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Adapting to the New Normal

WAVE 5:  April 10-12, 2020

IMPACT & COMMUNITY 
SENTIMENT 

MEDIA CONSUMPTION & 
INFORMATION SEEKING

HEALTH & WELLBEING FINANCIAL IMPACT FINANCIAL IMPACT
CONT.

FAMILY & 
SOCIAL CONNECTION

The softening of concern 
continues, but is most evident 
from an economic point of view.  
High levels of concern for health 
of others now exceeds economic 
concern. 

37% very concerned about the 
economic impact (down 11pp).

44% very concerned about the 
health of others.

35% very concerned about the 
personal impact on themselves 
and family.

With people forced to stay home, 
it is not surprising that streaming 
services were watched more in 
the last week than any other 
channel.

Online news and Television 
continue to also be used more. 

Life satisfaction remains steady.

Anxiety levels increased again 
over Easter.  Bored and anxious  
are the most common feelings 
Australians nominated 
spontaneously. 

54% of smokers report smoking 
more. 

37% of drinkers report drinking 
more.

73% report some financial impact 
on themselves or someone in 
their household.

23% are ‘fairly worried’ (13%) or 
‘extremely’ worried’ (10%) about 
their current financial situation.

29% experienced reduction in 
personal income. 

12% lost job or were stood down.

49% have cut back on non-
essential spending. 

38% are purchasing more online. 

64% have purchased online in 
last two weeks.

Pace of life has slowed.

56% feel increased isolation.

42% claim strengthened 
relationships with children.

38% claim strengthened 
relationships with partner.

Australians are feeling bored and 
anxious and frustrated as they 
experience an Easter like never 
before.

Community optimism returns as 
more people believe life will be 
back to normal in under 6 
months.  

Beyond COVID-19 information 
seeking, we continue to see 
increases in the use of social 
media esp. Facebook, YouTube 
and Insta.

People are seeking content to 
entertain and inspire, as well as 
improve their wellbeing (content 
to reduce anxiety/stress and 
improve fitness).  

Social distancing restrictions and 
concern around COVID-19 is 
having broader impact on 
Australians’ health and wellbeing.

Physical activity remains a 
challenge. 

But bad habits are getting worse. 
– with smoking and drinking 
increasing.

Job Keeper seems to have had an 
impact on calming the economic 
impact. Concern for current 
financial situation remains but 
has declined this wave.

Cutting back on non-essential 
spending continues but the effect 
has lessened across a number of 
categories.

Online purchasing has increased 
but delays in delivery are an issue.

Isolation and feeling alone is 
increasing.  

Despite some tensions, people’s 
relationships with their partner 
and children are reported as 
being stronger. It is households 
with children that are feeling 
more of the struggle and tension. 

Concern over the economy and the financial impact remain but the level of concern has decreased. Anxiety and boredom are the dominate 
feelings.  Social media  and streaming continue to gain more attention as people search for entertainment and to relieve boredom. Some  
Australians’ bad habits (drinking and smoking) are increasing.   People are claiming to be purchasing more online but delivery is an issue. 

Adapting to the New Normal, online survey. Each wave includes surveys with a nationally representative sample of around n=500 Australians
Wave 1: March 27-30.   Wave 2: 31 March – 1 April.  Wave 3: April 3-4  Wave 4:  April 7-8  Wave 5: April 10-12
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Perceptions of Government response, both state
/ territory and Federal remain steady.

Adapting to the New Normal

IMPACT & COMMUNITY SENTIMENT 

An Easter break like never before, Australians felt bored and
anxious and frustrated. But Easter bought with it a decline in
concern, especially in relation to the overall economy. Since Wave
1, the overall trend is showing declines in community concern,. As
time progresses, fewer Australians are feeling that this is the most
significant event they have experienced.

PERCETPIONS OF RESPONSE :  
‘EXCELLENT’ OR ‘GOOD’ RESPONSE FROM…

PERCEPTION OF THE MOST SIGNIFICANT 
LIFE EVENT DECLINING 

WHEN EXPECT TO BE BACK TO ‘NORMAL’

The most significant thing 
I have ever experienced

Community members are again getting
more optimistic that life will return to normal
in under 6 months.

One of the most 
significant things I have 
ever experienced

<6
months

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) and n=498 
(W5).  Wave 5 data shown with differences to wave 4 noted (at the 95% level of confidence). 
Significant increase:            Significant decrease:

CONCERN ABOUT THE IMPACT IS CONTINUING TO SOFTEN

High level of concern
Very high level of concern

PERSONAL & FAMILY HEALTH OF OTHERS 
& COMMUNITY

ECONOMIC

Base: All waves: <40 n=806, 40-59 n=786, 60+ n=442 

56%
59%

51% 53%
57%

24% 25%
29%

24% 24%

14% 13% 13%
17%

12%

W1 W2 W3 W4 W5

<6 months

6-12 months

>12 months

29% 25% 27% 27% 21%

50% 49% 49% 50%
49%

W1 W2 W3 W4 W5

55%

69%

62%

68%
66%

44%

65%

37%

49%

53%

56%
55%

48%

56%

W1 W2 W3 W4 W5

State & Terr Gov

Federal Gov

The Community

Businesses

HOW AUSTRALIANS FELT IN THE LAST WEEK

35% 32% 33% 29% 29%

36% 38% 34% 36% 35%

W1 W2 W3 W4 W5

40% 40% 39% 34% 29%

39% 39% 40% 41% 44%

W1 W2 W3 W4 W5

54% 53% 51% 48% 46%

36% 36% 36% 38% 38%

W1 W2 W3 W4 W5
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51%
45% 45% 42% 42%

26%
30% 32%

30% 33%

W1 W2 W3 W4 W5

Adapting to the New Normal

MEDIA CONSUMPTION & INFORMATION SEEKING

Streaming services were the winners over Easter. While online
news and Television continue to be key media channels,
streaming and on-demand services were sought more over the
last week.

Information overload continues for about one
third of Australians who have tuned out of
COVID-19.

Facebook, Instagram and YouTube all continue
to gain attention as people seek to relieve their
boredom.

People continue to seek inspiration / ideas for
cooking, keeping fit, and reducing their anxiety
levels, as well as content to entertain
themselves and their children.

AUSTRALIANS’ COVID-19 
INFORMATION SEEKING BEHAVIOUR

Seeking more 
information and 
news than usual. 

Suffering
information 
overload, and 
tuning out.

SOCIAL MEDIA USE: 
IN LAST WEEK HAVE SPENT MORE TIME ON…

SEEKING INSPIRATION:
IN LAST WEEK HAVE LOOKED FOR…

MEDIA CHANNELS:
IN LAST WEEK HAVE READ / WATCHED MORE…

54%
56%

51%

45% 46%
53% 50%

47% 45%

38%

46%
44% 44%

32%

39% 39% 39%

47%

28% 28%
26%

24% 23%

19% 20%
18%

15% 15%

W1 W2 W3 W4 W5

Online news
serv ices

Television

Social media

Streaming / on
demand video

National
newspapers

Radio

42%
40% 42%

31% 30%
34%

22%

16%

23%

9%
6%

10%

W3 W4 W5

Facebook

YouTube

Insta

Snapchat

64%

43%

40%

40%

22%

66%

40%

43%

44%

25%

Entertaining content for myself

New recipe ideas

Ways to help reduce my
anxiety/stress

Advice, idea s or motivation for
exercise

Ways to entertain children

W4

W5

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) and n=498 
(W5).  Wave 5 data shown with differences to wave 4 noted (at the 95% level of confidence). 
Significant increase:            Significant decrease:
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31%
30%

26%
33%

24%
24%

29%28%

21%
24%

12% 14% 16%

9% 10% 10% 9%

13%

W1 W2 W3 W4 W5

Anxious (new w2)

Restless or fidgety

Nervous

That everything was
an effort

Hop eless

Worthless

So depressed nothing
could cheer you up

20% 21% 28% 27%

-31% -33% -28% -26%

27% 23% 24% 26%

-43% -43% -42% -38%

24% 26% 24% 25%

-24% -27% -24% -28%

42% 47% 52% 54%

-9% -14% -7% -9%

33% 33% 37% 37%

-17% -17% -12% -18%

5.7 5.4 5.8 

4.9 4.9 5.2 

W1 W2 W3 W4 W5

30+

18-29

Adapting to the New Normal

HEALTH & WELLBEING

Easter saw an increase in Australians anxiety as they struggle with
COVID-19 restrictions. Satisfaction with life remains stable.

When asked to describe how they felt in the last week, bored and
anxious top the list of descriptors, while the strain and worry is
tiring people. On a positive note, almost 1 in 10 people feel happy
and relaxed.

In terms of broader health and wellbeing pillars, physical activity
remains the biggest challenge. Boredom continues to influence
behaviours with drinkers continuing to drink more and one in two
smokers claiming to be smoking more.

MENTAL HEALTH:  IN THE LAST WEEK HAVE FELT… 
MOST OR ALL OF THE TIME

MORE

LESS

IN THE LAST WEEK DOING MORE OR LESS IN TERMS OF …

SLEEP EXERCISE HEALTHY 
EATING

TOBACCO ALCOHOL

Base: Smokers Base: DrinkersBase: All Base: AllBase: All

Extremely 
satisfied (10)

Not at all 
satisfied (0)

SATISFACTION WITH LIFE 

W2 W3 W4 W5 W2 W3 W4 W5 W2 W3 W4 W5 W2 W3 W4 W5 W2 W3 W4 W5

9%

9%

9%

10%

13%

15%

19%

23%

RELAXED

WORRIED

HAPPY

STRESSED

FRUSTRATED

TIRED

ANXIOUS

BORED

HOW FELT LAST WEEK 
(UNPROMPTED)

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) and n=498 
(W5).  Wave 5 data shown with differences to wave 4 noted (at the 95% level of confidence). 
Significant increase:            Significant decrease:
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CONCERN ABOUT CURRENT FINANCIAL SITUATION

Adapting to the New Normal

FINANCIAL IMPACT

We saw earlier that overall concern for the economy has
decreased this wave, and this is also reflected in a decrease in the
level of concern over their current financial situation.
It seems Job keeper may have provided some much needed
reassurance for the Australian community.

Concern over financial situation has moved from
extreme and fairly worried to slightly worried. The
majority of Australians (56%) are now only slightly
or not at all worried about their current financial
situation, down from an increase of 11pp since last
wave.

Report some financial impact73%

12%

FINANCIAL IMPACT EXPERIENCED

Have accessed Government support21%

Have lost job or been stood down 

52%

45%

34%
36% 35%

16%
13%

W1 W2 W3 W4 W5

Savings / investments negatively impacted

Other h'hold member income reduced

Personal income reduced

Business negatively impacted

13% 15% 14% 17% 18%

34% 32% 34% 28%

38%

20% 22% 22% 25%

21%

18%
17% 18% 16%

13%

15% 13% 12% 14%
10%

W1 W2 W3 W4 W5

Not at all
worried

Slightly
worried

Somewhat
worried

Fairly
worried

Extremely
worried

Report being fairly or extremely worried about their 
current financial situation (down 7pp) 23%

29% Have had working hours / income reduced 

The impact is starting to level out with savings
and investment declines being the biggest
impact across the population, while around one
third of Australians have had their personal
income reduced (through job loss, reduced hours
or decreased salary) and 13% are suffering
through declines in their business income.

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) and n=498 
(W5).  Wave 5 data shown with differences to wave 4 noted (at the 95% level of confidence). 
Significant increase:            Significant decrease:
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53%

59%

47%
48%

33%

44%

36%

23%
21%

19%
19%

30%

7%

24%

17%
18%

20%

11%

W1 W2 W3 W4 W5

Clothing

Entertainment

Cosmetics

Take-away food

Alcohol

Tobacco

Digital / tech

Insurance

6%

14%

1%

16%

23%

3%
7%

18%

2%

W1 W2 W3 W4 W5

SPENDING MORE THAN BEFORE COVID-19

SPENDING LESS THAN BEFORE COVID-19

Over the past five waves we have asked people what have they
have been spending more on and what they have been spending
less on. Alcohol, Take away food and Entertainment are the
winners in terms of gains, while clothing tops the list of spending
less. While Cosmetics took an initial hit we have seen a significant
decrease in those claiming to be spending less in this category.

38% Purchasing more
online (up 8pp) 

Purchasing less
online 18%

CHANGE IN ONLINE SPENDING

Adapting to the New Normal

FINANCIAL IMPACT cont.

Cut back on non-essential spending 

64%
More purchasing has moved online, with 38% claiming to 
have purchased more online but delays are an issue.

49%
Purchased online in last two weeks

50% Experienced delays with delivery 
or Click and Collect

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) and n=498 
(W5).  Wave 5 data shown with differences to wave 4 noted (at the 95% level of confidence). 
Significant increase:            Significant decrease:
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68%

32%

41%

22%

31%

24%

25%

18%

15%

74%

42%

46%

24%

34%

25%

32%

19%

19%

76%

42%

49%

23%

30%

27%

38%

17%

16%

76%

36%

56%

25%

34%

23%

38%

19%

16%

The pace of life has slowed

This crisis has made my
relationship with my children

stronger

I fee l much more isolated /alone

This crisis has put pressure on my
relationship with my partner

Tension in my household has
increased

I am struggling to juggle all my
commitments

This crisis has made my
relationship with my partner

stronger

I am fighting more  with my partner

I am fighting more  with my kids

W1 W2 W3 W4 W5

Adapting to the New Normal

FAMILY & SOCIAL CONNECTION

People are feeling more isolated and alone, with 56% of
Australians feeling this way. Females (63%) and those under 30
years feel this the most (71% versus 51%).

76% Pace of life has slowed.

56% Feel more isolated / alone .

30% Increased household tension. 

42% Strengthened relationships with 
their children. 

We continue to see a strengthening of
relationships as people lean on those closest to
them. Households with children are more likely
to be feeling the pressure – with those more likely
to be fighting with their kids and greater tension
in their household.

IMPACT OF CRISIS (% agree)

38% Strengthened relationships with 
my partner. 

SOCIAL DISTANCING AND SELF ISOLATION 

Over two thirds claim to be practicing social 
distancing, while one in four are self isolating. 

64%
67% 67%

20% 21%
25%

11% 9% 8%

W1 W2 W3 W4 W5

Social
distancing

Self-
isolating

Life as
normal

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) and n=498 
(W5).  Wave 5 data shown with differences to wave 4 noted (at the 95% level of confidence). 
Significant increase:            Significant decrease:
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Adapting to the New Normal

Appendix : Questions (abbreviated form)

IMPACT & COMMUNITY 
SENTIMENT 

MEDIA CONSUMPTION & 
INFORMATION SEEKING

HEALTH & WELLBEING ECONOMIC IMPACT WORKING REMOTELY FAMILY & 
SOCIAL CONNECTION

A0, List 3 words you would use to 
describe how you have felt in the last 
week
A2. Level of concern in terms of: 
o Personal impact on you & family
o Health of others & community
o Economic impact on community

A3. How significant is COVID-19 to 
other events you have experienced

A4. What has been the biggest impact 
on you & family

A5. How would you describe the 
response of the following institutions, 
businesses, etc during the crisis…

A8. Level of satisfaction with 
enforcement related to:
o Social distancing
o Self-isolation

A6. How long do you think it will be 
until life is ‘back to normal’

B1. How informed do you feel about 
COVID-19

B1.1. What do you need to be more 
informed

B3. What are you reading, watching, 
listening to more, less or not at all

B4. Where have you sought 
information

B5. What information do you trust the 
most

B7. In the last week have you spent 
more or less time on the following 
social media sites

B8 Are you making more or less 
purchases online than previously

B9. Have you made any online 
purchases for delivery of click and 
collect in the last two weeks

B10. Did you experience any 
problems or delays with these 
purchases

C1. Have you done anything differently 
in your life as part of a ‘new normal’

C2. Life satisfaction

C3. Overall health

C4. Do you have a chronic health 
condition

C5. Psychological distress / mental 
health items (Kessler 6)

C6. Have feelings (asked at C5) been 
greater in the last week

C7. Level of optimism

o More good things happen than 
bad

o Current hardships will pass

C8. Extent to which COVID-19 has 
impacted normal activities:

o Sleep

o Physical exercise

o Healthy eating

o Alcohol consumption

o Tobacco consumption

D1. Level of worry about current 
financial situation

D3. Which of the following financial 
impacts have you experienced

D4. Which of the following have you 
done in response to financial impacts 
experienced

D5. What are you spending more or 
less on compared to before COVID-19

D5.1. What 3 areas would you cut back 
on if you had to

E1. Are you doing paid work

E2. Are you studying

E3. Are you working / studying 
remotely

E5. How do you feel about working / 
studying from home

F1. Which of the following best 
describes your household

F2.1. Which of the following (COVID-19 
responses) apply to you…tested 
positive, self-isolation ,etc

F3. How has COVID-19 impacted you & 
family:

o Pace of life slowed

o Relationship stronger with partner

o Relationship stronger with 
children

o Relationships strained

o Feel more isolated

o Struggling with commitments

o Put pressure on relationship with 
partner

o Household tension

o Fighting more with partner

o Fighting more with children

Full range of demographic questions were also included:
o Age
o Gender
o Education
o Language other than English spoken at Home (LOTE)
o Aboriginal and Torres Strait Islander (ATSI) identification

o Household status
o Income
o Owner, mortgagee or renter

o State / Territory
o Regionality
o Business ownership

o Private health insurance 
o Alcohol and tobacco consumers
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