 
multinationals doing business on both sides of the Pacific.

• Hawkish sentiment among U.S. politicians on both sides of 
the aisle and a deeply entrenched “wolf warrior” mentality in 
certain Chinese government circles are less likely to find 
traction among the public when a bilateral stalemate is 
viewed as the best outcome.

• This, in turn, will mitigate against the likelihood of a hot war 
characterized by direct military conflict between the United 
States and China, as well as a cold war marked by a more 
complete rupture of bilateral economic relations.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.

U.S. and Chinese adults were asked which side would win a hypothetical cold war between their 
respective countries

U.S. and Chinese adults’ belief that neither side would win a hypothetical cold war will further 
mitigate against bilateral warmongering
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The current state of U.S.-China relations portends risks and opportunities for U.S. and Chinese 

multinationals doing business in each other’s markets. While the outlook for trade relations is mixed, 

prospects for cross-border investment remain promising. On both sides of the Pacific, American and 

Chinese multinationals stand to gain (to varying degrees) from shifting production into goods 

bearing a “made in” label if they can tame production costs. U.S. multinationals similarly stand to 

gain from reshoring production stateside. The gains for Chinese multinationals reshoring to the 

United States are likely to be more muted, while neither country’s companies would see substantial 

gains from reshoring to China. Despite tense bilateral relations, reputational risks for U.S. 

multinationals subject to political pressures involving their business operations in China are minimal 

at present and likely to remain so.

KEY RISKS AND OPPORTUNITIES
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TARIFFS AND CROSS-
BORDER INVESTMENT

S ECTION 2 . 1
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Tariffs remain front and center for many U.S. and Chinese adults
More than four years into a bilateral trade war, U.S. and Chinese adults are still paying 
attention to it: In the month prior to fielding, two-thirds of adults in each country had 
heard about the tariffs their government imposes on the other.

Tariffs’ impact on prices and the economy drives sentiment toward them
In both the United States and China, the impact of tariffs on prices and the economy is 
among the leading drivers of sentiment toward them. These dynamics make the outlook 
for tariff relief especially fraught. A plurality of U.S. adults believe that tariffs benefit the 
economy but hurt consumers. These cross currents will impede lobbying efforts to 
overturn tariffs. In China, a plurality of adults think tariffs benefit both, yielding an even 
more limited opening.

Multinationals’ best strategy for seeking tariff relief runs through prices
Multinationals have options for overturning tariffs on both sides of the Pacific, and all of 
them involve prices. Multinationals that continue to absorb the tariffs should highlight the 
hit to their bottom line and emphasize that the tariffs will eventually force them to cost 
share with consumers. Multinationals that have already passed the tariffs on to 
consumers should highlight the downward pressure that removing them could place on 
consumer prices. Both tactics will resonate with consumers: A majority of U.S. adults and 
a plurality of Chinese adults believe existing tariffs have contributed to rising prices of 

goods overall, with many holding the same view of goods they purchase. Sizable 
shares of U.S. and Chinese adults also continue to buy fewer goods because of the 
tariffs, with particularly noteworthy reductions in purchases of apparel and electronics 
in both countries. 

A near-term window to overturn the tariffs will open in late 2022
Amid historically elevated U.S. inflation and a slowing Chinese economy, Presidents 
Biden and Xi will face greater political incentives to scale back tariffs as a pressure-relief 
valve ahead of the U.S. midterms and the Chinese Communist Party’s 20th National 
Congress in late 2022. Companies should seize the moment, as a better opening is 
unlikely to materialize.

Even if the trade war persists, public sentiment toward cross-border investment 
opportunities is favorable
While the long-term outlook for tariffs is mixed, it is more favorable for cross-border 
investment: U.S. and Chinese adults generally prefer selective bans in response to 
national security risks over outright bans. Multinationals seeking to preserve existing 
market opportunities and unlock new ones should stay the course.

TARIFFS AND CROSS-BORDER INVESTMENT: KEY TAKEAWAYS
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• A majority of U.S. and Chinese adults 
have heard at least something about 
existing U.S. tariffs on imported goods 
from China, and Chinese tariffs on 
imported goods from the United States.

• Ongoing public awareness of the tariffs is 
noteworthy given that no major bilateral 
tariff packages have been introduced 
since the signing of the U.S.-China Phase 
1 trade deal in January 2020.

• To the detriment of U.S. and Chinese 
multinationals, majorities of adults in both 
countries support keeping the existing 
tariffs that each side imposes on the other 
in place.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.

Adults in the United States and China were asked how much they have heard about

Two-thirds of adults in the United States and China have heard about the tariffs each country 
imposes on the other — and majorities support them
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Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.
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• When asked to identify the most important issue driving their opinion of the tariffs, U.S. and 
Chinese adults cite their impact on the overall economy, followed by their impact on 
promoting the purchase of goods produced domestically and on consumer prices.

• Larger shares of U.S. and Chinese adults cite economic dimensions of the U.S.-China 
tariffs as driving their opinion toward them, relative to the shares citing an interest in 
promoting national pride.

T A R I F F S

Perceptions of the impact of bilateral tariffs on prices and the economy drive U.S. and Chinese adults’ 
sentiment toward them
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Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.

Adults in the United States and China were asked whether the tariffs their country currently 
imposes on the other help or hurt

T A R I F F S

Pluralities of U.S. adults believe tariffs benefit the economy but hurt consumers, while Chinese adults 
say tariffs help on both fronts
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• Among the leading economic drivers of public opinion toward 
existing U.S. tariffs on China — their impact on the economy and 
consumers — a plurality of U.S. adults think tariffs help the former 
but hurt the latter. 

• This finding offers one explanation for why U.S. adults prioritize 
improving trade relations with China but still support tariffs: They 
may think improved trade relations writ large benefit both the 
economy and consumers, but they think tariffs only benefit 
the former.

• In light of these dynamics, multinationals lobbying the U.S. 
government to reduce tariffs on Chinese goods should emphasize 
their detrimental impact on consumers but avoid arguing that they 
negatively impact the economy, since a plurality of U.S. adults don’t 
think that’s true.

• Multinationals lobbying the Chinese government to reduce the 
tariffs it imposes on the United States are more likely to find 
themselves hamstrung. Pluralities of Chinese adults think tariffs 
benefit the economy and domestic consumers, leaving little room 
to paint the tariffs in a negative light.
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• A majority of U.S. adults believe tariffs 
contribute to rising prices of goods in 
general (57%) and of goods they purchase 
(56%). This helps to explain why they 
think tariffs harm consumers.

• Patterns for Chinese adults are similar: A 
plurality think the tariffs that China 
imposes on the United States contribute 
to rising prices of goods writ large (47%), 
and of goods they purchase (45%). 

• Relative to their U.S. counterparts, the 
smaller shares of Chinese adults who feel 
the tariffs place upward pressure on 
prices of consumer goods help explain 
why Chinese consumers are more bullish 
on them.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.

Adults in the United States and China were asked if they think the tariffs their country currently imposes on the 
other contribute to rising prices of the following:

U.S. adults’ perceptions that tariffs hurt consumers stem from their perceived impact on prices
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• The U.S.-China tariffs continue to affect 
consumer purchasing dynamics. Sizable 
shares of adults in the United States (44%) 
and China (47%) said they purchased 
fewer goods from the other country over 
the past month because of the tariffs.

• Upward of one-third of adults in each 
country also indicated the tariffs caused 
them to reduce purchases overall. 

• These findings suggest that, for the most 
part, the tariffs have not had the intended 
effect of motivating U.S. and Chinese 
consumers to substitute purchases of 
imported goods with equivalent ones 
produced domestically. If that were the 
case, overall purchases would have 
remained steady.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.

Adults in the United States and China were asked if the tariffs their country currently imposes on the other 
have caused them to buy fewer

Sizable shares of U.S. and Chinese adults continue to buy fewer goods because of bilateral tariffs
T A R I F F S

37%

49%

63%

51%

U.S. adults

Chinese adults

44%

47%

56%

53%

U.S. adults

Chinese adults

Goods from the 
other country

Goods overall

Yes No



The State of U.S.-China Relations 25

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.
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Shares of U.S. and Chinese adults reporting they bought less of the indicated product because of the tariffs their country currently imposes on the other
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• Half of Chinese consumers indicated they bought fewer electronics in the past month due 
to the U.S.-China tariffs, while more than one-third bought less apparel. Smaller reductions 
in consumer purchases were observed across a variety of other product categories. 
Companies selling goods across all categories — particularly electronics and apparel —
should be especially attentive to price dynamics given China’s historically low growth 
forecast for the year ahead.

• More than one-third of U.S. consumers indicated they bought less apparel and fewer 
electronics and home goods over the past month because of the U.S.-China tariffs. 
Companies that sell these products in the United States should be especially attentive to 
prices — and carefully consider the risks of passing the costs of the tariffs on to 
consumers amid historically elevated inflation — if they want to avoid further eroding their 
customer bases.

T A R I F F S

Bilateral tariffs continue to drive sizable shares of U.S. and Chinese consumers to reduce purchases 
across diverse product categories, led by apparel and electronics
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• Despite persistent tensions on the tariffs 
front and U.S. and Chinese adults’ beliefs 
that bilateral economic relations will worsen 
going forward, adults in both countries have 
limited appetites for outright bans on U.S. 
and Chinese multinationals’ ability to 
engage in various types of business 
activities in each other’s markets.

• Instead, pluralities of respondents in both 
countries prefer selective bans that limit U.S. 
and Chinese multinationals’ ability to do 
business in the other country when they 
pose a national security risk.

• The lone exception is for Chinese 
companies with clear military ties, which U.S. 
adults would prefer be banned outright.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.

U.S. and Chinese adults were asked whether they support a complete ban, a selective national security ban 
or no ban on the ability of the other country’s multinationals to do the following:

Adults in the United States and China have limited appetites for outright investment bans, in contrast 
to their support for tariffs
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Consumer appetite for “made in” goods is strong on both sides of the Pacific

U.S. and Chinese consumers have strong appetites for “Made in America” and “Made in 

China” goods, respectively. More than two-thirds of adults in each country intentionally 

purchase “made in” goods. This bodes well for the Biden administration’s renewed 

“Buy American” agenda and for President Xi’s “dual circulation” strategy. It should also 

be encouraging to multinationals that are considering investing in their “made in” 

supply chains.

Price hesitancy will constrain market opportunities

While a majority of U.S. and Chinese consumers are willing to pay a premium for “made 

in” goods sold in their respective countries, most consumers are unwilling to pay more 

than 10% above the sticker price of an equivalent good that lacks such a designation. 

Consumers in both countries also care relatively more about affordability, quality and 

sustainability. These dynamics offer a partial explanation for some consumers’ reluctance 

to purchase “made in” goods and open their wallets more widely. They will also 

constrain market opportunities for multinationals producing “Made in America” and 

“Made in China” goods in both countries.

Multinationals seeking market share for “made in” goods should play up certain 

supply chain externalities more than others

Companies selling “made in” goods in both the United States and China should 

emphasize the positive impact of their supply chains for those goods on local job 

creation, the economy and domestic businesses. U.S. and Chinese consumers care more 

about these externalities than about making domestic companies more competitive and 

raising income for domestic labor.

Multinationals producing “made in” goods should align their supply chains 

with consumers’ expectations by using in-country labor and parts, or risk 

reputational fallout

Consumers in the United States and China have well-defined views of what constitutes a 

“made in” good. Nearly two-thirds of adults in each country define this term as a product 

that incorporates in-country parts and labor. Companies whose supply chains for “made 

in” goods do not align with these expectations risk losing market share if consumers take 

note. Companies whose supply chains align with these expectations stand to benefit 

more and should actively highlight their efforts.

CONSUMER APPETITE FOR ‘MADE IN’ GOODS: KEY TAKEAWAYS
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• Both the U.S. and Chinese governments 
continue to emphasize their “Buy America” 
and “dual circulation” policy agendas as 
long-term strategies to increase the 
competitiveness of domestic companies, 
specifically by incentivizing the purchase of 
locally produced goods.

• Companies should take note: Goods with 
“Made In America” and “Made in China” 
labels in their respective countries are 
likely to see heightened uptake among 
consumers in light of these efforts.

• Market dynamics for companies producing 
labeled goods are favorable. Large shares 
of U.S. and Chinese consumers indicate 
that they have intentionally purchased 
goods bearing “made in” labels over the 
past year.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, 
with an unweighted margin of error of +/-3 percentage points. Figures may not add up to 100% due to rounding.

U.S. and Chinese adults were asked how often they have intentionally purchased goods labeled “Made in 
America” or “Made in China” over the past year

U.S. consumers have a strong appetite for “Made in America” goods, Chinese consumers for 
“Made in China” goods
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• Majorities of U.S. and Chinese consumers are 
willing to pay more for goods with their 
respective “made in” labels.

• But among those willing to pay a premium, 
only around one-quarter say they would pay 
more than 10% extra.

• Assuming equivalent production costs for 
labeled and unlabeled goods, companies that 
already produce the former can take 
advantage of pro-“made in” sentiment by 
charging slightly higher prices. They should 
see revenue gains relative to competitors that 
produce equivalent unlabeled goods.

• Assuming input costs are higher for 
“made in” goods, companies deciding 
whether to produce them are still poised to 
benefit if the increase in production costs is 
relatively small.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 547 and 513 adults in each country, respectively, with an unweighted margin of error of +/-4 
percentage points. Figures may not add up to 100% due to rounding.

U.S. and Chinese adults were asked if they would be willing to pay more for goods labeled “Made in 
America” or “Made in China,” respectively

Most U.S. and Chinese consumers are willing to pay more for goods with a “made in” label
C O N S U M E R  A P P E T I T E  F O R  “ M A D E  I N ”  G O O D S
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U.S. and Chinese adults were asked how much more they would be willing to pay for goods labeled “Made 
in America” or “Made in China,” respectively

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, 
with an unweighted margin of error of +/-3 percentage points. Figures may not add up to 100% due to rounding.
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• When it comes to purchasing 
considerations, U.S. and Chinese adults 
place greater emphasis on affordability, 
quality and sustainability relative to 
whether a good is made domestically.

• This helps to explain why sizable shares 
of consumers in each country are not 
willing to pay more for “made in” goods 
or intentionally purchase them more 
often. When foreign-made goods are 
more affordable, higher-quality or more 
sustainable, they are likely to win out over 
domestically produced goods.

• Companies producing “made in” goods 
should be attentive to these dynamics. 
The marginal increase in revenue gained 
from raising prices of “made in” goods 
may be offset by reduced consumer 
demand if prices go too high.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with 
an unweighted margin of error of +/-3 percentage points.

Shares of U.S. and Chinese adults reporting that each of the following characteristics is at least somewhat 
important when purchasing goods:

U.S. and Chinese consumers’ preferences for affordability, quality and sustainability partially explain 
their hesitancy to purchase “made in” goods
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• Roughly one-third of U.S. adults (32%) view 
creating and protecting domestic jobs as the 
most important factor driving their purchase of 
goods labeled “Made in America,” followed by 
perceived benefits to the U.S. economy and 
domestic companies.

• These same factors are also the top three 
drivers of Chinese adults’ interest in 
purchasing “Made in China” goods.

• U.S. and Chinese multinationals doing 
business in each other’s markets should play 
up these externalities via marketing 
campaigns to help drive sales. They should 
devote less attention to highlighting other 
potential benefits of their supply chains for 
“made in” goods, like raising incomes for 
domestic workers and making local 
companies more competitive.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, 
with an unweighted margin of error of +/-3 percentage points. Figures may not add up to 100% due to rounding.

Shares of U.S. and Chinese adults citing the following as their most important reason for purchasing goods 
labeled “Made in America” or “Made in China,” respectively:

Companies producing “made in” goods should emphasize certain supply chain externalities including 
positive impact on local job creation, the economy and domestic businesses

C O N S U M E R  A P P E T I T E  F O R  “ M A D E  I N ”  G O O D S
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• While many companies’ supply chains use domestic labor to 
assemble foreign-made parts into final goods, nearly two-thirds of 
U.S. and Chinese adults expect goods labeled “Made in America” 
and “Made in China” to utilize domestic parts as well.

• U.S. and Chinese multinationals that put “made in” labels in 
products whose supply chains use domestic labor but not domestic 
parts should tread carefully, as they risk losing market share should 
consumers take note of this.

• Companies whose supply chains do meet consumers’ expectations 
stand to benefit, and should actively highlight their use of domestic 
parts and labor in their marketing campaigns and product labeling.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in 
each country, with an unweighted margin of error of +/-3 percentage points. Figures may not add up to 100% due to rounding.

U.S. and Chinese adults were asked which of the following comes to mind when they think 
about goods labeled “Made in America” or “Made in China,” respectively:

C O N S U M E R  A P P E T I T E  F O R  “ M A D E  I N ”  G O O D S

Consumers in the United States and China have well-defined views of what constitutes a “made in” 
good, and companies should meet these expectations
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U.S. consumers prefer that multinationals use American labor and parts more than 
other combinations of American and Chinese inputs
Across common supply chain scenarios for U.S. and Chinese multinationals reshoring 
stateside, U.S. consumers hold the most favorable opinion of companies that use 
American labor and parts relative to companies that use U.S. labor but Chinese parts, or 
that source both from China.

U.S. multinationals reshoring stateside will likely benefit more than their 
Chinese counterparts
American multinationals reshoring to the United States stand to gain more. Higher 
shares of U.S. adults are willing to pay more for reshored goods produced by American 
multinationals than Chinese ones. This “reshoring premium” is substantial: 15 
percentage points for U.S. multinationals that partially reshore their supply chains by 
replacing Chinese workers with American workers and 14 percentage points for those 
that use American labor and parts compared with those using American labor but 
Chinese parts. By contrast, pluralities of U.S. adults indicate they would not pay more for 
reshored goods produced by Chinese multinationals, leaving them at a disadvantage.

Nationalist sentiment among U.S. consumers will pose challenges for Chinese 
multinationals, but they still have options
Nationalism is a likely source of U.S. consumers’ bias against reshored goods produced 

by Chinese companies. Accordingly, Chinese multinationals that avoid framing their 
efforts as a means of leveling the playing field with their U.S. competitors and instead 
play up their use of U.S. labor and/or parts will have an easier time incentivizing 
consumers to pay more for the reshored goods they produce. 

U.S. consumers’ price hesitancy will nevertheless constrain multinationals’ ability to 
offset the cost of reshoring their supply chains
Among those willing to pay a premium for reshoring, only around one-quarter are willing 
to pay more than 10% above the sticker price of an equivalent non-reshored good, 
regardless of whether it is produced by a U.S. or Chinese multinational.

Revenue gains will depend on how cheaply multinationals can produce 
reshored goods
On net, these dynamics offer some upside potential for American multinationals 
reshoring to the United States if the cost of doing so is relatively small. Chinese 
companies, however, are less poised to benefit owing to the smaller shares of U.S. 
consumers willing to pay more for their goods.

THE VIEW FROM THE UNITED STATES: KEY TAKEAWAYS

A note on “reshoring”
For simplicity, we refer to U.S. and Chinese multinationals opting to use in-country 
rather than foreign labor and parts as “reshoring” throughout this report.
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• Across common supply chain scenarios 
for U.S. and Chinese multinationals 
operating stateside, consumers hold the 
most favorable opinion of companies that 
use U.S. labor and parts (bottom panel) 
relative to companies that use only U.S. 
labor (middle panel) or source both parts 
and labor from China (top panel).

• Within each scenario, similar shares of 
adults view U.S. and Chinese companies 
favorably. This is good news for the latter, 
as it signals that bilateral tensions have 
not yet driven U.S. consumers to penalize 
Chinese companies as far as favorability 
is concerned. 

• Across each scenario, both countries’ 
multinationals stand to gain favorability 
from reshoring to the United States as a 
function of increasing reliance on 
American labor and parts.

Survey conducted March 3-5, 2022, among a representative sample of 1,000 U.S. adults, with an unweighted margin of error of +/-3 percentage points. 
Figures may not add up to 100% due to rounding.

U.S. adults were asked if they have a favorable opinion of American and Chinese multinationals that sell goods in 
the United States across the following supply chain scenarios:

U.S. consumers view reshoring by American and Chinese multinationals favorably, especially when 
they use domestic parts and labor
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• American multinationals reshoring to the United States under 
a “partial reshoring” scenario stand to gain more than Chinese 
multinationals. Higher shares of U.S. adults are willing to pay 
more for reshored goods produced by American companies 
that start using American labor than Chinese ones.

• This “reshoring premium” — defined as the gap in the above 
shares — is substantial for U.S. multinationals at +15 
percentage points. A plurality of U.S. adults also indicated 
they would not pay more for reshored goods produced by 
Chinese multinationals under this scenario.

• Among consumers who indicated they would pay a premium, 
U.S. and Chinese companies stand to gain more or less 
equally. The shares of respondents indicating how much more 
they are willing to pay are relatively similar, regardless of 
whether the company producing the reshored goods is 
American or Chinese. However, only around one-quarter of 
each group are willing to pay more than 10% extra.

• These dynamics offer some upside potential for U.S. 
multinationals, while Chinese companies are less likely 
to benefit.

T H E  V I E W  F R O M  T H E  U N I T E D  S T A T E S

Higher shares of U.S. consumers are willing to pay more for reshored goods produced by U.S. 
multinationals that start using American labor, relative to Chinese companies that do the same
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Survey corresponding to the top figure was conducted March 3-5, 2022, among a representative sample of 1,000 U.S. adults, with an 
unweighted margin of error of +/-3 percentage points. Survey corresponding to the bottom figure was conducted March 3-5, 2022, among 
340-494 U.S. adults, with an unweighted margin of error of +/-5 percentage points. Figures may not add up to 100% due to rounding.

U.S. adults were asked if they would be willing to pay more for reshored goods produced by U.S. 
and Chinese multinationals under the following supply chain scenario:
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• American multinationals reshoring to the United States 
under a “complete reshoring” scenario again stand to 
gain more than Chinese multinationals. Higher shares of 
U.S. adults are willing to pay more for reshored goods 
produced by American multinationals that start using 
American parts than Chinese ones.

• The reshoring premium awarded to U.S. companies is 
slightly smaller than in the partial reshoring case at +14 
percentage points. A plurality of U.S. adults nevertheless 
continue to indicate they would not pay more for 
reshored goods produced by Chinese multinationals.

• Among those consumers indicating they would pay more, 
U.S. and Chinese companies again stand to gain in equal 
measure: The shares of respondents indicating how much 
more they are willing to pay are similar regardless of who 
produces the reshored good. But only a quarter are 
willing to pay more than 10% extra.

• These dynamics again offer some upside potential for 
U.S. multinationals, but less so for Chinese companies.

T H E  V I E W  F R O M  T H E  U N I T E D  S T A T E S

Higher shares of U.S. consumers are willing to pay more for reshored goods produced by U.S. 
multinationals that start using American parts, relative to Chinese companies that do the same

Survey corresponding to the top figure was conducted March 3-5, 2022, among a representative sample of 1,000 U.S. adults, with an 
unweighted margin of error of +/-3 percentage points. Survey corresponding to the bottom figure was conducted March 3-5, 2022, among 
382-520 U.S. adults, with an unweighted margin of error of +/-5 percentage points. Figures may not add up to 100% due to rounding.

U.S. adults were asked if they would be willing to pay more for reshored goods produced by U.S. 
and Chinese multinationals under the following supply chain scenario:
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• Nationalism partially explains why American consumers 
penalize Chinese multinationals in terms of willingness 
to pay more for the reshored goods they produce.

• When asked about a scenario in which multinationals 
from several countries would start using American labor 
in reshoring to the United States, the share of U.S. 
consumers willing to pay more for such goods is 19-27 
percentage points lower than the equivalent share for a 
hypothetical U.S. multinational.

• U.S. consumers also penalize U.S. enemies — namely, 
China and Russia — more than U.S. allies.

Surveys conducted March 3-5, 2022, in the United States among a representative sample of 685-2,211 adults, with an unweighted margin of 
error of up to +/-4 percentage points. Figures may not add up to 100% due to rounding.

Shares of U.S. adults indicating they would pay more for goods produced by multinationals from the 
following countries if they replaced foreign labor with American labor in their supply chains:

Nationalism partially explains why U.S. consumers award American multinationals a reshoring 
premium relative to their Chinese competitors

T H E  V I E W  F R O M  T H E  U N I T E D  S T A T E S

U.S. Canada U.K. Japan Mexico China Russia

Share willing 
to pay more 64% 45% 44% 41% 41% 37% 29%

Gap relative 
to U.S. 

companies
-19pp -20pp -23pp -23pp -27pp -25pp

U.S. adversariesU.S. allies
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• When U.S. adults are asked about their willingness to pay 
more for reshored goods produced by both U.S. and 
Chinese multinationals simultaneously (as on the previous 
slides), higher shares are willing to pay more for goods 
produced by American companies than Chinese ones. 

• But when respondents are asked to reflect on their 
sentiment toward U.S. and Chinese companies each in 
isolation from the other — an analytical tactic we 
employed to limit the likelihood of priming nationalist 
sentiment arising from social desirability bias — they 
reward both companies equally: Near-identical shares of 
U.S. adults are willing to pay more for reshored goods 
regardless of the company producing them.

• Accordingly, Chinese multinationals worried that rising 
U.S. nationalism will disrupt their sales should emphasize 
their use of American labor and parts, but avoid priming 
comparisons to U.S. competitors in their marketing 
campaigns or highlighting their “Americanness.” Perhaps 
surprisingly, playing up good workplace conditions and 
sustainability is unlikely to matter. 

Surveys conducted March 3-5, 2022, in the United States among a representative sample of 685-776 adults, with an unweighted margin of error of +/-4 percentage points. Figures may not add up to 100% due to rounding.

U.S. adults were asked if they would pay more for reshored goods produced by either U.S. or Chinese 
multinationals* if they did the following:

Chinese multinationals can counteract nationalist bias among U.S. consumers by playing up their use 
of American labor and downplaying comparisons to their homegrown competitors

T H E  V I E W  F R O M  T H E  U N I T E D  S T A T E S

54%

51%

53%

27%

28%

28%

19%

21%

19%

U.S. multinational

Chinese multinational

Chinese multinational with a 
reputation for good 

workplace conditions and 
environmental sustainability

Yes No Don't know/No opinion

Replaced foreign labor with American labor

58%

58%

57%

27%

23%

25%

16%

19%

18%

U.S. multinational

Chinese multinational

Chinese multinational with a 
reputation for good 

workplace conditions and 
environmental sustainability

Yes No Don't know/No opinion

Replaced foreign parts with American parts

*To avoid priming nationalist sentiment — which could arise in the case of respondents being prompted to compare U.S. 
and Chinese companies — respondents were only asked to evaluate one type of company.
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Chinese consumers prefer that multinationals’ supply chains for reshored goods use 
Chinese labor and parts 
Patterns in Chinese adults’ favorability toward U.S. and Chinese multinationals reshoring 
to the mainland mirror those observed for U.S. adults. Chinese consumers hold more 
favorable views of companies that use Chinese labor and parts relative to companies 
that use Chinese labor but foreign parts, or that source both from abroad.

Chinese companies reshoring to China stand to gain more than their American 
counterparts doing the same, but the margins are slim
The inverse of the U.S. case, Chinese multinationals that reshore to China stand to gain 
more than U.S multinationals. Larger shares of Chinese consumers are willing to pay 
more for reshored goods produced by Chinese multinationals than by their American 
competitors. But the premium that Chinese consumers award to their own multinationals 
is small: at most 6 percentage points. This means there’s little competitive advantage for 
Chinese companies reshoring to the mainland relative to their U.S. counterparts.

The small share of consumers willing to pay more for reshored goods will limit upside 
potential for both U.S. and Chinese multinationals 
The share of Chinese consumers indicating they are willing to pay more for reshored 
goods is smaller on average compared with the equivalent share of U.S. adults. And 
among Chinese consumers who say they’ll pay more for reshored goods, less than one-
quarter are willing to pay more than 10% extra, regardless of whether Chinese or U.S. 
multinationals produce them. These dynamics will constrain growth opportunities for 
companies from both countries.

Overall, these dynamics suggest there is limited upside potential for U.S. and Chinese 
multinationals that are considering reshoring to China, or that have already done so.

THE VIEW FROM CHINA: KEY TAKEAWAYS
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• Patterns in Chinese adults’ favorability toward 
U.S. and Chinese companies that reshore to 
China are similar to those observed for U.S. 
adults when asked about reshoring stateside.

• Chinese consumers hold more favorable views 
of companies that use Chinese labor and parts 
(bottom panel) relative to companies that use 
only Chinese labor (middle panel) or source both 
parts and labor from abroad (top panel).

• Within each scenario, similar shares of adults 
view U.S. and Chinese multinationals favorably. 
This is good news for U.S. companies worried 
that bilateral economic tensions could derail 
their market entry plans or disrupt sales in China.

• Across each scenario, both countries’ 
multinationals will see similar favorability gains 
from reshoring as they rely more heavily on 
Chinese labor and parts.

Survey conducted March 3-7, 2022, among a representative sample of 1,000 Chinese adults, with an unweighted margin of error of +/-3 percentage points. Figures may not add up to 100% due to rounding. We ask about 
“foreign” as opposed to “American” labor and parts based on the assumption that U.S. multinationals reshoring to China use inputs from a wider range of countries.

Chinese adults were asked if they have a favorable opinion of American and Chinese multinationals that 
sell goods in China across the following supply chain scenarios:

Chinese consumers view reshoring by U.S. and homegrown multinationals favorably, especially when 
they use Chinese parts and labor

T H E  V I E W  F R O M  C H I N A
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36%
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U.S. multinationals

Chinese multinationals
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U.S. multinationals

Chinese multinationals

SUPPLY CHAIN
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• Chinese multinationals reshoring to China stand to gain 
more under a partial reshoring scenario relative to their 
U.S. counterparts. Higher shares of Chinese consumers 
are willing to pay more for reshored goods produced by 
Chinese multinationals that start using domestic labor 
than U.S. multinationals.

• But the reshoring premium is small at just 5 percentage 
points, yielding little competitive advantage for 
Chinese companies.

• Moreover, while shares of respondents indicating how 
much more they are willing to pay for reshored goods are 
similar regardless of which company produces them, less 
than one-quarter are willing to pay more than 10% extra. 
And on average, smaller shares of Chinese adults are 
willing to pay more for reshored goods relative to the 
equivalent U.S. reshoring scenario.

• On net, these dynamics suggest limited upside potential 
for both U.S. and Chinese multinationals reshoring 
to China.

T H E  V I E W  F R O M  C H I N A

Slightly higher shares of Chinese consumers are willing to pay more for reshored goods produced by 
Chinese multinationals that start using Chinese labor relative to American companies that do the same

Chinese adults were asked if they would pay more for reshored goods produced by U.S. and Chinese 
multinationals under the following supply chain scenario:

Willing to pay more?

Of those who said yes, by how much?

Scenario 1: 
Partial reshoring Foreign parts, foreign labor Foreign parts, Chinese labor

Initial inputs New inputs

39%

40%

35%

34%

14%

13%

9%

9%

U.S. multinationals

Chinese
multinationals

1%-5% 6%-10% 11%-15% Over 15% Don't know/
No opinion

35%

31%

35%

33%

30%

35%

U.S. multinationals
Chinese

multinationals

No Don't know/No opinion Yes

Survey corresponding to top figure conducted March 3-7, 2022, among a representative sample of 1,000 Chinese adults, with an unweighted margin of error of 
+/-3 percentage points. Survey corresponding to bottom figure conducted March 3-7, 2022, among 302-355 Chinese adults, with an unweighted margin of 
error of +/-5 percentage points. Figures may not add up to 100% due to rounding.

Reshoring 
premium

for Chinese
companies:

5pp
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• Chinese multinationals reshoring to China under a 
complete reshoring scenario again stand to gain relative 
to their U.S. counterparts. Slightly higher shares of 
Chinese consumers are willing to pay more for reshored 
goods produced by Chinese multinationals that start 
using Chinese parts relative to U.S. multinationals.

• But the reshoring premium is exceedingly small (just 1 
percentage point), yielding essentially no competitive 
advantage for Chinese companies.

• The shares of respondents indicating how much more 
they are willing to pay for reshored goods are again 
similar regardless of which multinationals produce them. 
But only around a quarter of Chinese consumers are 
willing to pay more than 10% extra, regardless of whether 
the reshored goods are produced by a domestic or 
U.S. company.

• Overall, these dynamics suggest even more limited 
upside potential for U.S. and Chinese multinationals 
completely reshoring to China relative to the partial 
reshoring scenario shown on the previous slide.

T H E  V I E W  F R O M  C H I N A

Similar shares of Chinese consumers are willing to pay more for reshored goods produced by Chinese 
and American multinationals that start using Chinese parts

Survey corresponding to bottom figure conducted March 3-7, 2022, among a representative sample of 1,000 Chinese adults, with an unweighted margin of 
error of +/-3 percentage points. Survey corresponding to top figure conducted March 3-7, 2022, among 358-366 Chinese adults, with an unweighted margin 
of error of +/-5 percentage points. Figures may not add up to 100% due to rounding.
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Scenario 2: 
Complete reshoring Foreign parts, Chinese labor Chinese parts, Chinese labor

Initial inputs New inputs

Reshoring 
premium

for Chinese 
companies:
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Willing to pay more?

Of those who said yes, by how much?

Chinese adults were asked if they would pay more for reshored goods produced by U.S. and Chinese 
multinationals under the following supply chain scenario:
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CORPORATE EXPOSURE 
AND CONSUMER SALIENCE

S ECTION 2 . 4
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U.S. multinationals whose operations in China are subject to political pressures from 
both sides’ governments can rest easy: Consumers aren’t paying close attention
Fortunately for U.S. multinationals that are subject to government-led political pressures 
emanating from their business operations in China and that worry about potential 
reputational blowback among U.S. consumers, there doesn’t seem to be much public 
interest, even when companies find themselves caught up in hot-button issues like 
allegations of forced labor in China’s Xinjiang region.

Recent actions by American multinationals that were widely described as pro-China 
had minimal impact on their favorability among U.S. consumers
For a subset of multinationals whose responses to political pressures were widely 
covered by Western media over the past several months (Amazon, Intel, Mercedes-Benz, 
Tesla and Walmart), their favorability among U.S. consumers remained relatively 
unchanged regardless of whether media coverage portrayed their actions as pro-China 
or pro-U.S.

U.S. consumers’ purchasing intentions are similarly uncorrelated with American 
multinationals’ responses to political pressures stemming from their business 
operations in China
Among this same subset of multinationals, U.S. consumers’ purchasing intentions are 
uncorrelated with their responses to political pressures, whether they come from the 

Chinese or U.S. government. Some companies whose actions were described by 
Western media as pro-China actually saw a slight increase in purchasing intent among 
U.S. consumers, while another company whose actions were described as pro-U.S. saw 
a decrease in purchasing intent.

Overall, U.S. multinationals that are subject to political pressures involving China are 
unlikely to face reputational blowback among U.S. consumers
Reputational risks arising from U.S. multinationals’ responses to political pressures 
involving China are minimal at present. U.S. consumers’ favorability and purchasing 
intent have not been meaningfully swayed in recent months by the actions of the 
multinationals they buy from, regardless of whether those actions were described as pro-
China or pro-U.S.

CORPORATE EXPOSURE AND CONSUMER SALIENCE: KEY TAKEAWAYS
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• U.S. multinationals doing business in China 
routinely face operational risks stemming 
from underlying political sensitivities — both 
domestic and bilateral — with potential 
reputational consequences.

• Among a subset of major U.S. multinationals 
that recently took action in response to such 
risks, Chinese consumers are paying nearly 
twice as much attention to them compared 
with U.S. consumers: 41%-54% of Chinese 
consumers have heard about major episodes 
taking place over the past several months, 
relative to 24%-30% of U.S. consumers.

• U.S. consumers’ limited attention to these 
episodes — including some that Western 
media widely described as pro-China —
suggests corporate actions that could 
generate reputational risks are unlikely to 
gain traction among U.S. consumers.

Surveys conducted March 3-5, 2022, in the United States and March 3-7, 2022, in China, among representative samples of 1,000 adults in each country, with an 
unweighted margin of error of +/-3 percentage points.

Few U.S. consumers are paying attention to American companies’ responses to political pressures 
arising from their business operations in China

C O R P O R A T E  E X P O S U R E  &  C O N S U M E R  S A L I E N C E

28%

24%

25%

24%

25%

30%

44%

49%

47%

43%

41%

54%

U.S. adults Chinese adults
PRO-U.S . PRO-CHINA

Media portrayal

Shares of U.S. and Chinese adults who have heard at least something about the following:

Amazon agreeing to the Chinese government's request that it remove 
comments and reviews for a book by President Xi Jinping from its 

mainland China website

Intel asking its suppliers in an annual letter to avoid sourcing inputs 
from Xinjiang due to allegations of forced labor in the supply chain

Intel removing mentions of Xinjiang from its annual letter following 
backlash in China

Mercedes-Benz removing a video from Weibo following backlash 
among Chinese viewers who felt a Chinese model featured in the ad 

was depicted with exaggerated facial features

Tesla's decision to open a showroom in Xinjiang despite allegations 
that the Chinese government has committed human rights abuses in 

the region, including the use of forced labor

Walmart's decision to stop stocking products from Xinjiang at its 
Chinese stores amid allegations of forced labor in the supply chain
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• U.S. consumers’ favorability toward 
American multinationals that do business 
in China decreased in response to actions 
that were widely described by Western 
media as pro-China. But in all such cases, 
the decrease was minimal (no more than 
6 percentage points).

• This is good news for U.S. multinationals. 
Actions widely viewed as pro-China, and 
that arose in response to underlying 
political pressures, are unlikely to 
jeopardize their reputations among 
U.S. consumers.

• Conversely, American multinationals 
whose actions are more commonly 
described as pro-U.S. may be unlikely to 
see major favorability gains, as evidenced 
by the case of Walmart.

Survey conducted March 3-5, 2022, among a representative sample of 1,000 U.S. adults, with an unweighted margin of error of +/-3 percentage points. Respondents’ favorability toward Intel was evaluated after they 
learned of both incidents described on Slide 47, the latest of which was pro-China.

Shares of U.S. adults with a favorable opinion of the indicated multinationals, assessed before and after 
they learned of each company’s actions related to its operations in China

American multinationals’ responses to political pressures stemming from their operations in China 
have little impact on favorability among U.S. consumers

C O R P O R A T E  E X P O S U R E  &  C O N S U M E R  S A L I E N C E
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• U.S. consumers’ purchasing intentions are largely 
uncorrelated with American multinationals’ 
responses to political pressures involving their 
business operations in China.

• Among companies whose actions were widely 
described by Western media as pro-China, only 
one (Amazon) saw a decrease in the share of 
consumers indicating they are likely to purchase 
products from it over the next 12 months, while 
the other companies (Intel, Mercedes-Benz, 
Tesla) saw small increases.

• By contrast, Walmart — whose actions were 
widely described as pro-U.S. — saw a slight 
decrease in purchasing intent.

• Overall, these findings suggest that U.S. 
consumers’ purchasing intentions are unlikely to 
be heavily influenced by American multinationals’ 
responses to political pressures involving China. 
Reputational risks arising from such activities are 
therefore minimal.

Survey conducted March 3-5, 2022, among a representative sample of 1,000 U.S. adults, with an unweighted margin of error of +/-3 percentage points. 
Respondents’ favorability toward Intel was evaluated after they learned of both incidents described on Slide 47, the latest of which was pro-China.

Shares of U.S. adults reporting they are likely to purchase goods from the indicated multinationals in the next 
year, assessed before and after they learned of each company’s actions related to its operations in China

American multinationals’ responses to political pressures stemming from their operations in China 
have little impact on purchasing intent among U.S. consumers
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Sampling and Data Collection
This report relies on data collected through Morning Consult’s proprietary survey research capabilities. 

Interviews are conducted online.

The data reported on Slides 39-40 is from a monthly survey conducted March 4-6, 2022, among a 
representative sample of 2,211 U.S. adults, with an unweighted margin of error of plus or minus 2 

percentage points.

All other data is from monthly surveys conducted March 3-5, 2022, in the United States and March 3-7, 
2022, in China, among representative samples of 1,000 adults in each country, with an unweighted 

margin of error of plus or minus 3 percentage points.

Weighting and Representativeness

Data are weighted to approximate representative samples of U.S. and Chinese adults. The U.S. data is 
weighted based on age, gender, educational attainment, race and region. The China data is weighted 
based on age, gender, educational attainment and region.

The target populations are the adult (18+) population of the United States and the internet-using 
population of China.

METHODOLOGY
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