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SENTIMENT 

IMPACT & COMMUNITY 
SENTIMENT 

MEDIA CONSUMPTION & 
INFORMATION SEEKING

HEALTH & WELLBEING FINANCIAL IMPACT FAMILY & 
SOCIAL CONNECTION

We continue to see a decline in 
concern, albeit economic concern 
remains high

Economy remains the biggest 
concern: 42% very concerned

Personal and family:  24%
very concerned

Health of community:  24% very 
concerned

Perceptions of government 
response is at its highest levels

The restrictions of COVID-19 are 
impacting us all, but not everyone 
wants life to return as it was

56% of Aussies believe life will 
(mostly) return to how it was 
before

But there is a a cohort of Aussies 
(16%) who believe it will never 
quite be the same again

COVID-19 has had a significant 
impact not only on our day-to-
day but also our plans for the next 
12 months or more  

The amount of information that 
Aussies are seeking in relation to 
COVID-19 continues to decline 

Satisfaction with life remains 
stable as we adapt to the new 
reality

Physiological distress remains 
stable

Self motivation is hard and 
keeping it up is even harder, 
especially as the colder weather 
starts to hit the southern states

70% report some financial impact 
on themselves or someone in 
their household

22% are ‘fairly worried’ (13%) or 
‘extremely’ worried’ (9%) about 
their current financial situation.

12% have lost their job or have 
been stood down

More than half of all Australians 
(57%) are now only slightly or not 
at all worried about their current 
financial situation

Females have felt the impact of 
the crisis more than males; 
feeling more alone and that 
household tensions are 
increasing, while also feeling life 
has slowed 

70% of Australians claim not to 
have broken any rules about 
social distancing over the last 
week

WA is the most compliant of 
states (80%)

NSW is the least (65%)

More and more Australians are 
starting to prepare for the long 
haul. 

There seems to be a shift in the 
way that people are thinking 
about the reality of lifting stay at 
home restrictions, with concerns 
about them being lifted too early 

While holidays are on hold, so too 
are some other major decisions 
including, buying a new car, 
changing careers and buying/ 
selling our homes.

The only rise, albeit small. is those 
who are thinking about moving 
out of our cities.  Will regional 
Australia see a boost thanks to 
COVID-19? 

Aussies are looking to other 
countries in order to gain insight 
and further direction on what the 
future may hold. 

Bad habits continue to be 
heighted by the boredom factor  
– with smoking and drinking 
continuing at higher rates.

Concern for current financial 
situation continues to decline .

Concern is now shifting to how 
we will pay for this in the future.

Looking forward, maintaining 
connections strengthened 
through the COVID-19 experience 
may be one of the lasting 
benefits.

Economic concern remains  high, as we move beyond thinking about now to thinking about the impact on tomorrow. Appreciating the simple things in life is something that COVID-19 
has brought to the fore. And most believe life will return but perhaps not exactly the same again (at least in a small ways). Beyond the current restrictions we see impacts on  bigger life 
decisions which may have been delayed or changed. Will there be an uplift in moving out of our metropolitan cities?

Adapting to the New Normal, online survey. Each wave includes surveys with a nationally representative sample of around n=500 Australians w1-w8 and n=1000 W9.
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, Wave 6: April 14: Wave 7: 18-19 April Wave 8: 22-23 April, Wave 9 25-28 April
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35% 32% 33% 29% 29% 27% 25% 26% 24%

36% 38% 34% 36% 35% 34%
31% 31% 34%

30/3 1/4 4/4 8/4 12/4 15/4 19/4 23/4 28/4

40% 40% 39% 34% 29% 29% 26% 25% 24%

39% 39% 40%
41% 44% 40% 42% 41% 42%

30/3 1/4 4/4 8/4 12/4 15/4 19/4 23/4 28/4

54% 53% 51% 48% 46% 44% 43% 41% 42%

36% 36% 36% 38% 38% 38% 37% 45% 39%

30/3 1/4 4/4 8/4 12/4 15/4 19/4 23/4 28/4

Perceptions of Government response, both federal and state have 
improved further this wave. Aussies are reflecting on how well the 
situation in Australia compares to other countries.  But more and 
more Aussies are starting to prepare mentally for the long haul. 

Adapting to the New Normal

IMPACT & COMMUNITY SENTIMENT 

As Australia begins to navigate its course out of the COVID-19
pandemic, Aussies are beginning to look forward with a sense of
cautious optimism. That said, there is growing concern that we
may become too complacent to the extent that we may be at the
risk of another outbreak. As a result, there seems to be a shift in
the way that people are thinking about the reality of lifting stay at
home restrictions.

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

CONCERN ABOUT THE IMPACT IS CONTINUING TO SOFTEN  BUT ECONOMIC CONCERN REMAINS HIGH

High level of concern
Very high level of concern

PERSONAL & FAMILY HEALTH OF OTHERS & COMMUNITY ECONOMIC

Concerned about economy81%
66% Concerned for health of community

58% Concerned for personal and family

“I think we have done a great job so far, particularly 
in relation to other countries with higher rates and 
looser restrictions.”

“We really can’t feel comfortable until there is a 
vaccine.”

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) n=498 
(W5), (W6) n=518,  (W7) n=505 , W8 n=501, Wave 9 n=990  Significant differences to between waves 
or categories  indicated (at the 95% level of confidence). 
Significant increase:            Significant decrease:

55%

67%

72%

44%

62%

69%

37%

60%

65%

48%
50%

53%

30/3 1/4 4/4 8/4 12/4 15/4 19/4 23/4 28/4

State & Terr
Gov
Federal Gov

Community

Businesses

EXPECTED # MONTHS UNTIL PEOPLE CAN…

34%

24%

13%

13%

7%

7%

4%

3%

2%

1%

Go back to classes at school

Leave home for non-essential reasons

Return to uni (on campus)

Work at their  offices

Go to the gym

Go to b ars / restaurants / cafes

Plan a wedding (for  10+)

Go on domestic holid ay

Attend sport / events (with over  500)

Go on overseas holiday

7%

10%

15%

13%

21%

23%

34%

32%

46%

77%

>6 months<= 1 month
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43%

45%

38%

36%

25%

26%

24%

30%

28%

28%

25%

22%

26%

18%

14%

23%

20%

3%

48%

45%

43%

41%

35%

34%

33%

31%

30%

28%

26%

24%

23%

19%

19%

18%

17%

5%

Appreciate the  small things

Enjoy life

Exercise outdoors

Simplify life

Cook from scratch

Take time out

Slow down

Spend less

Look after yourself

Save more

Be more understanding

Spend more time with the kids

Spend more time with my partner

Talk more

Look up at the sta rs

Work remotely

Be more honest / real

Be more se lfish

62%

51%

35%

32%

31%

21%

17%

17%

13%

10%

10%

68%

47%

48%

9%

33%

31%

18%

8%

15%

12%

12%

Socialis ing with friends

Going out to dinner

Spending time with my family

Watching my favourite sports

Going out for coffee

Non-essential shopping

Going to the gym

Participating in sport

Working

Spending time alone

Something else

Adapting to the New Normal

IMPACT & COMMUNITY SENTIMENT cont. 

It is in these times we get to reflect on what we
appreciate. Males and females are quite aligned on
most things they want to do more of beyond COVID-
19. While both want to appreciate the small thing and
enjoy life, there are some differences. Females also
want to cook from scratch, take more time out, slow
down and and be a little more selfish. While males are
more likely to want to work remotely. We also see
some gender differences in the things we miss most.
For females it is socialising with friends and family, or
shopping. And sport is missed more by males.

WHAT 3 THINGS AUSTRALIANS MISS MOST

EXPECT TO DO MORE OF POST COVID-19 

MALES

FEMALES

MALES

FEMALES

1% 3%
8%

13%

28%

38%

42%

14%

Want it to return
to  normal Think it will

My life will never be 
the same again (1)

My life will return to 
exactly how things 
were before (5)

Not at all, I'm 
enjoying life as 

it is (1)

Absolutely, I 
can’t wait(5)

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) n=498 
(W5), (W6) n=518,  (W7) n=505 , W8 n=501, Wave 9 n=990  Significant differences to between waves 
or categories  indicated (at the 95% level of confidence). 
Significant increase:            Significant decrease:

“We don’t really know what the post corona world 
will look like at this stage.”

34%

19%

The restrictions of COVID-19 are impacting us all, but not everyone
wants life to return as it was. One in four are actually neutral to
negative in terms of life returning to the way it was. For these
Aussies, there is hope that life will never return to ‘normal’. While
just over 1 in 2 Aussies believe life will (mostly) return to how it was
before, there is a a cohort of Aussies (16%) who believe it will never
quite be the same again.

Base: Wave 8 and 9  n=1491

Base: Waves 6 through 9  n=2515



Commercial in Confidence 

Adapting to the New Normal

IMPACT & COMMUNITY SENTIMENT cont. 

COVID-19 has had a significant impact not only on our day-to-day
life, but it also has taken a toll on our ability to think and plan
ahead. This has resulted in a shift in mindset in relation to some of
life’s biggest decisions. Whether it be selling a house, having a baby
or planning a wedding, there is a great deal of uncertainty about
whether these are all viable options in the months ahead.

“None of that stuff is necessary now, I’d rather wait.”

Talking to Aussies on this topic, it is apparent that many of those
bigger decisions will simply have to wait. Wait to plan a baby, wait
to sell a house and wait to plan a wedding until there is more
certainty here in Australia and across the world. Not only is this
about the restrictions lifting but also about the economic
uncertainty that will be part of life the next 12 months and beyond.

The only thing likely to increase in numbers is those planning to
move out of the city. While small in number, there is still a positive
swing to people wanting to make the sea change / tree change.

Overseas and cruise holidays are not surprisingly the biggest losers.
Domestic holidays will also suffer but to much lesser extent.
Planned car purchasing will drop by 39% and property purchasing
and selling will also drop by at least 30%. Investors are hesitant.
Major renovations are less impacted. Career changing will drop by
30%. Job changes are still expected (whether by choice or forced).
Retirement plans will be delayed for some.

Base: Wave 8 and 9  n=1491
2%

2%

4%

4%

5%

7%

8%

8%

10%

14%

14%

14%

16%

47%

52%

2%

3%

3%

2%

4%

5%

5%

6%

7%

8%

5%

12%

14%

19%

43%

-23%

16%

-21%

-35%

-22%

-39%

-36%

-25%

-30%

-39%

-63%

-18%

-13%

-60%

-18%

Retire

Move regional / out of the city

Get married

Downsize home

Start a family

Buy an investment property

Buy a bigger home

Major  renovation

Change careers

Buy a new car

Go on a cruise

Study

OS holiday

AU holiday

Change 
jobs

NOW PLAN TO IN NEXT 12 MONTHS 
HAD PLANNED IN NEXT 12 MONTHS

% RATE OF DECLINE / INCREASE 

“We are probably resigned to the fact 
that we won’t be able to sell our 

house, so we’ll probably just rent it 
out. Even with that I still worry 

about whether or not the tenants 
will pay rent.”

AUSTRALIANS’ PLANS FOR NEXT 12 MOTNHS BEFORE COVID -19 AND NOW 
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Adapting to the New Normal

MEDIA & INFORMATION SEEKING

As complacency begins to set in, the amount of information that
Aussies are seeking in relation to COVID-19 is slowing. The type of
information seems to be changing too. From what was once
detailed searches about symptoms and ways of prevention has
now shifted to a desire to know more about other countries and
their rates of infection and what happens when restrictions are
lifted. Aussies are looking to other countries in order to gain
insight and further direction on what the future may hold.

AUSTRALIANS’ COVID-19 
INFORMATION SEEKING BEHAVIOUR

Seeking more 
information and 
news than usual. 

Suffering
information 
overload, and 
tuning out.

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

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

“I’m looking at more news from around the world 
to keep up to date with how Australia is tracking 
against the rest of the world.”

“I’d like to know what it might look like when we lift 
the restrictions.”

51% 45% 45% 42% 42%
35% 35% 34% 31%

26%
30% 32%

30% 33%
37% 34% 37%

35%

30/3 1/4 4/4 8/4 12/4 15/4 19/4 23/4 28/4

42%
40% 42%

39% 40% 40%
38%

31% 30%
34%

29%

22%

16%

23%
21%

9%
6%

10%
8% 9%

7% 6%

4/4 8/4 12/4 15/4 19/4 23/4 28/4

Facebook
YouTube
Insta
Snapchat

34%

53%

40%
38%

38%

36%

45%
42%

28%

21%
18%

19%
13% 14%

30/3 1/4 4/4 8/4 12/4 15/4 19/4 23/4 28/4

Online news services

Television

Social media

Streaming / on demand
video
National newspapers

Radio

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) n=498 
(W5), (W6) n=518,  (W7) n=505 , W8 n=501, Wave 9 n=990  Significant differences to between waves 
or categories  indicated (at the 95% level of confidence). 
Significant increase:            Significant decrease:
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20%
27% 27% 28%

-33%
-26% -27% -26%

27% 24% 30% 34%

-43% -42% -36% -33%

24% 24% 22%
25% 30%

-24% -24% -26% -20%

42%
52%

54%

45% 41% 47%

-9%-14%-7% -9%-12%-5% -11%-10%

33% 37% 36%
42%

38% 35%

-17% -12%-18% -15% -20%

Adapting to the New Normal

HEALTH & WELLBEING

As time goes on, Aussies are finding it harder and harder to stay
motivated. Self motivation is hard and keeping it up is even harder,
especially as the colder weather starts to hit the southern states. What
little drive there may have been at the start to go for a run every day
or set up a home gym is dissipating as the weeks begin to drag on,
the fridge door continues to revolve and the reality of this ‘new
normal’ begins to settle in. As a result, healthy eating and proper diet
are starting to become the new focus.

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

1/4 8/4 15/4 28/4

31% 33%

24%

29%
27%

22%

28%
24%

19%
17%

22%

12%
16%

9%

13%
9%

11%

30/3 1/4 4/4 8/4 12/4 15/4 19/4 23/4 28/4

Anxious (new w2)

Restless or fidgety

Nervous

That everything was an effort

Hopeless

Worthless

So depressed nothing could cheer you up

1/4 8/4 15/4 28/4 1/4 8/4 15/4 28/4 1/4 8/4 15/4 28/4 1/4 8/4 15/4 28/4

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) n=498 
(W5), (W6) n=518,  (W7) n=505 , W8 n=501, Wave 9 n=990  Significant differences to between waves 
or categories  indicated (at the 95% level of confidence). 
Significant increase:            Significant decrease:

“Exercise pretty much has to be solo now which means 
there is much less incentive.”

“Boot camp online is just the hardest thing."

“That feeling you used to get with 5 or 10 people doing 
the same thing next to you just isn’t there so it’s hard to 
stay motivated.”

“It’s difficult. I liked going to the gym because it helps 
my mental well-being and we are entering into winter 
when you stack on the pounds.”
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CONCERN ABOUT CURRENT FINANCIAL SITUATION

Adapting to the New Normal

FINANCIAL IMPACT

The level of concern over their current financial situation remains
stable. As restrictions remain in place, and government initiatives
start to kick in, serious concern about the economy remains. Job
Keeper and Job Seeker have now become a point of contention
as Aussies are starting to wonder what impact they will have on
the future of the economy regardless of their intention.

Half of all Australians (57%) are now only slightly or
not at all worried about their current financial
situation. Just over one in five remain fairly or very
worried (down from one in three in W1).

Report some financial impact70%

12%
Have accessed government support20%

Have lost job or been stood down 

24% Have had working hours / income reduced 

The impact continues to drop with savings and
investment being the biggest concerns across
the population. Just under one third of
Australians have had their personal income
reduced (through job loss, reduced hours or
decreased salary) and 11% are suffering through
declines in their business income.

FINANCIAL IMPACT EXPERIENCED

“I think that our taxes at the end of this are going to be 
enormous.”

“I think Job Keeper and Job Seeker are great incentives 
but in some cases I feel like they have gone a bit too far.”

“Will big companies use this to their advantage.”

13% 15% 14% 17% 18% 18% 17%
21% 21%

34%
32% 34% 28%

38% 37% 40% 29% 36%

20%
22% 22% 25%

21% 23%
21%

21%
21%

18%
17% 18% 16%

13% 14% 11% 12% 13%

15% 13% 12% 14%
10% 9% 11% 10% 9%

30/3 1/4 4/4 8/4 12/4 15/4 19/4 23/4 28/4

Not at all
worried

Slightly
worried

Somewhat
worried

Fairly
worried

Extremely
worried

52%

46%

42%

34%

40%

33%
36% 35%

30%
32%

16%
14%

12%

30/3 1/4 4/4 8/4 12/4 15/4 19/4 23/4 28/4

Savings /
investments
negatively
impacted

Other h'hold
member income
reduced

Personal income
reduced

Business
negatively
impacted

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) n=498 
(W5), (W6) n=518,  (W7) n=505 , W8 n=501, Wave 9 n=990  Significant differences to between waves 
or categories  indicated (at the 95% level of confidence). 
Significant increase:            Significant decrease:
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SPENDING MORE THAN BEFORE COVID-19

SPENDING LESS THAN BEFORE COVID-19

This week we have seen a drop in those claiming to have cut back
on nonessential spending (down to 46%).

While COVID-19 has certainly given online purchasing a boost, the
question remains will this live beyond the restrictions? In this
latest wave we have seen significant drops in online purchasing.
Delays in delivery continue to be an issue with over 65% of
purchasers experiencing delivery delays.

Purchasing more online

Purchasing less online 

CHANGE IN ONLINE SPENDING

Adapting to the New Normal

FINANCIAL IMPACT cont.

Cut back on non-essential spending 

60%
46%

Purchased online in last two weeks (-10 pp on W8)

48%

56%
59%

50%
47%

57% 57%
59% 59%

48%

35% 36%

44%

30%

9% 9%

21%

12%

30/3 1/4 4/4 8/4 12/4 15/4 19/4 23/4 28/4

Clothing Entertainment
Cosmetics Take-away food
Alcohol Tobacco
Digital /  tech Insurance

5%6%

10%

14%

9% 9% 8%

3%
1%

4%

16%

21%

3%

8%
5%

17%

30%
36%

17% 17%

8/4 12/4 15/4 19/4 23/4 28/4

55%

62%

54%

15%
18%

13%

12/4 15/4 19/4 23/4 28/4

Yes, delivery

Yes, Click and
Collect

ONLINE PURCHASES IN THE LAST 2 WEEKS

DELAYS WITH ONLINE PURCHASES IN 
THE LAST 2 WEEKS

51%
55%

65%

17%
21%

16%

12/4 15/4 19/4 23/4 28/4

Delays in
Delivery

Delays in Click &
Collect

Base: Online Purchasers

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) n=498 
(W5), (W6) n=518,  (W7) n=505 , W8 n=501, Wave 9 n=990  Significant differences to between waves 
or categories  indicated (at the 95% level of confidence). 
Significant increase:            Significant decrease:



Commercial in Confidence 

70%

38%

36%

43%

24%

30%

23%

18%

15%

79%

41%

33%

52%

23%

34%

25%

19%

18%

Pace of life slowed

Stronger  relationship with my child ren

Stronger  relationship with my partner

Feel much more isolated  /alone

Pressure on relationship with p artner

Tension in household has increased

Struggling to juggle commitments

Fighting more with my partner

Fighting more with my kids

Adapting to the New Normal

FAMILY & SOCIAL CONNECTION

Despite the wonders of modern technology, it has become
increasingly apparent that nothing can replace genuine social
interaction. This, in turn, seems to be giving Aussies a greater sense
of appreciation. As a result, no mater what their relationship basis
many believe that their connections between friends, families and
others in the future will be stronger,

IMPACT OF CRISIS 
(% agree)

SOCIAL DISTANCING AND SELF ISOLATION 

As talk about lifting some social distancing rules 
increases, we also see adherence to the rules start to 
wane, with 70% of Aussie now claiming to not have 
broken any rules (a decline from 85% since Easter).  
Around Australia, WA is the most compliant of 
states, while NSW is the least. 

RULE BREAKING EXPECTATIONS

“My relationship with my partner has changed for 
the better. I was spending so much time stressed 
about work and in the office and now we're spending 
a lot more time together.”

“There is a lot more communal stuff going on in the 
household than there was before.”

“More quality time with the kids. Not ‘cramming’ so 
much into life.”

“I can keep a slower pace and life won't fall apart. 
Keeping in touch with my parents more.”

Base: All waves n=5,054. 

64%
67%

62%

20% 21% 19%
11% 9%

14%

30/3 1/4 4/4 8/4 12/4 15/4 19/423/428/4

Social
distancing

Self-isolating

Life as
normal

33%
37%

10%

15%

5%

15%

30/3 1/4 4/4 8/4

Expected % of
others who broke
the rules

Maybe broke the
rules?

Admit breaking
the rules

Data based on total completed surveys: n=498 (W1), n=525 (W2), n=505 (W3), n=500 (W4) n=498 
(W5), (W6) n=518,  (W7) n=505 , W8 n=501, Wave 9 n=990  Significant differences to between waves 
or categories  indicated (at the 95% level of confidence). 
Significant increase:            Significant decrease:

73% 

65% 

69% 

80% 75% 

RULE ABIDING ACROSS AUSTRALIA

MALES

FEMALES

Not to reinforce the gender stereotypes but females are 
feeling the impact of the crisis a little more than males. 
They are more likely to feel life has slowed, feel more 
alone and feel greater tension in their households. 



Commercial in Confidence 

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

B11.  Agreement  / disagreement about 
brands / advertising at this time 

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

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

o Sleep

o Physical exercise

o Healthy eating

o Alcohol consumption

o Tobacco consumption

o C9. What 3 things do you miss the 
most? 

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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