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ABOUT THE REPORT

Overview

This special report delivers insights on the impact of
COVID-19 on consumer sentiment and behaviour.

The COVID-19 pandemic has destabilised the global
economy and brought sudden changes to consumption
behaviours as well as other social activities.

The aim of this report is to uncover changes in consumer
perceptions, attitudes and behaviours as a result of COVID-
19. This report delivers insights from research completed in
the Australian market in May 2020.
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ABOUT THE REPORT

Sample Descriptives

GENERATION
32%
29%
26%
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GENDER
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EMPLOYMENT

Employed full-time 36%

Total sample size = 1024

2020 Special Report

Pre-boomers (<1946)
Baby boomers (1946—1964)
Gen X (1965-1980)

Millennials (1981-1996)

Post-millennials (1997+)

LOCATION

{ T
b O

Employed part-time

STATE

VIC

NS...

QLD
WA
SA
NT
ACT
TAS

19% Retired 16%

I 26.2%
I 31.9%
I 19.4%
IS 10.7%

B 6.7%

1 0.9%

B 1.7%

H 2.4%

Home duties
8%

Unemployed Self-
14% employed 6%

AGE CHILDREN
Yes, No,
15% 12% W -2 38% 62%
[ 25-34
B -4
B 45-54
B s55-64
W s+

. < 3 Years old

[l 3-10Yearsold
. > 10 Years old

HOUSEHOLD INCOME

$200,000 or more NN 4.7%

RYRCONOO[oBufelcRelclely 00 R
$85,000-$129,999 NN 18.8%
$50,000-$84,999 NN 02 4%
$25,000-$49,999 NN 19.5%

Less than $25,000 INIEEGGNGNGNNGNGGEG 12.3%
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X-PULSE

Primary factors d riving cha nges in Respondents were asked to what extent they agree/disagree with the following listed reasons as
. . being motivating factors behind changes to their recent spending behaviours.
consumer spending behaviour relate to . . . N
. X . R or each reason, the most common response was neither agree or disagree. However, maintaining a
engaging in ‘retail thera py’ and taki ng positive mood, treating myself to something nice, making myself feel better, and taking advantage of
advantage of gOOd bargains good bargains are the most prominent drivers of changes in spending behaviour.
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m Strongly disagree  mDisagree  m Somewhat disagree  m Neither agree nor disagree  mSomewhat agree  mAgree  mStrongly agree
Sample size = 527
Q: Please rate the extent to which you agree or disagree with the following as a reason that has been driving change in your spending recently?
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X-PULSE

Consumers general Iy expeCt their Respondents were asked to think about how their participation in prosocial spending behaviours and

participation in various prosocial activities may change in the foreseeable future.

behaviours to stav about the same + For most listed prosocial behaviours, the majority of consumers expect that their participation in /
y spending on will stay “about the same” in the future in comparison to the past 12 months, with the

in the foreseeable future, with the exception of buying local.

exception of buy,'ng local + Notably, almost half of consumers (47.9%) expect to be buying local more in the future.

I I Os/I 1.5% I /I I
Donating to a charity(s) Vodunteering Recycling Reducing carbon footprint Buying local Supporting community
traders

® Much lower mModerately lower  mSlightly lower = About the same  m Slightly higher ~ ®mModerately higher = Much higher

Sample size = 527

Q: Compared to the past 12-months, how do you anticipate your behaviour in each of the following areas is likely to change in the foreseeable future?
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X-PULSE

Consumers are focused more on Consumer were asked to what extent they agree or disagree with several statements relating to whether they are

the present than the future present or future oriented in terms of their outlook on life.

Despite significant numbers of neutral responses, consumers overwhelmingly tend to agree that they are more
focused on the present.

-
If | take care of the present, the future will take care of itself . 9.1% 30.9% 33.4% 13.5% 7.6%
2.8"/7— 3.8%
| like to enjoy what I am doing now rather than think about what | need to do to have fun tomorrow 12.9% 30.4% 30.4% 14.4% 5.3%
2.1%,~ 3.4%
| try to live one day at a time ﬁ]% 25.2% 34.9% 18.4% 7.2%

1.5% - 3.29%

The joy in my life comes from what | am doing now, not from what | wil be doing later 12.0% 32.8% 29.0% 15.7% 5.7%

21% _ 4.7%

e

Generally, | am more focused on what is going on now than on what will happen in the future - 14.2% 28.1% 32.6% 12.7% 5.5%

m Strongly disagree  m Disagree Somewhat disagree  m Neither agree nor disagree mSomewhat agree mAgree  mStrongly agree

Sample size = 527

Q: To what extent do you agree with each statement?
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X-PULSE

The majority of respondents Respondents were asked what they believed was the most likely cause of the COVID-19 pandemic.

believe that COVID-19 was caused The majority believe COVID-19 was caused by a virus that jumped from animals to humans (57.5%). The second
by a virus that jumpe d from most common response selected by respondents was that it was engineered in the lab by humans (26.6%).

animals to humans

= Invented so the government could gain power
m Engineered in a lab by humans

= Is avirus that has jumped from animals to humans
m Other

Sample size = 527

Q: Which of the following do you feel is the most likely cause of COVID-19?
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X-PULSE

Consumers are somewhat Ieamng Respondents were asked their thoughts on when they believe the COVID-19 pandemic will end.
towards the end of the COVID-19 Overall, consumers tend to believe the end of the pandemic is far/far-away/distant rather than
pandemic being still some way off near/immediate/close.

1 2 3 4 5 6 7

Near Far
I, -
1 2 3 4 5 6 7

Immediate Far-away

e  <:
1 2 3 4 5 6 7

Close Distant

Sample size = 527
Q: The end of the COVID-19 pandemic is:
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X-PULSE

Consumers want advertising that
communicates togetherness,
responsiveness and simple joys

m Strongly disagree

m Disagree

m Somewhat disagree

m Neither agree nor disagree
m Somewhat agree

m Agree

m Strongly agree

Communicates the safety
measures companies are

employing

Sample size = 527
Q: To what extent do you want to see advertising during COVID-19 that...
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Respondents were asked to what extent they agree/disagree with the following statements pertaining to
what types of advertisements they want to see during the COVID-19 pandemic.

Consumers indicate they want to see advertisements that communicate the safety measures companies are
employing, conveys how we're all in this together and reminds me of the simple pleasures in life.

26.4%
5.5%
3.2%
49, r
Conveys how we're allin ~ Distracts me from what's Is the same as before Thatreminds me of the
this together going on COVID-19 simple pleasures in life
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X-PULSE

Roughly a quarter of pa rtici pants Respondents were asked to what extent they agree/disagree with the following statements
relating to how they feel at the moment.

express negative feelings in the
. Consumers are more likely to disagree than agree with feelings of being lost, defenceless,
current moment, but a higher stranded or helpless.

proportion do not

| feel lost | feel defenceless | feel stranded | feel helpless
Strongly disagree Disagree m Somewhat disagree
m Neither agree nor disagree m Somewhat agree mAgree

m Strongly agree

Sample size = 527
Q: To what extent do you agree with the following statements about how you feel at the moment?
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X-PULSE

A significa nt percentage of consumers Respondents were asked how often they take part in certain shopping behaviours in recent times.
spenta lot of time thinking about The majority of consumers indicated very rarely or rarely engaging in the following behaviours,

. . . although roughly half reported spending time thinking about or planning shopping.
shopping or planning shopping recently

Used shopping in order to reduce restiessness? ||| GGG 25.4% [260% T 108% B
Used shopping to reduce feelings of guilt, anxiety, helplessness, and/or depression? || NEGTGTcINEEEEEEEEE 25.6% 24T 9.9% Y%
Shopped in order to forget about personal probems? || GGG 23.7% [260% T 8.0% BBo%
Felt that you had to shop more and more in order to get the same pleasure from it? ||| EGcTczNEEEEEEEEEEE 26.8% [2as% T 9.1% B 5%
Felt an urge to shop more and more? || N 25.2% g 11.0% %
Spent more time shopping than initially intended? || EGENGE 26.8% 2% 13.7%  B%
Thought a lot about shopping recently? [ NN 23.0% [ogERTn 13.7% e
Thought about how you could get more time to shop? | RN 28.8% [2Aa3% T 95% B%
Spent a lot of time thinking shopping or planning shopping? | ENENGEEEEEEE 25.0% mEzee 13.1% v %

m Very rarely Rarely mSometimes Often mVery often

Sample size = 527
Q: Inrecent times, how often have you:
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X-PULSE

Shoppers are afraid of the Respondents were asked to what extent they agree/disagree with the following statements
. . lating to how they feel about COVID-19.
coronavirus, but the effect on their relating fo how they feet abod
. . Although a majority of consumers are afraid of the coronavirus, consumers are more
mental health is more varied divided regarding the impact of the coronavirus on their mental health.

20.9%

11.4%
8.3% - 11.7%
. o

0,
S4% 21.4%
9.7% 11.4%

12.5%

Thinking about the | am afraid of the coronavirus | am stressed around other | have become depressed  The coronavirus outbreak
coronavirus makes me feel people because | worry I'll  because of the coronavirus has impacted my
threatened catch the coronavirus psychological health
negatively

m Strongly disagree mDisagree m Somewhat disagree = Neither agree or disagree m Somewhat agree m Agree mStrongly agree

Sample size = 971
Q: To what extent do you agree with the following statements about the coronavirus?
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X-PULSE

Consumers en |phasise price and Respondents were asked to what extent they agree/disagree that the following statements
. . . . describ : ; . . ) ing.
pIace in their typlcal shopplng escribe their typical behaviours relating to spending and shopping.
Responses indicate that consumers are price-sensitive, enjoy spending time shopping and

behaviour like to try new products, but are less concerned with getting products or gadgets first.
| compare the prices of various products before | make a choice 19.0% 28.5% 25.5% 17.1%
It is important for me to have the best price for the product 4.8% 22.6% 30.4% 22.3% 17.0%
| usually find myself pressed for time 8.6% 13.3% 16.7% 29.0% 18.8% 10.2%  3.5%
| am always busy [EEZBEEEFL 12.9% 28.7% 24.0% 13.2% 5.3%
| take my time when | do shopping 23.0% 30.7% 17.9% 9.4%
| like shopping /BRI £/ 25.0% 23.7% 20.8% 11.6%
The place where | do my shopping is very important for me ‘SEAEXSZR <) 30.5% 27.9% 16.6% 6.7%
The brand name of a product is important for me in my purchase. . EIEEINEIEN 30.5% 25.7% 14.4% 4.2%
| always have the newest gadgets 15.0% 6.3% 8.2%

| like to try new and different products IEEARRAZR (o)) 26.0% 33.6% 14.8% 6.1%
I am one of those people who try a new product first, just after the. . | I EIIEGzGz<G <G 20N 23.5% 15.6% 7.3% 3.4%

m Strongly disagree mDisagree mSomewhat disagree = Neither agree or disagree mSomewhat agree mAgree mStrongly agree

Sample size = 1024
Q: Thinking about your own typical behaviour, how would you describe yourself?

2020 Special Report
p p



Customer Experience & Insight (CXI)
Research Group

T: +61 3 92145961
E:

Swinburne Business School

Swinburne University of Technology
Level 3, AGSE Building

Cnr John and Wakefield Streets
Hawthorn, VIC 3122



http://swin.edu.au

