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	1. dentsu Consumer Intelligence  Study
Recovery Navigator
June 2020
 


	2. 2
Introduction
Mapping Consumer Signals  to Offer Marketing Guidance
As Australia moves towards recovery,our people continue to navigate the changes in
mindset and lifestyle imposed by the turmoil caused by COVID-19. Consumers are
coming out of months of isolation and into yet another unknown reality.
In this new world where they try to balance life outside while still wearing masks in
public, social distancing and spending more time at home, it’s clear that a ‘return to
normal’ may come with changes. Business leaders must now shift from crisis
management to planning for recovery.
Conscious of the paramount need to support clients through these times of
uncertainty, the dentsu Intelligence team launched in mid-April a weekly tracking study
to better understandhow Australians would emerge from the pandemic.
The study set out to understand people’s attitudes, behaviours and lasting impact of
crisis. Running until the end of July, the data will be available to dentsu teams and
clients via an online interactive dashboard.
To access the dashboard, visit our COVID-19 content hub on:
https://www.dentsuaegisnetwork.com/au/en/our-latest-thinking/covid-19
 


	3. 3
Methodology
Conducted by dentsu,  this survey was administered as an online survey, with fieldwork running
each week between Tuesday and Thursday, and distributed among a random sample of 400
respondents per week aged 16+ years old and residing in Australia.
The survey is controlled for nationally representative weighting across age, gender and location.
No respondent will take the same survey more than once in the 3 months of duration of the
project. The survey length is 20 minutes, during which respondents are asked a series of
questions concerning the situation they are in as a result of COVID-19.
The waves shown in the dashboard are represented as a 4-week rolling average, which includes
the 3 preceding weeks (where possible). So far, 9 waves of research have been conducted:
Wave Sample size n= Week commencing 4 week ending
1 409 14 April 2020 16 April 2020
2 831 14 April 2020 23 April 2020
3 1249 14 April 2020 30 April 2020
4 1681 14 April 2020 7 May 2020
5 1697 21 April 2020 14 May 2020
6 1710 21 April 2020 21 May 2020
7 1717 5 May 2020 28 May 2020
8 1717 12 May 2020 4 June 2020
9 1710 19 May 2020 11 June 2020
 


	4. Agenda
• The COVID-19  Outbreak in Australia
• The Stages of Crisis
• Consumer Sentiment
• Consumer Lifestyle & Behaviours
• Consumer Expectations of Brands
• How Brands Can Meet Consumer’s Shifting Needs
• Key Themes & Implications
 


	5. 5
COVID-19 timeline: from  outbreak to flattening the curve
Following a summer of extreme bushfires,Australia recorded its first outbreak in late January. From then onwards, record job losses, an increase in the scale of the
outbreaks spread across the nation and over two months of social restrictions have Australians wondering: is the worst behind us?
0
100
200
300
400
500
600
700
New Confirmed Cases
25-Jan: First case of coronavirus in Australia is confirmed
31-Jan: The WHO declares a public health emergency of international concern
5-Feb: Australia announces a 14-day ban for non-citizens arriving from China
1-Mar: The first Australian fatality
12-Mar: First stimulus package is announced
13-Mar: Outdoor gatherings limited to 500 people, cruise ships blocked for 30 days
and travelers are required to self-isolate for 14 days.
18-Mar: Indoor gatherings limited to 100 people
19-Mar: Boarders closed to non-citizens and residents
22-Mar: Second stimulus packaged is announced
23-Mar: Hospitality venues banned from offering indoor services,
except for takeaway and home-delivery
25-Mar: All non-essential gatherings prohibited, and Aussies
banned from travelling overseas
29-Mar: Most indoor and outdoor gatherings limited to 2 people.
11-Mar: The WHO declares coronavirus a global pandemic
10-Apr: Recoveries outnumber current cases (3141 vs 3008)
27-Apr: WA starts relaxing restrictions
30-Apr: ACT becomes the first jurisdiction with no known cases
1-May: NSW announces slight easing of restrictions for
indoor social gatherings
2-May: QLD begins easing restrictions
8-May: The government announces a 3-Step Framework for
national recovery. Each state to apply the framework
independently and following different timelines.
Source: World Health Organization| Australian Government Department of Health | “Onehundred days of thecoronavirus crisis” –ABC News | “Timeline: How coronavirus spread from China to Australia” –9News | “Coronavirus Australia stats”–TheGuardian
 


	6. 6
The path to  recovery
3-Step Framework for a COVIDSafe Australia was announced on 8th of May
Source: health.gov.au
Most states are now in the second stage of the COVIDSafe recovery plan.
 


	7. 7
New concerns arise
Between  the potential materialisation of an economic recession, the world bursting over social protests, fears of a second wave and the
Government navigating through the steps towards recovery, Australian news have been busy
Black Lives Matter and other social
protests around the world have also hit
Australia
The reality of an economic recession and the
collateral damage caused by the pandemic
continue to rise
Debates about reopening borders and
the prospect of travel bubbles
Source: GoogleNews – Various news publications
 


	8. Agenda
• The COVID-19  Outbreak in Australia
• The Stages of Crisis
• Consumer Sentiment
• Consumer Lifestyle & Behaviours
• Consumer Expectations of Brands
• How Brands Can Meet Consumer’s Shifting Needs
• Key Themes & Implications
 


	9. 9
Our Approach: The  Stages of Crisis
Often, responses to pandemics follow a pattern. As the effects of COVID-19 impact communities at different rates, these stages can act as a guide to
shifting public sentiment – though consumers may not always experience them linearly.
The outbreak is spreading.I am
uncertain about how it might
impact my day to day life. I am
feeling confusion,fear or anger
about preparing.
I am modifying my daily
routine. There are moments of
frustrationand anxiety, but I’m
trying to focus on what I can
control.
I am moving towards settling
into a new routine while the
outbreak is evolving. My
routine is starting to feel
familiar.
I feel there has been progress
to reduce the outbreak in the
nation and my community. I am
slowly starting the journey back
to my normal routines and
schedules.
I am fully reconnected to work
and life without having the
threat of the outbreak hanging
over me. I am back to my
routine from before.
INITIAL SHOCK COMING TO GRIPS LIVING A NEW
NORMAL
MOVING INTO
RECOVERY
POST- CORONAVIRUS
LIFE
 


	10. 10
Consumers are progressing  through the stages
% of RespondentsWho Identify With Each Stage:
Wave 1 8% 35% 44% 12% 1%
Wave 2 8% 30% ▼ 43% ▼ 18% ▲ 2% ▲
Wave 3 8% 28% ▼ 42% ▼ 21% ▲ 2% ▲
Wave 4 7% 27% ▼ 41% ▼ 23% ▲ 2% ▲
Wave 5 7% 23% ▼ 40% ▼ 28% ▲ 3% ▲
Wave 6 6% 21% ▼ 39% ▼ 31% ▲ 3% ▲
Wave 7 6% 19% 39% 32% ▲ 4% ▲
Wave 8 5% 18% 39% 33% ▲ 4% ▲
Wave 9 5% 17% 39% 33% ▲ 6% ▲
INITIAL SHOCK COMING TO GRIPS LIVING A NEW NORMAL MOVING INTO RECOVERY POST- CORONAVIRUS LIFE
Australians have shown a consistent mental path from Coming to Grips with the outbreak to Living a New Normal and, most recently, showing clear
signs of Moving Into Recovery. If in mid-April most respondents were concentrated in the second and third stages, now they have had a shift in mindset
and are mostly in the third and fourth stages.
Q: When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, thereareoften "Phases" of how the responseunfolds. Thinking about how theoutbreak has
impacted you and your daily life, which of thefollowing phases best describes your current situation?
 


	11. 11
The jump from  coming to grips to moving into recovery
From wave 4 to 5, when restrictions began to ease, there was a significant change between respondents claiming to be coming to grips and those
moving into recovery. This shows that part of the population likely never settled into a new normal and was still trying to tackle the emotional pressure
of being in isolation when the country started to re-open. The announcement of a recovery framework seemed to have instantly made some of them
move straight into a recovery mindset as the variation between stages 2 and 4 continue to be proportional.
Q: When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, thereareoften "Phases" of how the responseunfolds. Thinking about how theoutbreak has
impacted you and your daily life, which of thefollowing phases best describes your current situation?
Stage
Wave 4 vs. wave 9
Coming to grips
Living a new normal
Moving into
recovery
Variation
-10 pts
-2 pts
+10 pts
 


	12. 12
Younger generations are
returning  to life as they knew
it
Generation Z and Millennialswere the most concerned when the coronavirus crisis was
peaking in Australia. They were slower to show early signs of recovery and were by far
the age group with the highest share in the initialshock phase.
Yet, recently younger generations also seem to be jumping into a post-coronavirus life
more promptly. While the majority of Australians are still concentrated in the Living a
New Normal and the Moving Into Recovery phases, we have seen a recent surge of
people in a Post-CoronavirusLife. The increase is coming primarilyfrom people aged 16-
39 (up 4pts from wave 5) and 40-59 (up 5pts from wave 5). Both age groups are sitting
at 7% for the post-Covid life.
This is likely due to the fact with school and businesses reopening, they have regained a
sense of normalityand are retuning to their old lifestyle.
Wave 1 Wave 5 Wave 9
16-39 40-59 60+ 16-39 40-59 60+ 16-39 40-59 60+
Initial Shock 13% 5% 1% 12% 5% 2% 7% 5% 2%
Coming to Grips 35% 37% 31% 24% 25% 18% 20% 15% 15%
Living a New Normal 41% 44% 48% 36% 40% 45% 36% 39% 42%
Moving Into Recovery 9% 12% 18% 25% 28% 33% 30% 34% 37%
Post-Coronavirus Life 1% 1% 1% 3% 2% 1% 7% 7% 5%
Q: When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, thereareoften "Phases" of how the responseunfolds. Thinking about how theoutbreak has
impacted you and your daily life, which of thefollowing phases best describes your current situation?
 


	13. Agenda
• The COVID-19  Outbreak in Australia
• The Stages of Crisis
• Consumer Sentiment
• Consumer Lifestyle & Behaviours
• Consumer Expectations of Brands
• How Brands Can Meet Consumer’s Shifting Needs
• Key Themes & Implications
 


	14. 14
Australians continue to  be positively impressed by the Federal Government’s
handling of the crisis
27% 29% 29% 30% 30% 30% 30% 30% 30%
21% 21% 20% 20% 20% 20% 19% 19% 18%
51% 50% 50% 51% 51% 50% 51% 51% 52%
0%
10%
20%
30%
40%
50%
60%
1 2 3 4 5 6 7 8 9
How Australians feel the federal government handled the outbreakso far
Exceeded my expectations
Fell short of my expectations
Met my expectations
Australia has been receiving positive marks globally about the way the crisis was managed internally, and overall Australia’s seem to agree. Whilst part
of the country is disappointed with the federal government, most of respondents have been consistent throughout the past weeks in saying their
expectations were either met or exceeded. Since the last report, disappointment levels dropped by 2pts.
Q: How do you feel thefollowing organizations haveor havenot met your expectations in handling theCOVID-19 outbreak so far? Select oneanswer per row.
 


	15. 15
Media and news  outlets, on the other hand, seem to be frustrating a few Aussies
since the recovery phase started
10% 11% 11% 11% 10% 9% 9% 10% 11%
21% 20% 20% 19% 20% 21% 21% 22% 22%
69% 69% 70% 70% 69% 69% 69% 68% 67%
0%
10%
20%
30%
40%
50%
60%
70%
80%
1 2 3 4 5 6 7 8 9
How Australians feel the media/news outlets handled the outbreak so far
Exceeded my expectations
Fell short of my expectations
Met my expectations
The past few weeks have been busy for news publications, with uncertainty over borders opening, immigration restarting and a potential recession
approaching. Whilst the vast majority of Australians still show contempt with how the media is handing the outbreak, there has been a slight decline in
people saying their expectations were met and also a subtle rise in those stating media and news outlets have fell short of their expectations since week
5.
Q: How do you feel thefollowing organizations haveor havenot met your expectations in handling theCOVID-19 outbreak so far? Select oneanswer per row.
 


	16. 16
Coronavirus worries are  giving place to economic and social problems
57%
16%
12%
5%
2% 1% 2% 2% 1% 1% 1%
51%
17%
13%
6%
2% 2% 2% 2% 2% 1% 2%
43%
21%
14%
8%
3% 3% 2% 2% 1% 2% 2%
37%
24%
13%
8%
4% 3% 3% 3% 2% 2% 2%
0%
10%
20%
30%
40%
50%
60%
70%
COVID-19 outbreak Australia's
economy
Unemployment Climate change Immigration Housing market Freedom of speech Income inequality Australia's political
landscape
Gender equality Terrorism
Top Issues Concerning Australians
(% of respondents who said an issue was in their top 3 choices)
Wave 1 Wave 3 Wave 6 Wave 9
-20 pts
+3 pts
+2 pts +2 pts
+8 pts
The response to the crisis may have been praised so far, but now the federal government is facing new challenges as economic and social matters start
to slowly return to the spotlight. Out of the issues gaining more momentum in this second phase of recovery, the national economy and social issues
(i.e. climate change) are showing the biggest spikes. Unemployment concerns were also rising in the first phase of recovery (wave 6) but have since
declined.
Q: Pleasepick the top 3 issues from thefollowing list, in priority order, currentlymost concerning to you.
 


	17. 17
Each state is  entering recovery with a different mindset
21.15%
38.46%
14.76%
22.23%
38.77%
10.13%
29.32% 29.48%
12.73%
28.35%
32.94%
16.41%
33.32%
29.26%
20.91%
26.25%
36.68%
10.76%
24.42%
37.27%
11.65%
34.35%
24.94%
6.61%
0.00%
5.00%
10.00%
15.00%
20.00%
25.00%
30.00%
35.00%
40.00%
45.00%
Australia's economy COVID-19 outbreak Unemployment
Top 3 Issues Concerning Australians
(% of respondents who said an issue was in their top 3 choices, by state)
VIC NSW ACT QLD NT WA SA TAS
Victoria, New South Whales, Western Australia and South Australia are still recording a significantly more prominent concern with the outbreak, whilst
in ACT, Queensland, Northern Territory and Tasmania the concern with the Australian economy has already matched or surpassed worries about the
virus.
Q: Pleasepick the top 3 issues from thefollowing list, in priority order, currentlymost concerning to you.
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Other concerns are  also shaping the individual journey each state is going through
Q: How areyou currently feeling about theCOVID-19 outbreak?
For each of thefollowing pairs of emotions, pleaseselect the onethat best describes how you feel going through theCOVID-19 crisis.
VIC NSW
SA
QLD ACT WA
NT TAS
116ix
More likely to be concerned
with unemployment (14.7%)
171ix
More likely to be concerned
with terrorism (1.9%)
137ix
More likely to be concerned
with gender equality (1.6%)
126ix
More likely to be concerned
with freedom of speech (3.5%)
154ix
More likely to be concerned
about the housing market (4.6%)
124ix
More likely to be concerned
with income inequality (3.4)
129ix
More likely to be concerned
with unemployment (16.4%)
121ix
More likely to be concerned
with the economy (29.3%)
147ix
More likely to be concerned
with climate change (11.4%)
143ix
More likely to be concerned
with immigration (5.8%)
164ix
More likely to be concerned
with unemployment (20.9%)
142ix
More likely to be concerned
with the economy (34.3%)
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The sense of  control over the situation was rising sharply before, but it is
now becoming more stagnant
8%
24%
13%
4%
14%
36%
19%
6%
20%
49%
24%
7%
23%
50%
23%
4%
0%
10%
20%
30%
40%
50%
60%
In-control Somewhat In-control Somewhat Overwhelmed Overwhelmed
How Australiansare feeling about the COVID-19 outbreak
Wave 2 Wave 4 Wave 6 Wave 9 Wave 9
16-39
40-59
60+
27% 118ix
feeling somewhat
overwhelmed
51% 102ix
feeling somewhat
in-control
33% 146ix
feeling in-control
Age %
Q: How areyou currently feeling about theCOVID-19 outbreak?
For each of thefollowing pairs of emotions, pleaseselect the onethat best describes how you feel going through theCOVID-19 crisis.
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The somewhat static  sense of control could be a result of a reduced urge to seek
COVID-19 information daily
18%
18%
17%
17%
15%
14%
13%
13%
13%
33%
31%
29%
28%
25%
23%
20%
19%
17%
29%
29%
28%
29%
29%
29%
30%
30%
30%
9%
10%
11%
12%
14%
15%
16%
17%
17%
2%
3%
4%
3%
4%
5%
5%
6%
6%
2%
2%
2%
3%
3%
3%
4%
4%
5%
8%
8%
8%
9%
10%
11%
12%
12%
13%
Wave 1
Wave 2
Wave 3
Wave 4
Wave 5
Wave 6
Wave 7
Wave 8
Wave 9
How often seek out information about COVID-19
Constantly Few times per day Once per day Few times per week Once per week Less often than once per week I do not seek out information
In our previous report, we saw that 66% of Australians valued having the most up-to-date news about coronavirus and were actively seeking
information at least daily, with many doing it either constantly or a few times a day. We made an argument that the quest for information could be one
of the reasons why people were feeling more and more in-control over the situation. This seems to be proven right by the fact that the deacceleration
in the sense of control comes hand-in-hand with an abrupt decline in the group that seeks information on a daily basis, dropping 6 points since wave 6.
Q: How often do you seek out information about theCOVID-19 outbreak to stay up-to-dateon thesituation? Pleaseselect oneanswer only.
+5% not seeking out information
since the start of the research
-20% seeking information at least daily
since the start of the research
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Job security is  now more concerning than family’s health
28%
17%
15%
13% 13%
9%
5%
25%
19%
14%
16%
13%
7%
6%
21%
22%
15%
16%
15%
6%
5%
20%
23%
14%
17%
16%
6%
4%
0%
5%
10%
15%
20%
25%
30%
Family's health Job security Personal health Household finances Mental health Food availability Medicine availability
Most concerning factors negatively impacted by COVID-19
Wave 1 Wave 3 Wave 6 Wave 9
-8 pts
+6 pts
Not only has health stepped down as the highest level of concern for Australians to give place to job security, as household finances and mental health
are seeing a gradual rise. This is a clear indication that the focus is changing to the the severity of the nation’s economic challenges in this phase of the
recovery.
Q: Pleaserank your level of concern about thefollowing factors being negatively impacted by COVID-19.
Pleaserank in order, with "1" being themost important and "7" being theleast important
+4 pts
+3 pts
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Recent events weigh  differently across the generations
40-59 YEARS OLD 60+ YEARS OLD
120ix
More likely to be feeling grateful
120ix
More likely to be feeling angry
146ix
More likely to be feeling in-control
16-39 YEARS OLD
140ix
More likely to be feeling bored
129ix
More likely to be feeling calm
136ix
More likely to be feeling isolated
Q: How areyou currently feeling about theCOVID-19 outbreak?
For each of thefollowing pairs of emotions, pleaseselect the onethat best describes how you feel going through theCOVID-19 crisis.
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And across genders
MEN
115ix
More  likely to be feeling active
114ix
More likely to be feeling isolated
WOMEN
117ix
More likely to be feeling fearful
109ix
More likely to be feeling grateful
Q: How areyou currently feeling about theCOVID-19 outbreak?
For each of thefollowing pairs of emotions, pleaseselect the onethat best describes how you feel going through theCOVID-19 crisis.
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Men continue to  show more flexibility to work remotely overall, but more women
are now working from home full-time
58%
24%
18%
46%
34%
20%
Not working from home Working from home full-time Working from home part-time
How jobs have been affected by the outbreak
(wave 6 results)
Female Male
Q: Areyou currently working from home? Pleaseselect oneanswer only.
In our first report (wave 6), we saw that the majority of men were working from home to some capacity (56%), whereas most women were not working
from home at all (57%). Although the trend continues to be true, in wave 9 we are seeing a slight increase in females working remotely full-time (24%
vs. 21% in wave 6).
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With services reopening  and schools returning to normality, the positive
impacts of working from home are increasing
In wave 6 we saw that working from home was having more positive effects than neutral or negative in work productivity, whereas personal mood and
personal relationships were having more neutral impacts and mental health was more negatively impacted. In the latest wave, there was a significant
increase in the positive effects across all areas, particularly in work productivity, mental health and personal mood.
27%
31% 30%
23%
26%
33% 30%
39%
48%
38% 41% 38%
Work Productivity Mental Health Personal Mood Personal Relationships
Effects of working from home
(wave 9 results)
Negatively impacted No effect at all Positively impacted
▲12%
Increase in positive impacts
when compared to wave 6
▲10%
Increase in positive impacts
when compared to wave 6
▲7%
Increase in positive impacts
when compared to wave 6
▲6%
Increase in positive impacts
when compared to wave 6
Q: As you arecurrently working from home, what effect has this had on you in regards to thefollowing? Pleaseselect one answer per row.
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But men and  women are still going through different journeys
So far men seem to be reaping most of the benefits of remote working. Between caring for others, home-schooling and looking after domestic duties,
isolation seemed to have turned into a double burden for women – up until wave 6, they were more likely to be feeling negatively impacted by working
from home than men. Recent weeks have changed the scenario in a positive way, with both genders seeing an improvement across all areas. Still, whilst
more men are moving from a neutral to a positive impact, several women are still tracking behind and moving from a negative state to a neutral. With
kids back in school and services reopening, women are feeling more of the positive effects in their work productivity and mental health, and their
personal mood and relationships are gaining a sense of normality.
Q: As you arecurrently working from home, what effect has this had on you in regards to thefollowing? Pleaseselect one answer per row.
The biggest shift for females was
from negative impact (-9pts) to
positive (+8pts)
The biggest shift for females was
from negative impact (-8pts) to
positive (+9pts)
The biggest shift for females was
from negative impact (-15pts) to
neutral (+10pts)
The biggest shift for females was
from negative impact (-8pts) to
neutral (+5pts)
WORK PRODUCTIVITY MENTAL HEALTH PERSONAL MOOD PERSONAL RELATIONSHIPS
The biggest shift for males was from
neutral impact (-12pts) to positive
(+13pts)
The biggest shift for males was from
neutral impact (-9pts) to positive
(+8pts)
The biggest shift for males was from
neutral impact (-9pts) to positive
(+8pts)
The biggest shift for males was from
neutral impact (-7pts) to positive
(+9pts)
vs vs vs vs
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Consumers are maintaining  their new media consumption habits
0%
10%
20%
30%
40%
50%
NET variation of channel consumption frequency now vs before the outbreak outbreak
(% who said they had increased their consumption subtracted by % who said they had decreased their consumption by channel)
Wave 1 Wave 3 Wave 6 Wave 9
Amid the ongoing quest for news & information and the growing boredom of being home, consumers looked to content channels to be entertained
while in isolation. Time spent engaging with TV saw the greatest initial spike in usage, followed by video streaming services and social media. Since wave
6, variations have been very subtle and not significant enough to indicate a long-term change so far.
Television
Video
Streaming
Services
Messaging app Social Media
Online Video
Platforms
Music
Streaming
Newspaper Radio BVOD Podcasts Magazines
Wave 1 43% 38% 37% 35% 29% 16% 16% 10% 10% 4% 3%
Wave 3 40% 35% 34% 35% 30% 17% 14% 5% 12% 7% 3%
Wave 6 32% 34% 29% 31% 30% 14% 12% 2% 11% 8% 2%
Wave 9 28% 33% 28% 32% 27% 14% 9% 1% 10% 6% 0%
Q: Of thelisted media channels, how frequently areyou engaging with them now compared to before theCOVID-19 outbreak? Please typeoneanswer per row
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Superannuation anxiety rises  slight as economic indicators fluctuate
41% 41%
42% 42%
44% 45% 46% 47% 46%
16% 14% 13% 14% 14% 14% 15% 15% 14%
44% 45% 45% 45%
42% 41% 39% 38%
40%
0%
5%
10%
15%
20%
25%
30%
35%
40%
45%
50%
1 2 3 4 5 6 7 8 9
Sentiment toward the effect of coronaviruson superannuation balance
Moderately concerned Not very concerned Very concerned
38%
of consumers checked their
superannuation balance in the
last month to see how it had
been impacted by COVID-19
Q: Haveyou checked your superannuation balancein thelast month to seehow it has been impacted by theCOVID-19 outbreak? Pleaseselect one answer only.
Q: What is your level of concern about how the COVID-19 outbreak has affected your current superannuation balance? Pleaseselect oneanswer only.
The AUD trade levels slowly gained ground in May, softening the stress over super balances. The prospect of a second wave in Beijing and other markets
has led to a recent decline in dollar trade levels, which seemed to have triggered an immediate emotional response from super customers in the form of
a slight spike in an indicator that was otherwise declining. Experts believe that superannuation returns will be flat this year due to the crisis, but the
country is also believed to be leading the developed world out of the pandemic-induced recession.
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Families are not  as eager to tighten their belts as they once were
Aussies first reaction to the crisis was mostly to freeze or decrease their household spend levels, but as the country moves through the stages of
recovery, consumers are less inclined to reduce their spends. Instead, since our last report we saw a 4 point drop in those who claim their HH spends
will decrease. The vast majority of Australians expect to maintain spends as they currently are.
38%
35% 35% 35% 34% 34% 33% 32% 32%
24% 26% 24% 23% 23% 21% 21% 22% 22%
38% 39% 41% 42% 44% 46% 46% 46% 46%
0%
10%
20%
30%
40%
50%
60%
1 2 3 4 5 6 7 8 9
Changes in household spendsover the last month
It has decreased It has increased It has stayed the same
67%
say it will
stay the same
15%
say it will
decrease
17%
say it will
Increase
Their expectationsfor the month ahead
Q: How has theCOVID-19 outbreak affected your household spending in thepast month? Pleaseselect oneanswer only.
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Brick-and-mortar stores have  the undisputable preference of grocery buyers
75%
76%
76%
82%
15%
14%
12%
9%
11%
11%
13%
10%
11%
10%
9%
10%
Wave 1
Wave 3
Wave 6
Wave 9
Method of purchasing groceries
*Top variables selected.Additionalvariables not included in chart.
Purchasing physically in store Purchasing online through their website Groceries delivered Click & Collect
Despite the public appeal for consumers to stay at home and maximize isolation, physical stores continued to be the preferred way of purchasing
groceries for Australians. Since the country entered the recovery phases, the preference is only growing – since the last report, there was a contraction
in preference for buying online or having groceries delivery (-3% each) and a 6% increase in adoption of physical points of sale.
Q: How areyou currently purchasing your groceries? Pleaseselect all that apply.
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Grocery shopping instore  is a 9 to 5 task
Perhaps it is the newfound work flexibility for some, or even a result of the diversified trading times supermarkets adopted when the outbreak was
peaking… One way or the other, the standard business hours are the most popular for grocery shoppers regardless of the day of the week. When it
comes to finding the best days to shop without crowds, the ones choosing Sunday to Tuesday are hitting the jackpot. The back end of the week (Friday-
Saturday), on the other hand, are the busiest days.
Q: How areyou currently purchasing your groceries? Pleaseselect all that apply.
5%
4%
4%
4%
4%
5%
4%
13%
13%
14%
13%
13%
18%
14%
9%
10%
10%
9%
10%
12%
11%
10%
10%
11%
12%
13%
12%
12%
7%
8%
8%
9%
10%
6%
6%
2%
2%
2%
2%
2%
2%
2%
38%
38%
35%
35%
33%
30%
38%
Monday
Tuesday
Wednesday
Thursday
Friday
Saturday
Sunday
When people shop for groceries physically in store
Early morning (6:00am-9:00am) Mid morning (9:00am-12:00pm) Noon (12:00pm - 3:00pm) Afternoon (3:00pm - 6:00pm)
Evening (6:00pm-9:00pm) Late evening (9:00pm-12:00am) I don't typically shop on this day
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As normality kicks  back in, people are less enthusiastic about changing the
way they purchase groceries post COVID-19
Q: Compared to beforethe COVID-19 outbreak, will theway you purchasegroceries changeafter it is contained?
Q: How will your grocery purchasing habits changeafter theCOVID-19 outbreak is contained? Pleaseselect oneanswer per row.
31%
Wave 1
34%
Wave 3
31%
Wave 5
28%
Wave 7
32%
Wave 2
32%
Wave 4
31%
Wave 6
28%
Wave 8
27%
of people intend to change how
they purchase groceries after the
COVID-19 outbreak
Wave 9
How many people intended to
change the way they purchase
groceries after the COVID-19
outbreak?
When the outbreak first happened in Australia, part of consumers were seeking alternative ways to conduct their grocery shopping, i.e. buying online
and having products delivered. Earlier in the crisis it seemed like the change in behaviour could lead to long-lasting disruptions in the sector, however as
we move towards recovery, we are seeing less consumers inclined to really change their purchase habits.
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Out with stockpiling,  in with penny pinching and shopping local
35%
27%
13% 13%
6%
5%
33%
28%
15%
13%
6%
5%
27%
32%
17%
13%
7%
4%
22%
33%
20%
13%
7%
5%
0%
5%
10%
15%
20%
25%
30%
35%
40%
Availability Price Australian made Quality Locally sourced ingredients Health rating
Most important factors when considering grocery items since the outbreak
Wave 1 Wave 3 Wave 6 Wave 9
-13 pts
+7 pts
+6 pts
Empty shelves are past us now, and with it goes the fear of product shortages. In our previous analysis we saw consumers becoming more mindful of
price and product origin. The trend is only intensifying – as borders remain closed and local entities band together to encourage consumer spending,
Australian made products are gaining momentum and traction.
Q: How will your grocery purchasing habits changeafter theCOVID-19 outbreak is contained? Pleaseselect oneanswer per row.
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The shopping list  is also including more non-grocery items than before
Technology
Pet
food/needs
None of the
above
Luxury
fashion
Liquor
Jewelry and
accessories
Homewares
Hobbies
and crafts
Health and
Beauty
Footwear
Everyday
fashion
Electronics
and white
goods
Books
Wave 1 15% 29% 19% 3% 42% 4% 13% 14% 28% 10% 13% 12% 16%
Wave 9 17% 31% 14% 5% 40% 6% 24% 19% 31% 19% 25% 16% 19%
NET variation
(w9 vs w1)
2% 2% -4% 2% -2% 3% 11% 5% 3% 10% 11% 3% 2%
To analyse how the shopping mentalityis changing during the outbreak, we compared the share of people who claimedto have purchased a non-grocery item
in the last month during wave 9 to those who made the same claim in wave 1. The results showed that footwear and everyday fashion are some of items being
prioritisedas people return to old habits. Similarly, homeware purchases are also gaining momentum, possibly due to two simultaneous events: people are
adjusting to a life of flexible working, at the same time as key retail chains are also re-stocking items that were missing from shelves before. As consumers come
out of isolation, they are also purchasing less liquor than before.
Q: For thefollowing grocery categories, how much areyou purchasing compared to beforethe COVID-19 outbreak?
-5%
0%
5%
10%
15%
NET variation of non-grocerypurchasesin the last month since the start of the research
(% who said they had purchased one of the following retail items in wave 9 minus % who said they had purchased one of the items in wave 1)
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The anticipation to  travel within the country is only growing
10%
9%
10%
12%
20%
17%
18%
21%
19%
21%
23%
24%
15%
18%
19%
17%
10%
9%
8%
8%
2%
3%
2%
2%
23%
22%
20%
18%
0% 20% 40% 60% 80% 100%
1
3
6
9
waves
Within a month
1-3 months
4-6 months
7-12 months
1-2 years
2+ years
I have no desire to travel
How soon after the travel ban is lifted would people considertravelling domestically
of people intend to
travel domestically in
the next 6 months
(▲5ptssince wave 6)
56%
Aussies have been optimistic about the prospect of travelling internally from the beginning, but anticipation is only increasing as we recover from the
outbreak. Since wave 6, we saw a 5-point increase in the share of consumers who plan to travel domestically within the next 6 months, now sitting at
56%. With every wave, we are also recording a drop in people who have no desire to travel, showing that the positive way Australia handled the
outbreak has triggered more consumers to plan a getaway.
Q: How soon after the travel ban is lifted will you consider travelling domestically?
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Leisure and visiting  friends & family are the main drivers for travellers
On one side of the spectrum, several companies are still trying to find their feet and have put a hold on business-related travel; On the other side, the
scare of a pandemic made some appreciate their freedom even more than before, and the compulsory isolation separated friends and families for
months... So it is no surprise that plans to travel within Australia are predominantly personal at this stage.
Q: How soon after the travel ban is lifted will you consider travelling domestically?
48%
plan to travel for
leisure/ holidays
27%
want to visit family
& friends
3%
plan to travel for
business
4%
want to attend
special events
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The east coast  continues to appeal to most, particularly QLD and NSW, but
the prospect of travel bubbles and a rise in cases may disrupt plans
Regions respondentsintend to travel
to after the travel ban is lifted
(results from wave 9)
Each state and territory is deciding independently when reopen borders
and each region is taking a unique approach to recovery. WA, por instance,
has gone back on an initialdecision to reopen borders and is yet to
announce a date for travellersto enter the state; SA is proposing travel
bubbles to protect their community; Victoriais being seen by some as a
new treat due to a recent surge in cases.
State Intrastate Interstate
QLD ✓ ✗
NSW ✓ ✓
VIC ✓ ✓
ACT ✓ ✓
TAS ✓ ✗
NT ✗ ✗
SA ✓ ✗
WA ✗ ✗
17%
11%
40%
40%
16%
9%
32%
17%
Northern
Territory
Queensland
New South
Wales
Australian
Capital
Territory
Victoria
South
Australia
Western
Australia
Tasmania
Source: news.com.au
Status of borders per state:
Q: Which of the following states/territories would you consider travellingto after domestic travel bans arelifted?
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International travel plans  remained fairly stagnant, with the majority
planning to departure 7 months to 2 years after borders reopen
In late May, the government announced a phased approach to reopen international borders until the end of 2020, which seemed unlikely back in early
April. Still, Australians have kept their plans to travel abroad consistent, showing near-to-none variation on how soon they would consider embarking
on an overseas trip.
3%
4%
3%
4%
7%
6%
6%
8%
15%
14%
13%
13%
15%
16%
17%
17%
18%
19%
20%
20%
9%
10%
10%
10%
32%
31%
31%
28%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
1
3
6
9
Waves
Within a month
1-3 months
4-6 months
7-12 months
1-2 years
2+ years
I have no desire to travel
domestically
Q: How soon after global travel is restored would you consider travelling internationally?
How soon after global travel is restored would people considertravelling internationally
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The trans-Tasman bubble  seems the most promising opportunity to travel overseas
Africa
4%
24%
27%
5%
15%
6%
3%
4%
32%
South
America
North America
Central America
Europe
Middle East
Asia
Mainland China
New Zealand
72% of Australian respondents have plans to travel abroad at some point after global travel is restored, with 32% planning a visit to New Zealand (up 3
points since wave 6). The federal government has been discussing the possibility of a trans-Tasman travel bubble linking the two countries, however the
spike in VIC’s COVID-19 cases and NZ’s two new infections could delay the implementation of such agreement.
Regions respondentsintend to travel to
after the travel ban is lifted
(results from wave 9)
Q: Which of the following countries/regionswould you consider travelling to after thetravel ban is lifted?
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Entering the recovery  phase hasn’t effected how much consumers trust brands
5%
17%
53%
17%
8%
4%
17%
49%
23%
7%
4%
15%
47%
26%
8%
4%
15%
48%
25%
8%
0%
10%
20%
30%
40%
50%
60%
I trust them completely I greatly trust them I moderately trust them I somewhat trust them I do not trust them at all
How much people currently trust companies/brands
Wave 1 Wave 3 Wave 6 Wave 9
Throughout the waves we saw consumers gradually loosing trust on companies and brands. Earlier in April, an impressive 75% of consumers had
moderate to complete trust in brands, but as time passed this trust progressively dropped by 8 points, reaching an average of 67% by wave 9. Since our
last report, the only change has been in the moderate to partial trust, with the first decreasing by 1 point and the latter increasing by 1 point.
-5 pts
+8 pts
-2 pts
-1 pts
Q:For the following organizations, how much do you currently trustthem? Companies/brands.
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Supermarket chains continue  to be the most praised brands during the crisis,
but more brands are being remembered as we recover from the outbreak
Some of the brands most overwhelmingly impacted by the crisis are also one the thriving in consumers’ minds. Despite supply shortages, Woolworths
and Coles were consistently praised as the two brands best handling the turmoil caused by coronavirus. Since our latest report, 6 new brands were
mentioned by consumers: AfterPay, Allianz, American Express, Tooheys, Uber and Visa.
Q: In your estimation, what is thebrand that has performed thebest during theCOVID-19 Crisis? Pleasetypeyour answer in the textbox below
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To improve perception,  companies must talk the talk & walk the walk
With more consumers transitioning from Living a New Normal to Moving Into Recovery, they expect brands to help them rebuilt the nation pos-trauma.
What improves perceptions are actions that help consumers and communities.
22%
Of respondents think more
of brands that offer
discounts at this time.
19%
Of respondents value more
brands that actively
respond to the outbreak.
24%
Of respondents expect
companies to look after
their employees.
Q: Many brands and companies aretryingto decidehow best to respond to the COVID-19 outbreak. Which of thefollowing do you MOST want to seefrom brands? Pleasepick your top 3 responses in priority of order
11%
Of respondents want
brands to donate time/
money/ products to
causes or the needy
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To build stronger
connections,  brands must
understand the expectations
from each audience
Women are more likely to expect a contributionto the community and the economy, whilst men
are more likely see brands as facilitatorsfor their own personal contribution
Q: When it comes to a public health crisis such as the COVID-19/coronavirus outbreak, thereareoften "Phases" of how the responseunfolds. Thinking about how theoutbreak has
impacted you and your daily life, which of thefollowing phases best describes your current situation?
Younger generations want to see brands getting actively involved in rebuilding society and older
Australians want companies to focus on employment initiatives
24% 107ix
of women want brands to
offer discounts at this time.
7% 125ix
of males want brands to help
them contribute to the response
21% 110ix
of females expect companies
to respond to the outbreak.
11% 121ix
of people 40-59 expect
companies to continue
advertising as normal
32% 133ix
of people 60+ think
organisations must prioritise
looking after their employees
13% 117ix
of people 16-39 want brands
to donate time/ money/
products to causes/ needy
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A sense of  security continues to be key, but the need for positivity is also increasing
50%
33%
25%
29%
26%
18%
21%
15%
12%
15%
13% 12%
9%
13%
9%
47%
33%
31% 30%
24%
19% 18% 18%
15% 14% 13%
11% 11%
8% 8%
0%
10%
20%
30%
40%
50%
60% Wave 6 Wave 9
Months of uncertainty have left consumers craving to feel safe, whether from a health or financial perspective. As they navigate through the stages of
recovery, there is a growing desire to feel positive, as well as gain a sense o normalcy and freedom. Although not as significantly, the need for
companionship and fun have also increased since wave 6.
Current Need State
Q: Thinking about how you arecurrently feeling about theCOVID-19/coronavirus outbreak, what arethetop threethings you need right now? Pick 3 in order of priority.
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Women want to  feel uplifted, while men prioritize control
Women Men
118ix
More likely to need inspiration
123ix
More likely to need information
129ix
More likely to need leadership
117ix
More likely to need security
117ix
More likely to need belonging
117ix
More likely to need support
Female respondents are more likely to prioritize inspiration, belonging and security, while male respondents are more likely to prioritize leadership,
information and support.
Q: Thinking about how you arecurrently feeling about theCOVID-19/coronavirus outbreak, what arethetop threethings you need right now? Pick 3 in order of priority.
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Audience Profile Snapshots
They  are younger males who
are struggling to adapt to the
changes COVID-19 has brought
into their lives and need help
navigating the impact the
health crisis.
Young families whose concern
levels are still strong, but
tempering. They are
overwhelmed and still
somewhat fearful. They will
need reassurance of security
and stability as they move into
recovery.
They are older families, some
still have kids living at home.
They are feeling somewhat
calm but still somewhat
helpless at current
circumstancesand are looking
for security and positivity to
recover from this crisis.
They are older empty
nesters, earning an above
average household income.
They are hopeful and feeling
in control. They are looking
forward to restrictions lifting
and returning to normal life.
Split between young FT students
and families, this segment no
longer fear the threat of COVID and
are ready to live life without
restrictions.They are prepared to
take control of their Post COVID
life.
Desired Brand Response:
Brands responding to the
outbreak
Desired Brand Response:
Brands that help me
contribute to the response
Desired Brand Response:
Brands looking after their
employees
Desired Brand Response:
Brands that help me take my
mind off of what is going on
Desired Brand Response:
Brands that help me contribute to
the response
INITIAL SHOCK COMING TO GRIPS LIVING A NEW NORMAL MOVING INTO RECOVERY POST-CORONAVIRUS LIFE
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Initial Shock
5% of  AUS RESPONDENTS*
• 69% Male (142i)
• 28% are 16-29 (122i) | 30% are 30-39 (163i)
• 76% are employed FT or PT (139i)
• More likely to be a FT student (15%, 148i)
• 45% applied for government financialassistance
in the last month (242i)
DESIRED BRAND RESPONSE:
• Brands responding to the outbreak (46%, 125i)
How they are experiencing
the crisis:
EMOTIONAL STATES:
• Angry (14%, 239i)
• Helpless (30%, 124i)
NEED STATES:
• Positivity (14%, 136i)
• Belonging (8%, 309i)
TOP NATIONAL CONCERNS:
• COVID-19 outbreak (33%, 88i)
• Australian economy (20%, 81i)
Months to return to Normal: 8.1
TOP PERSONAL CONCERNS:
• Job security (16%, 70i)
• Mental Health (16%, 101i)
FUTURE OUTLOOK:
Considering additional insurance
(37%, 318i)
Considering finance products in N6M
(53%, 212i)
Travel after restrictions lifted
Domestically in N6M (53%, 96i)
Overseas in N6M (44%, 178i)
Purchase more retail online
(47%, 245i)
Purchase more groceries online
(37%, 295i)
How they see the future after the
crisis is contained:
They are younger males who are struggling to adapt to the changes COVID-19
has brought into their lives and need help navigating the impact the health
crisis.
Source: COVID-19 Tracker, part of the Taking the Pulse series by dentsu Aegis Network. Base: ‘Initial Shock’ n=86
* Low sample size for this segment.
Please interpret results with caution
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Coming to Grips
17%  of AUS RESPONDENTS
• 53% Female (103i) | 47% Male (97i)
• 30% are 16-29 (133i)
• More likely to live in 3-5 person HHs (43%,125i)
• 43% have 1-2 kids in the household (128i)
• 16% are FT Students (152i)
• A quarter have applied for government financial
assistance in the last month (135i) DESIRED BRAND RESPONSE:
• Brands that help me contribute to the response (38%, 143i)
How they are experiencing
the crisis:
EMOTIONAL STATES:
• Somewhat overwhelmed (35%, 158i)
• Somewhat Fearful (38%, 149i)
NEED STATES:
• Security (18%, 113i)
• Reassurance (8%, 125i)
TOP NATIONAL CONCERNS:
• COVID-19 outbreak (37%, 101i)
• Australian economy (20%, 81i)
Months to return to Normal: 10.6
TOP PERSONAL CONCERNS:
• Job Security (20%, 84i)
• Mental Health (19%, 116i)
FUTURE OUTLOOK:
Considering additional insurance
(15%, 127i)
Considering finance products in N6M
(33%, 131i)
Travel after restrictions lifted
Domestically in N6M (51%, 91i)
Overseas in N6M (29%, 117i)
Purchase more retail online
(27%, 140i)
Purchase more groceries online
(17%, 134i)
How they see the future after the
crisis is contained:
Young families whose concern levels are still strong, but tempering.
They are overwhelmed and still somewhat fearful. They will need
reassurance of security and stability as they move into recovery.
Source: COVID-19 Tracker, part of the Taking the Pulse series by dentsu Aegis Network. Base: ‘Coming to grips’ n=296
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Living a New  Normal
38% of AUS RESPONDENTS
• 53% Female (103i) | 47% Male (97i)
• More likely to be aged 50+ (43%, 109i)
• 20% are retired (111i)
• Only 15% have applied for government financial
assistance in the last month (80i)
• 38% have kids u18 in the HH (97i) DESIRED BRAND RESPONSE:
• Brands looking after their employees (40%, 108i)
How they are experiencing
the crisis:
EMOTIONAL STATES:
• Somewhat Helpless (28%, 115i)
• Somewhat Calm (46%, 110i)
NEED STATES:
• Security (18%, 116i)
• Positivity (11%, 105i)
TOP NATIONAL CONCERNS:
• COVID-19 outbreak (42%, 113i)
• Australian economy (22%, 90i)
Months to return to Normal: 12.0
TOP PERSONAL CONCERNS:
• Family’s Health (22%, 111i)
• Job Security (21%, 92i)
FUTURE OUTLOOK:
Considering additional insurance
(10%, 86i)
Considering finance products in N6M
(22%, 83i)
Travel after restrictions lifted
Domestically in N6M (56%, 100i)
Overseas in N6M (22%, 90i)
Purchase more retail online
(18%, 94i)
Purchase more groceries online
(11%, 89i)
How they see the future after the
crisis is contained:
They are older families, some still have kids living at home. They are
feeling somewhat calm but still somewhat helpless at current
circumstances and are looking for security and positivity to recover from
this crisis.
Source: COVID-19 Tracker, part of the Taking the Pulse series by dentsu Aegis Network. Base: ‘Living a new normal’ n=658
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Moving into Recovery
33%  of AUS RESPONDENTS
• 52% Female (102i) | 48% Male (98i)
• 43% are over 50 years old (110i)
• 56% live in a 1-2 person HH (106i)
• 66% have no childrenin the HH (108i)
• 21% are Retired (117i)
• More likely to earn an HHI of $150,000 -
$150,000 (15%, 116i) DESIRED BRAND RESPONSE:
• Brands that help me take my mind off of what is going on (31%, 123i)
How they are
experiencing the crisis:
EMOTIONAL STATES:
• Hopeful (31%, 129i)
• In Control (28%, 126i)
NEED STATES:
• Security (15%, 92i)
• Freedom (13%, 133i)
TOP NATIONAL CONCERNS:
• COVID-19 outbreak (35%, 95i)
• Australian economy (29%, 121i)
Months to return to Normal: 9.2
TOP PERSONAL CONCERNS:
• Job Security (28%, 119i)
• Family’s health (19%, 97i)
FUTURE OUTLOOK:
Considering additional insurance
(8%, 68i)
Considering finance products in N6M
(25%, 99i)
Travel after restrictions lifted
Domestically in N6M (59%, 106i)
Overseas in N6M (22%, 87i)
Purchase more retail online
(13%, 70i)
Purchase more groceries online
(9%, 75i)
How they see the future after the
crisis is contained:
They are older empty nesters, earning an above average household
income. They are hopeful and feeling in control. They are looking
forward to restrictions lifting and returning to normal life.
Source: COVID-19 Tracker, part of the Taking the Pulse series by dentsu Aegis Network. Base: ‘Moving into recovery’ n=562
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Post Coronavirus Life
6%  of AUS RESPONDENTS
• 48% Female (93i) | 52% Male (107i)
• 28% are 16-29 (121i) | 25% are 40-49 (130i)
• 12% are FT Students (118i)
• Almost a third live in 4-5 person HH (32% , 118i)
• Least likely to have applied for government
financialassistance in the last month (10% , 54i) DESIRED BRAND RESPONSE:
• Brands that help me contribute to the response (31%, 130i)
How they are experiencing
the crisis:
EMOTIONAL STATES:
• Connected (38%, 234i)
• Prepared (47%, 215i)
NEED STATES:
• Freedom (23%, 231i)
• Normalcy (13%, 123i)
TOP NATIONAL CONCERNS:
• Australian economy (29%, 118i)
• COVID-19 outbreak (19%, 53i)
Months to return to Normal: 8.4
TOP PERSONAL CONCERNS:
• Job Security (28%, 120i)
• Mental Health (18%, 109i)
FUTURE OUTLOOK:
Considering additional insurance
(12%, 103i)
Considering finance products in N6M
(25%, 99i)
Travel after restrictions lifted
Domestically in N6M (56%, 101i)
Overseas in N6M (30%, 119i)
Purchase more retail online
(12%, 63i)
Purchase more groceries online
(6%, 51i)
How they see the future after the
crisis is contained:
Split between young FT students and families, this segment no longer
fear the threat of COVID and are ready to live life without restrictions.
They are prepared to take control of their Post COVID life.
Source: COVID-19 Tracker, part of the Taking the Pulse series by dentsu Aegis Network. Base: ‘Post coronavirus life’ n=108
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How brands can  connect across stages
INITIAL SHOCK COMING TO GRIPS LIVING A NEW NORMAL MOVING INTO RECOVERY POST-CORONAVIRUS LIFE
• Provide information
& support
• Reassure me it will be
okay
BRANDROLE:
SUPPORT
• Reassure me it will
be okay
• Help me get through
my day
BRANDROLE:
GUIDE
• Lead the new normal
• Help me get through
my day
BRANDROLE:
LEAD
• Lead the new normal
• Distract me
BRANDROLE:
UPLIFT
BRANDROLE:
EMPOWER
• Empower me to help
contribute to the
response
• Support local
communities
 


	56. Agenda
• The COVID-19  Outbreak in Australia
• The Stages of Crisis
• Consumer Sentiment
• Consumer Lifestyle & Behaviours
• Consumer Expectations of Brands
• How Brands Can Meet Consumer’s Shifting Needs
• Key Themes & Implications
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Key Themes &
Implications  for
Marketers
Help consumersnavigate a somewhat compartmented life
Consumers are starting to feel more confident about the safety of being outside and are optimistic
about things returning to what they were, yet they are also living a day at a time with recovery measures
being implemented and the uncertainty of an economic recession.The home will continue to be an oasis
of safety and security – a feeling consumers are still very eager to feel – whilst the outside world will be
a place to nurture connectionsand experiences that had been put on hold for months.
Consider the unique needs of different groups.
A running theme is that this crisis unfolds at different rates for different communities and individuals.
For example, spending on certain categories may resume at different rates for different generations.
Consider how your brand response meets the shifting needs of your core consumers and consider new
audiences to drive relevance with.
Consumersare graving for optimism.
Consumer sentiment is showing signs of cautious optimism. Brands can play a key roll in recovery by
spreading a sense constructive positivity for the future, while still acknowledging the challenges of
rebuilding the society post COVID-19.
Understand the value that resonate with your particularaudience.
Brand responses during the crisis are having a direct impact on future favourabilityand intent. Many
consumers aren’t simply looking for brands to talk their values but to showcase tangible action as well.
Understand the needs of your audience and ensure they are clear in your communication.
Adapt/tailorbrand responsesaccordingto recovery phases.
Consumer need states and expectationsshift based on the various phases of the crisis, and of recovery.
Ensure you strike the right tone and demonstrate appropriate actions as we move into a new normal.
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Additional resources to  help
navigate the COVID-19 recovery
Full COVID-19 Research Tracker
available. As we look towards recovery,
understandinghow Australiansare
thinking and feeling is important. This
weekly tracking study surveys 400
people each week, giving you valuable
insights into the changing consumer
landscape and a view on how people
are emerging from COVID-19.
VIEW THE DASHBOARD HERE
dentsu is committed to help guide you as communities
start to return to work, as students return to schools and
people start living the new normal. Access our range of
assets available to learn more.
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Additional resources to  help
navigate the COVID-19 recovery
The Coronavirus Media &
Consumer Dashboard has the
latest data and consumer insights
in one place. This dashboard
provides you with the most up-to-
date audience data and insights
across TV, display, social, search
and consumer spending.
VIEW THE DASHBOARD HERE
dentsu is committed to help guide you as communities
start to return to work, as students return to schools and
people start living the new normal. Access our range of
assets available to learn more.
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Additional resources to  help
navigate the COVID-19 recovery
The dentsu COVID-19 Content
Hub offers the tools you need to
win the battle. From the latest
data, intelligence and guidance,
our website is here to help you
navigate through COVID-19 and
prepare for the other side.
VIEW THE DASHBOARD HERE
dentsu is committed to help guide you as communities
start to return to work, as students return to schools and
people start living the new normal. Access our range of
assets available to learn more.
 


	61. Want insights beyond  this report?
COVID-19 Research Deep Dive
• In-depth look at questions critical to the
understand of customers in your industry
• Filtering and cross-tabulationof this
research data to create a customised
report for your specific needs
• Delving into drivers of specific behaviours
or sentiments
• Delivery of bespoke report
Customised C19 Industry Report
• Delivery of bespoke report and
presentation
• Analysis of industry data from dentsu 1st
and 3rd party data assets
• Insights derived from this research
tracker with an exclusive lens focused on
your category
• Investigationof specific audiences of
interest
Customised COVID-19 Dashboard
• Delivery of a bespoke interactive
dashboard created to your specifications
• Unique data visualisationswith tailored
filters and cross-tabulations
• Tracker of driver analysis
• Opportunity to add customquestions
into tracker for private use
For questions or requests, please contact
australiainsights@dentsuaegis.com
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