
What big data and the real-time analysis of over 12.5 million unsolicited 
digital discussions nationwide reveal about people’s sentiment and 
behaviors driving the use of masks and/or neck gaiters as a face cover.
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Our proprietary algorithm uses AI, NLP, machine learning and big data 
tools to harvest and turn all available open-source digital discussions 
(everywhere they happen beyond social media) into actionable 
insights and decision journeys across segments, globally.



CulturIntel's proprietary algorithm uses an advanced 
software platform to mine and structure unstructured, 
qualitative data for insight, and cultural intelligence. The 
CulturIntel big data and artificial intelligence (AI) suite of 
natural language processing (NLP) and text analytics 
tools, scrapes and analyzes all available conversations 
online wherever they are occurring and examines who 
is talking, where users are talking, and the what and 
why they are talking about. The data collections occur 
across various sites where relevant discussions are 
taking place, such as message boards, topical sites, 
blogs, social networks, content sharing, and comments; 
any place where people volunteer their unsolicited, 
authentic and unfiltered comments, and opinions, going 
well beyond social media sources or simple hashtag or 
keyword tracking. What makes CulturIntel unique is its 
ability to use AI to turn organic digital discussions and 
patterns discovered in the digital voice of the people 
into behavioral insights to understand people's 
mindsets, sentiment drivers and motivations across 
diverse segments (genders, ethnicities, generations, 
among others) and geographies, globally. 

Method abstract as published in 
collaboration with researchers at

https://9378e4aa-c3a1-4518-a13e-ac7f1e672fd0.filesusr.com/ugd/439837_68fe5dbf22da464baf28ad77d9ec425d.pdf


Contrary to polls and based on over 1 million Hispanic 
data points, reported 37% positive affinity for Trump in 

June prior to November, 2016 elections. Appearing 
almost weekly to report new findings about today’s 
socio-political issues and sentiment by segments.

PRESENTED GLOBAL CITY HEALTH SENTIMETER
AS CONTRIBUTOR TO THE HEALTHY CITIES & 

COMMUNITIES IMPERATIVE INITIATIVE

[Until using Cultuintel ] 
…we have never had a 
method of hearing what 
people are saying in a way 
that is completely 
unsolicited, completely 
spontaneous, completely 
without any interviewer or 
researcher bias.

“



WHO warns young 
people are emerging 
as main spreaders of 
the coronavirus. This 
increase is mainly due 
to universities, 
colleges, and schools 
reopening

Some men consider that 
donning a mask is 
"shameful”, not cool 
and a sign of weakness

Men and younger 
generations have more 
issues with wearing masks. 
In fact, men are less likely to 
wear a mask outdoors than 
the younger population

Men are 1.4X more likely than 
women to not wear a mask 
outdoors. The main reasons is 
that they are more likely to 
believe they will be relatively 
unaffected by the disease 
compared to women

Who has an issue 
with mask 

wearing

Women 54%
Men 39%

Who is spreading 
the virus the most

Who is wearing a 
mask

by gender

Who is wearing a 
mask
by age

Sources: Gallup panel, jul 20-aug 2, 2020  - Why men are less likely to wear masks - The Washington Post

Outdoors

Women 91%
Men 81%

Indoors
(18-44)  89%
(45-64)  80%
(65+) 88%

Indoors

Outdoors
(18-44)  46%
(45-64)  40%
(65+)  60%

At least 15 states are 
reporting positive cases of 
Covid-19 at colleges and 
universities

The younger generations are 
2X less likely to wear masks 
outdoors than indoors. 
In contrast, those over 65 are 
more willing to wear the mask 
indoors 88% than outdoors 60%

https://news.gallup.com/poll/316928/face-mask-usage-relatively-uncommon-outdoor-settings.aspx
https://www.bbc.com/news/world-53446827
https://www.washingtonpost.com/nation/2020/08/25/coronavirus-covid-live-updates-us/
https://news.gallup.com/poll/316928/face-mask-usage-relatively-uncommon-outdoor-settings.aspx


60% of discussions taking place 
across message boards (29%) like 
Quora, and topical sites (31%)

Unsolicited digital discussions harvested and analyzed 
about wearing masks and/or gaiters as face covers 
from March 1, 2020 to August 21, 2020
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26%

31%

7%

10%

22%
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 …mask feels small when put on. But the 
worst part is that the mask completely 

covered my mouth and nose when I breath in. 
I had to debate between the risk of death from 

suffocation vs the risk of getting COVID by 
taking the mask down
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They pull down when you 
talk no matter how tight you 
have them exposing your 

nose

Uncomfortable. Painful on ears.

Sample verbatim about masksBased on the analysis of 12.5 million digital 
discussions from 3/1/20-8/20/20
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Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20

They look so 
much better that 
ugly face masks

I bought gaiters because 
masks fog my glasses and 
are restrictive. I found the 

Gaiter to be extremely easy to 
wear and comfortable 
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https://news.gallup.com/poll/316928/face-mask-usage-relatively-uncommon-outdoor-settings.aspx


  Overall Male Women Millennial Gen Z

  Masks Gaiters Masks Gaiters Masks Gaiters Masks Gaiters Masks Gaiters
Fit 9 25 9 34 11 24 23 19 36 19

Comfort 31 44 31 53 39 44 34 40 41 39

Fit + Comfort 40 69 40 87 50 68 57 59 77 58

Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20
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SENTIMENT INSIGHTS: HOW DOES SENTIMENT VARY BY SEGMENT?

NEUTRAL SENTIMENT 
EXPLAINED

1.4X

WHO IS MORE 
NEGATIVE

1.6X 

2.4X 

WHO IS MORE 
POSITIVE
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Based on the analysis of 12.5 million digital discussions across all channels from 3/1/20-8/20/20

N= 12.5M                  4.2M                       3.8M                        1.7M                        1.9M

The younger the 
generation, the more 
negative they are 
towards wearing a 
mask, reporting up to 
7.2 times more 
negative sentiment. 
These findings may 
suggest a higher 
likelihood of 
compliance when 
wearing a gaiter vs. a 
mask; especially 
among younger 
segments.
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Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20

A high neutral profile indicates people lack information, go 
online to seek answers to questions and/or don’t have a set 
opinion towards gaiters. This suggests the need for more 
category awareness/ education.
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Appearance 21% 

Fit 13%Appearance 9% 

Fit 12%

Price 63% 

Fit 30%

Appearance 34% 

Comfort 26% 

Comfort 37% 

Fit 26%

Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20

31% negative sentiment
N= 3.7M

37% negative sentiment
N= 1.4M

30% negative sentiment
N= 1.2M

37% negative sentiment
N= 629K

51% negative sentiment
N= 969K

1.

2.

3.

Comfort 33% 

Fit 37%

Appearance 14% 

1.

2.

3.

17% negative sentiment
N= 6.7K

18% negative sentiment
N= 2.4K

9% negative sentiment
N= 1.7K

11% negative sentiment
N= 1.3K

7% negative sentiment
N= 707

Comfort 32% 

Fit 33%

Appearance 18% 

Comfort 31% 

Fit 41%

Price 14% Appearance 19% 

Price 52% 

Performance 10% 

Fit 11%

Price 66% 

Appearance 9% 

Fit 16%

Price 64% 

Appearance 6% 

Fit 15%

Price 69% 
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Style/Fashion 27% 

Fit 19%

Comfort 39% 

Style/Fashion 25% 

Fit 19%

Comfort 40% 

Protection 9% 

Fit 34%

Comfort 53% Comfort 44% 

Fit 24%

Comfort 44% 

Protection 22% 

Fit 36%

Comfort 41% 

Fit 9%

Protection 53% 

Convenience 18%Style/Fashion 16% 

Fit 25%

Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20

59% positive sentiment
N= 7.1M

59% positive sentiment
N= 2.2M

55% positive sentiment
N= 2.3M

52% positive sentiment
N= 884K

36% positive sentiment
N= 684K

1.

2.

3.

Comfort 31% 

1.

2.

3.

31% positive sentiment
N= 12.2K

29% positive sentiment
N= 3.9K

41% positive sentiment
N= 7.6K

39% positive sentiment
N= 4.5K

44% positive sentiment
N= 4.4K

Fit 11%

Protection 41% 

Comfort 39% 

Fit 9%

Protection 55% 

Comfort 31% 

Fit 23%

Protection 43% 

Comfort 34% 
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SUMMARY
OF SENTIMENT DRIVERS ACROSS SEGMENTS

All segments call out comfort and fit as the 
main barrier for wearing a mask.

● The lack of satisfaction among mask wearers is 
mainly driven by the inconvenience it causes the 
user, affecting its wearability.
 

● While the biggest barriers to wearing a mask are 
comfort and the wearability/ fit factor, the 
biggest drivers to positive sentiment for wearing a 
gaiter are those. Meaning that gaiters are more 
likely to be worn to fill the gaps or barriers masks 
present.

● For the younger generations, appearance is 6X 
more of a barrier to wear a mask than a neck 
gaiter, suggesting an appeal that goes beyond 
functionality. And gaiters are appreciated by Gen 
Z’s as a fashionable item.
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.

Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20
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Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20
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Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20

4.5X 
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.

Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20
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3.6X 

Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20
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Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20

1.2X
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.

1.4X 
1.6X

Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20
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5.7X

Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20
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Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20
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1.6X
1.4X 

Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20
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.

6.2X

Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20
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Based on the analysis of 12.5 million digital discussions from 3/1/20-8/20/20

2X 



● The CDC has advised that a cloth face cover is recommended. 
Understanding and addressing the factors  that discourage 
people from wearing anything is important to motivate 
compliance. Understanding these factors is particularly 
important among the younger and male segments that 
have been reported to be less compliant.

● The overall negative sentiment profile for masks is 1.8x 
more negative vs. gaiters, and is greater among younger 
generations. For example, Gen Z’s  are 7.5x more negative 
about wearing a mask vs. a gaiter.

● Fit and comfort are the positive attributes people appreciate 
most about gaiters, which align to the very same attributes 
that discourage people as barriers to wearing a mask. With 
more awareness and education on its use, this may suggest 
gaiters can be presented as a feasible option, particularly for 
the Millennial and Gen Z generations that also appreciate it as 
a fashion statement.



Caroline Brethenoux
Head of Strategy and Cultural Intelligence

www.Culturintel.com


