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E X E C U T I V E  S U M M A R Y

Executive summary (1/3)

Seemingly overnight, consumers have had to adapt quickly to disruptive shifts and structural changes to almost 
every aspect of their lives. You might have experienced some of these changes yourself – working from home 
using digital technologies, virtual school and university, shopping online for essential items and using telehealth 
services to name a few.

Prior to the pandemic this radical shift in digital behaviour would not have been considered possible or would 
have taken many years to eventuate. Now it seems that digital has become even more entrenched in our lives. 

In this study, we wanted to explore not only the extent that customers had taken up “digital” ways of living as a 
result of the COVID-19 pandemic, but also how enduring these shifts will be once lockdown restrictions ease. 
After COVID-19, will you be going back to work, or working from home? Will you go to the doctor, or video call a 
specialist? How confident or safe will you feel going to your gym class or the cinema?
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E X E C U T I V E  S U M M A R Y

Executive summary (2/3)

Low (<15%) Medium (15-49%) High ( >50%)

Pre COVID-19 use of digital channels by activity (6 months prior to the Pandemic)
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1 Essential activities with low digital channel use (pre COVID-19) 
Customers been forced to adapt. 

2

These are activities that people have shifted online as the 
limitations of COVID-19 have pushed them the last step. 

3

Categories that people have built habits around (shopping and 
keeping fit) but have now adapted to a more digital model. 

4

High involvement and investment activities that have been 
pushed online as people have had to adapt. There is a mix of 
interaction models (digital and f2f). 

5 COVID-19 has resulted in people making the extra shift to go 
online. The channels were already there, making the move 
relatively frictionless and effortless. 

6 Areas where there is high-medium use of digital and no real need
to shift channel behaviour  

1

2

3

4

6

5

Obtaining medical services

Exercising and keeping fit

Shopping for essentials

Work

Engaging with your local council

Shopping for non-essentials

Managing insurance
Purchasing insurance

Studying and education

Managing your personal banking

Planning your finances

Applying for a mortgage

Entertainment

Managing electricity/gas

Purchasing electricity/gas

1) Shift expressed as intent to keep using digital channels post lockdown in comparison to pre-lockdown
Shift = (intent to use digital channels post COVID – pre COVID use of  digital channels) / pre COVID use of digital channels
Minimal = < 5% ; Low = 5% - 20% ; Medium =  20% - 100% ; High = > 100%
Vertical axis of chart plotted as Log scale
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E X E C U T I V E  S U M M A R Y

Executive summary (3/3)

For each of the activities we explored, we developed a detailed understanding of how customers will choose to 
engage with the category post-COVID-19. For example, when shopping for non-essential items prior to the 
COVID-19 pandemic, 24% of customers said that they would search and order online. Post the COVID-19 
pandemic, 36% of customers responded that they intend to search and order online. This gives organisations 
more granular insights about the parts of the purchase journey that need a simple and robust digital experience 
and provides confidence that customer experience investments in these areas will be impactful beyond the short-
term.

While we recognise that intent and actual behaviour may be different, we believe that this study hints at the 
categories and activities that will be fundamentally disrupted and will not return to a pre-COVID-19 normal. We 
believe that every organisation should use this once-in-a-lifetime event to drive disruptive change and better 
adapt to an uncertain future.
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E X E C U T I V E  S U M M A R Y
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Study purpose and 
methodology



P U R P O S E  A N D  M E T H O D O L O G Y

Study purpose

This study was designed to develop an understanding of the shifts in customer 
behaviour in using digital technologies as a result of the COVID-19 pandemic.1

2

3

The study is intended to provide insights on how behaviours and attitudes have 
shifted in order to understand how we can help our clients best serve and support 
their customers. We seek to understand what elements of these shifts will endure post 
the pandemic.

Within the study, we explore a series of questions which seek to provide insights 
on the impact of COVID-19 on respondents’ circumstances and thus, the drivers of 
their spending and behaviour. 
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P U R P O S E  A N D  M E T H O D O L O G Y

Research methodology

Key themes in the questionnaire were as follows:

• Demographics: including age, gender, state, employment status, household income 
and household composition

• Sentiment: toward respondents’ own physical and mental health, as well as their 
optimism about Australian economic recovery post-COVID-19

• Personal impact: how COVID-19 has affected respondents’ circumstances, including 
their employment status, household income and type or location of work 

• Changes in expected spend: how respondents expected their spend in certain 
categories to change post-COVID-19 (e.g. grocery, ticketed entertainment, 
healthcare) 

• Digital and physical interaction: how respondents’ behaviour in interacting with 
businesses would change as a result of COVID-19 

• Buying drivers: changes in factors influencing buying behaviour since COVID-19 
• Values and life priorities: changes in values and life priorities since COVID-19

A random sample of 1,001 
respondents, representative of the 
Australian population, were surveyed 
via an online questionnaire completed 
first week of June 2020.

The key attributes below were 
controlled to be representative of the 
Australian population:

• Age
• Gender
• State
• Metro/Regional
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Personal and economic 
sentiment



S E N T I M E N T

Expected economic recovery period
The proportion of respondents who think it will take more than 9 months for the economy to recover increases with age. This might be reflective of the 
higher risks the virus poses to those over the age of 60.
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Question:
How long do you think it will take for the Australian economy to recover?
N = 1001

35% 80%25%10% 30% 50% 70% 90%5% 45% 55% 65% 75% 85% 95%0% 20% 40% 60% 100%15%

10%
1%

21% 27%

25-3418-24 55-64

8%14%

72%

4%

83%

2%0%

3%

82%

13%
2% 0%

3% 2%

85%

11%
3%0%

59%

4%

65 and older45-54

17%

2%

1%
12%

59%

35-44

0%

More than 9 months

1-2 months

6-9 months

Don’t have a view

3-5 months



Nearly two-thirds of respondents are optimistic that the economy could recover. Interestingly, respondents seem to have definitive views around 
economic recovery – either it will recover, or it will not.

S E N T I M E N T

Optimism of economic recovery

4%

25%

9%

44%

18%

Extremely negative 
– The economy will 

definitely not recover

NeutralSomewhat negative 
– The economy will 
struggle to recover

Somewhat optimistic 
– The economy could recover

Extremely optimistic 
– The economy will 
definitely recover
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Question:
How optimistic are you about the recovery of the economy post COVID-19?
N = 1001

62%



Nearly half of respondents expect poorer economic conditions in the ‘new normal’, after COVID-19.

S E N T I M E N T

Expectations of ‘new normal’ economy

13%

35%

19% 19%

7% 7%

Much poorer 
economic conditions

Much better 
economic conditions

Slightly poorer 
economic conditions

Neutral – about the 
same as pre-COVID

Slightly better 
economic conditions

Don’t know / unsure
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Question:
What are your expectations on the new norm of the economy compared to pre-COVID-19?
N = 1001

48%



Majority of respondents self-rate their physical and mental health as ‘good’.

S E N T I M E N T

Overall health of respondents

1%

12%

18%

55%

13%

Very poor Poor Neutral Good Excellent

P H Y S I C A L  H E A L T H

3%

11%

19%

45%

22%

NeutralVery poor Poor Good Excellent

M E N T A L  H E A L T H
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Question:
How would you rate your overall physical health? How would you rate your overall mental health?
N = 1001



Personal impact of 
COVID-19



22% of respondents have had their work hours reduced or lost their jobs.

P E R S O N A L  I M P A C T

Employment status change

8%

3%

26%

18%

4%

10%

2%

I am working more hours 
in my same job(s) as a 

result of COVID-19

I am working additional 
or brand new job(s) as a 
result of COVID-19 (with 

a new employer)

Other (please specify)Not at all – I have the 
same job(s) and am 

currently employed in 
the same hours

I have lost all job(s) or I 
am now unemployed

I have had hours 
reduced at my current 

job(s) or I have lost 
some of my job(s)

I remain unemployed
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Question:
How has COVID-19 affected your job or employment status? 
N = 710

22%



More than a quarter of respondents expect their income to decrease in the next month, and 41% of respondents are unsure about how long the 
impact to their household income will last.

P E R S O N A L  I M P A C T

Expected household income change

12% 14%

57%

8%
4% 4%

Decrease a 
little (less than 
10% change)

Decrease 
significantly (10% 
or more change)

Don’t know 
/ unsure

No change Increase a little 
(less than 10% 

change)

Increase 
significantly (10% 
or more change)

E X P E C T E D  I N C O M E  C H A N G E

11%

19%
12%

17%

41%

1-3 months 7-9 months4-6 months 10+ months Don’t know 
/ unsure

E X P E C T E D  I N C O M E  I M P A C T  D U R A T I O N
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Question:
In the next month, how much do you expect your total household income to change? How long do you believe your household income 
will be affected by the COVID-19 pandemic?  
N = 1001

26%



Nearly one third of respondents are receiving Job Keeper, Job Seeker, or are drawing down on their superannuation.

P E R S O N A L  I M P A C T

Supplements to income

11% 12%
7%

25%

48%

6%

Job KeeperJob Seeker OtherPension or other 
government benefit

Draw down on 
superannuation

None
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Question:
Are you currently receiving, or will you receive, any of the below supplements to your income in the next month? 
N = 1001

30%



As a direct result of COVID-19, 12% of respondents indicated they have already taken action in their personal finance, and 36% are intending or 
considering to in the next 3-6 months.

P E R S O N A L  I M P A C T

Intent to take actions on personal finance

31%

16%

20%

12%

7%

14%

Unsure / don’t knowWill definitely doConsideringWill not do Have already done 
in the last 3 months 

due to COVID-19

Not applicable
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48%

Question:
In the next 3-6 months, how likely are you to take any of the following actions because of the coronavirus (COVID-19) 

pandemic? 
N = 1001



P E R S O N A L  I M P A C T

Personal finance actions taken 

6% 6%
14%

7% 7%

17% 6%

34%
22%

59%

13%

30%
19%

16%
48%

8%

19%

22% 22%

14%

9%

6%

34%

22%
28%

21%

7%
26%

18%
10% 7% 6%

Pay off debt

4%

Borrow more Reduce spending 
on non-essential 

items

Increase savings

2%3%

Reduced spending 
on essential items

Withdrawn 
from super

4%

Have already done in the last 3 months due to COVID-19 Will definitely do Considering Not applicableWill not do Unsure / don’t know

1 2 3 5 Insights: 
1. Nearly 80% of respondents are considering or have 

reduced spending on non-essential items
2. Just over 60% of respondents are considering or 

have already reduced spending on essential items
3. 60% of respondents are considering or have 

increased saving
4. 42% of respondents are considering or have already 

paid off debt
5. 22% of respondents are considering or have 

withdrawn from super

1

2

3

5

4

n = 1001
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Question:
In the next 3-6 months, how likely are you to take any of the following actions because of the coronavirus (COVID-19) 

pandemic? 
N = 1001

Respondents are reducing expenditure on essential and non-essential items, and are increasing savings and paying off debt. 

4



Compared to pre COVID-19, most respondents reported no change to their overall weekly household spend, however 37% reported slight or 
significant decreases in general weekly spend, reflective of lockdown orders and restrictions.

P E R S O N A L  I M P A C T

Current spend vs. pre COVID-19 spend

13%

24%

39%

17%

6%
1%

Increase significantly 
(10% or more change)

Increase a little (less 
than 10% change)

Decrease significantly 
(10% or more change)

Decrease a little (less 
than 10% change)

No change Don’t know / unsure
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Question:
How much would you say that your household has spent in the last week, relative to what you would have normally spent previous to 
the COVID-19 restrictions?
N = 1001

37%



Expected changes to 
spending



E X P E C T E D  S P E N D  C H A N G E

Household spending - During COVID-19

-34%

Ticketed 
entertainment

0%

InvestmentCafes and 
restaurants

Transport

11%

GiftsNon 
essential 

items

Homeware & 
furnishings

-25%

Mortgage/rent Takeaway 
and food 
delivery

Alcohol Home 
improvement

Education Home office HealthHousehold 
appliances

0%

Household 
staples

-14%

Groceries 
/ food

Electricity 
and gas

-52%

-39%

-4%

-37%

-15%

-3%

-2%

-2%

1%

20%

4%

21% 25%

Digital 
entertainment

Significantly increaseSlightly increaseSignificantly decrease Slightly decrease
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Question:
Overall, how do you think your household spending on the below categories has changed since the COVID-19 pandemic occurred?
N = 1001

% of respondents with increased or decreased spend

The shift to quarantine measures during the COVID-19 pandemic has seen a decrease in discretionary spending (such as restaurants and ticketed 
entertainment), and an uptick in spending on essential services (such as groceries, staples and utilities spending).



E X P E C T E D  S P E N D  C H A N G E

Household spending – Intention post COVID-19 

9%

Groceries 
/ food

9%

Cafes and 
restaurants

3%

Electricity 
and Gas

Investment Homeware 
and 

furnishings

Transport GiftsTicketed 
entertainment

Non 
essential 
personal 

items

Health Home 
improvement

Household 
staples

Education

8%

Takeaway 
and food 
delivery

-3%

Mortgage 
/ rent

Household 
appliances

Digital 
entertainment

Alcohol Home office

32%

1%

18%
16%

5%
8%

6%
6% 5%

3%

2% 1%

-2%

2%
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Question:
How much do you expect your spending in the following categories to change 3 - 6 months after the COVID-19 restrictions are lifted?
N = 1001

Significantly decrease Slightly decrease Significantly increaseSlightly increase

As quarantines measures lift, customers are anticipating their spending to shift back to discretionary activities. Customers are anticipating less 
spending on home offices as this capital expense is unlikely to require further spending.

% of respondents with increased or decreased spend



Digital and physical 
channels



D I G I T A L  V S  P H Y S I C A L

Overview

The effect of COVID-19’s restrictions could have contributed to a change in mindset for some respondents, with 
respondents reporting a slightly stronger shift towards primarily using digital channels (increase in 5% compared to 
before COVID-19). The top three categories driving this shift toward primarily digital behaviour are medical services, 
studying and education and shopping for non-essentials.

1

There has been a significant increase in respondents who are pursuing higher education through digital methods. 
Interestingly, 10% of respondents who previously were not studying, started studying during the COVID-19 pandemic.

2

The strong shift to digital or telehealth medical services (4x more respondents) has not supplanted clinic visits as 
the primary channel to obtain medical services (which sits at 74%).3

Though many workplaces are closed, and there has been a sizeable shift to workers working from home (approximately 
double), 47% of respondents are still working from their workplaces.4

7% of respondents have shifted their exercising habits from gyms, pools and fitness centres, to at-home workouts and 
online fitness classes.5
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Respondents reported a slightly stronger shift towards primarily using digital channels. The top three categories driving this shift toward primarily digital 
behaviour are medical services, studying and education and shopping for non-essentials.

D I G I T A L  V S  P H Y S I C A L

Overall shift in digital channel use

55%

28%

12%

50%

33%

13%

Physical HybridDigital

Pre COVID-19

Post COVID-19
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N = 1001



D I G I T A L  V S  P H Y S I C A L

Shift towards digital channel use by category

We asked respondents how differently they used physical, hybrid and digital channels across 15 categories before and after COVID-19.

Question asked: In the Before COVID-19 column, think about your activities before COVID-19.  Which statement best describes how you primarily 
engaged with the activity in the last six months? 

In the After COVID-19 column, think about the same activities. Which best describes how you expect you will primarily engage with the following activities 
3 - 6 months after COVID-19 restrictions have been lifted?
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D I G I T A L  V S  P H Y S I C A L

Shift towards digital channel use by category

Low (<15%) Medium (15-49%) High ( >50%)

Pre COVID-19 use of digital channels by activity (6 months prior to the Pandemic)

High

Ex
pe

ct
ed

 sh
ift

 in
 u

se
 o

f d
ig

ita
l c

ha
nn

el
s a

ft
er

 lo
ck

do
w

n1

Medium

Low

Minimal

1 Essential activities with low digital channel use (pre COVID-19) 
Customers been forced to adapt. Our hypothesis is that these activities 
will return to a “new normal” with lower digital channel use.

2

These are activities that people have shifted online as the limitations of 
COVID-19 have pushed them the last step. Our hypothesis is that these 
may be more permanent. In some cases (e.g. Engaging with local councils), 
there may be latent demand that is not being served today. 

3

Categories that people have built habits around (shopping and keeping 
fit) but have now adapted to a more digital model. Our hypothesis is 
that these shifts may be enduring.

4

High involvement and investment activities that have been pushed 
online as people have had to adapt, there is a mix of interaction models 
(digital and f2f). Our hypothesis is that these will be the “new normal”. 

5 COVID-19 has resulted in people making the extra shift to go online. The 
channels were already there, making the move relatively frictionless and 
effortless. Our hypothesis is that clients should push for higher digital 
channel use through marketing activity.

6 Areas where there is high-medium use of digital and no real need to shift 
channel behaviour.  
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1

2

3

4

6

5

Obtaining medical services

Exercising and keeping fit

Shopping for essentials

Work

Engaging with your local council

Shopping for non-essentials

Managing insurance
Purchasing insurance

Studying and education

Managing your personal banking

Planning your finances

Applying for a mortgage

Entertainment

Managing electricity/gas

Purchasing electricity/gas

1) Shift expressed as intent to keep using digital channels post lockdown in comparison to pre-lockdown
Shift = (intent to use digital channels post COVID – pre COVID use of  digital channels) / pre COVID use of digital channels
Minimal = < 5% ; Low = 5% - 20% ; Medium =  20% - 100% ; High = > 100%
Vertical axis of chart plotted as Log scale



D I G I T A L  V S  P H Y S I C A L

Obtaining medical services

After COVID

2.8%

3.0%

Before COVID

3.8%

2.8%

1.0%

92.7%

19.8%

0.3%
0.3%

73.7%

Nurse on call

Visit the doctor in a clinic

Other (please specify)

Home visits from a doctor

Used a Telehealth service

N = 
399

• Strong 463% shift towards use of digital or telehealth medical services instead of an in-person 
visit, however a clinic visit still prevails as the primary channel to obtain medical services.

• Obtaining medical services is an essential need, hence respondents were willing to shift to 
digital despite a low adoption pre COVID-19.

1

427%

21%

Physical

Digital

20%

463%

Insights
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 399

1

1



D I G I T A L  V S  P H Y S I C A L

Work

Before COVID

9.4%

After COVID

2.0%2.9% 2.0% 3.9%

8.3%

47.0%

7.5%

10.9%

67.5%

16.6%

22.3% Working in an office or at a workplace not at home

Mix of working from home and in an office

Working in an office and travelling to other locations

Not working

Working from home

Other

N = 
385

• The proportion of respondents working from home increased by 121%.

• Respondents who work from home and a workplace (hybrid) increased by 51%; 

• or splitting their time between home and the office has increased by over 100%.

• As the result of COVID-19, the shift to digital ways of working has been significant. Post 
COVID-19, customers may continue to work from home or adopt a hybrid working model. 

1

Physical

Hybrid

Digital

30%

121%

51%

105%

11%

121%

30%

Insights
1
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 385
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D I G I T A L  V S  P H Y S I C A L

Exercising and keeping fit

4.2%

48.8%

0.9%

51.9%

2.8% 1.6%

4.0%

Before COVID

12.1%

1.7%

After COVID

6.7%

23.2%

5.9%

17.5%

15.6%

Visit gym, pool or fitness studio

Exercise outdoors (e.g. run, walk in park)

Social or competitive team sport

Personal training or coaching

At-home gym or workout program

Online fitness classes (e.g. virtual group classes)

Do not exercise / NA

N = 
578

• 45% increase in the usage of home gyms and workout programs to keep fit. Respondents 
have shifted to exercise either online or outdoors instead of in gyms or fitness studios.

• The closure of gyms forced respondents to utilise alternate channels to exercise. This change 
may be enduring as customers lean towards more convenient and accessible ways of keeping 
fit. 

32%

6%

75%

48%

45%

Physical

Digital

3%

48%

Hybrid 45%

1

Insights
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 578

2

1



D I G I T A L  V S  P H Y S I C A L

Shopping for essential items

After COVID

1.2%1.5%

16.3%

1.2%

Before COVID

19.6%

1.9%

11.7%

69.3%

16.7%

60.6%

Other

Search and purchase products in-store

Search online but go in-store to purchase

Search and order online

Do not buy essential items

20%

43%

13%

N = 
736

Physical

Hybrid

13%

20%

Digital 43%

• There is a 43% increase in the number of respondents searching for and purchasing 
essential items online.

• Respondents choosing to shop for essential items using a hybrid of physical and digital 
channels increased by 20%.

• COVID-19 fears may have lead to more respondents searching and ordering online. The 
convenience of using digital channels may result in this shift being more enduring. 

1

Insights

2

2
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 736
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D I G I T A L  V S  P H Y S I C A L

Managing electricity/gas

68.3%

2.3%2.7%

3.0%

Before COVID After COVID

3.0%

15.5%

10.3%

67.9%

14.4%

13.0%

Actively manage energy by switching lights / appliances off

Do not actively manage energy usage

Using an in-home energy management system

Manage energy using an app or online portals provided

Other

N = 
439

• There has been an 18% increase in the usage of digital channels to manage electricity or 
gas. This has been driven by the usage of apps and online portals.

• Despite a low adoption to digital pre COVID-19, the overall shift to digital has been moderate. 
The likelihood of adopting digital channels permanently is low. 

27%

1%

7%

16%

Physical 1%

Digital 18% 1
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
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D I G I T A L  V S  P H Y S I C A L

Study and education

Before COVID

12.0%

4.0%

12.0%

After COVID

30.3%

13.1%

9.7%

30.9%

20.0%

5.1%

26.9%

22.9%

13.1%

Study part time on campus

Study full time on campus

Study full time online

Other

Study part time online

N/A Did not study

N = 
175

• Overall, there is a 118% increase in the proportion of people studying online, either full-
time or part-time.

• The proportion of respondents not studying before COVID-19 decreased from 30% to 20% 
post-COVID-19, implying that 10% of these respondents started studying in some capacity 
during the pandemic.

• Whilst utilising online resources was common, COVID-19 has forced all components of 
studying and education online. This shift may be more permanent as education institutes 
adapt to an online model. 

135%

21%

57%

104%

0%

29% Physical

Digital

41%

118%

2

1

2
Insights
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D I G I T A L  V S  P H Y S I C A L

Applying for a mortgage

36.6%

24.4%

46.3%

Before COVID

14.6%

34.1%

After COVID

7.3%

22.0%

14.6%

N/A

Go into a branch to complete mortgage application

Use a broker to complete application

Complete application online with my bank

N = 41

• The proportion of respondents moving to online mortgage applications is slightly more 
than double.

• In-branch appointments are less than half of pre-COVID levels. The usage of brokers has 
similarly dropped.

• The accessibility of applying for a mortgage online may lead to a greater adoption of digital 
post COVID-19.

57%

111%

33%

100%

Digital 111%

Hybrid

Physical 57%

33%

1

Insights

2
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 41
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D I G I T A L  V S  P H Y S I C A L

Shopping for non-essential items

36.8%

2.4%

44.5%

24.8%

1.3%

27.0%

4.6%

Before COVID

22.6%

34.6%

1.5%

After COVID

Search and purchase products in-store

Other

Search online but go in-store to purchase

Search and order online

Do not buy non-essential items

N = 
541

• Respondents reported a reasonable shift away from buying non-essential items (92%), 
however this is only a small number of respondents.

• 28% of respondents would shift to a primarily digital channel to search for and order non-
essential items.

• This shift to digital is likely driven by respondents having fewer choices when choosing to 
purchase in store.

28%

9%

92%

17%

Physical

Hybrid

17%

Digital 28%

9%

1

Insights

2
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 541

4

1

2



D I G I T A L  V S  P H Y S I C A L

Entertainment & leisure activities

8.3%

5.6%

3.5%
3.5%

Before COVID

9.8%

5.5%

After COVID

5.4%

8.4%

0.2%

10.1%

3.5%

6.3%

6.0%
6.3%

0.2%

14.7%

6.6%

9.0%

13.0%

10.8%

15.7%

11.9%

6.4%

12.1%

3.7%

13.5%

Attend live performances (e.g. plays, musicals, concerts)

Art & craft at home (e.g. knitting, painting, quilting)

Watch sport at home

Go to movie theatres

Go to museums and galleries

Watch sport at social gatherings

Watch sport in arenas

Gambling venues (e.g. races, casinos)

Online gambling

DVDs, CDs, vinyls and other fixed media

TV and free-to-air services

Online streaming services (e.g. Netflix, Amazon)

Other

N = 
388

• A 5% increase in the consumption of digital entertainment.

• Respondents are unlikely to completely move away from physical forms of entertainment and 
leisure activities given the diversity of choice and the ability to socialise.

Physical 3%

Digital 5%
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 388
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D I G I T A L  V S  P H Y S I C A L

Engaging with local council

1.8%

4.2%
6.6%

After COVIDBefore COVID

22.0%

37.3% 41.6%

32.5%

19.0%

4.8%

30.7%

Called the contact centre for services 
(E.g. waste, collections, rates)

Wrote letter to the council to ask for services

Used a fax

Used the website to request services from my council
for services (E.g. waste, collections, rates)

Other

N = 
166

• An 11% increase in respondents utilising digital channels to engage with their local council. 

• The shift towards digital channels has been relatively small, which may impact the likelihood 
of long term adoption of digital. 

Physical 3%

Digital 11%

11%

5%

36%

167%

19%

1
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 166
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D I G I T A L  V S  P H Y S I C A L

Managing your personal banking
7.2%

38.3%

0.9%

Before COVID

35.5%

1.1%

After COVID

51.1%

9.6%

56.2%
Other

Predominantly use a branch for most transactions

Online or mobile banking for simple transactions 
but visit a branch for more complex ones 
(e.g. opening account, personal loan, credit card)

Online or mobile banking for all transactions

N = 
530

• A 10% shift towards online or mobile banking for all transactions, away from branch 
transactions or a mix of branch and digital.

• Pre COVID-19, there was a strong adoption of digital, however the pandemic has now shifted 
more customers to digital channels. This transition is likely to be more seamless, given that 
digital channels already existed. 

1

Physical

Hybrid

25%

Digital 10%

7%

10%

25%

7%
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 530

5

1
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D I G I T A L  V S  P H Y S I C A L

Purchasing insurance

14.2%

20.3%

12.5%

19.4%

4.3%

61.2%

Before COVID

63.4%

4.7%

After COVID

Research and purchase in-person at the branch

Research online (e.g. comparison websites) but purchase in-branch

Research and purchase products online (e.g. comparison websites)

Other (please specify)

N = 
232

4%

12%

4%

Physical

Hybrid

12%

Digital 4%

4%
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 232

• A 4% increase in respondents both researching and purchasing insurance online.

• Pre COVID-19, there was a strong adoption of digital, however the pandemic has now shifted 
more customers to digital channels. This transition is likely to be more seamless, given that 
digital channels already existed. 1

5

1

Insights



D I G I T A L  V S  P H Y S I C A L

Managing insurance

21.2%

Before COVID

22.0%

After COVID

7.0%

57.9%

13.6%

8.0%

60.9%

9.5%

Complete all transactions online

Visit a branch for transactions 
(e.g. claims, statements, transaction history)

Complete simple transactions online / app, 
but complex ones in branch

Other

N = 
368

• Mostly similar behaviours before and after COVID, with a slight shift away from in-person 
transactions to digital, or a mix of both.

• Pre COVID-19, there was a strong adoption of digital, however the pandemic has now shifted 
more customers to digital channels. This transition is likely to be more seamless, given that 
digital channels already existed. 

1

Physical

Hybrid

30%

4%

Digital 5%

5%

30%

4%
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 368

5
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D I G I T A L  V S  P H Y S I C A L

Planning your finances

60.9%
64.6%

Before COVID After COVID

16.0%

5.1%

14.5%

16.0%

9.7%

13.7%

Use a financial planner (Face to face)

Online financial planner (e.g. talking to someone online)

Do it all myself using online tools (e.g. money smart examples)

Other

N = 
373

• The usage of online financial planners has nearly doubled post COVID-19.

• As there was a high adoption of digital pre COVID-19, the shift to digital channels has been 
minimal. 

1

Physical 6%

Digital 1%

90%

6%

6%
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 373

6
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D I G I T A L  V S  P H Y S I C A L

Eating and drinking

After COVID

3.7%

Before COVID

1.2%

46.1%

16.6%

0.9%

43.0%

0.5%

17.0%

2.6%

1.2%

14.2%

17.2% 14.9%

20.7%

Always eat at home

Mostly eat at home with occasional take-away ordered in-person at restaurant

Always eat out at restaurants or food outlets

An even mix of eating at home and take-away or eating out at restaurants

Mostly eat out at restaurants or food outlets

Mostly eat at home with occasional take-away ordered online

Other

N = 
646

• Respondents reported a 25% increase in preferring to always eat at home after COVID-19. 

• There was also a 20% increase in customers opting to eat at home as well as order take-away 
online.

20%

7%

25%

14%

1

2

Hybrid

Physical 3%

20%

2
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Digital vs physical channel preferences (6 months before and 6 months after COVID-19)
N = 646
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Buying drivers



Overall, purchase influences did not change 
significantly between pre and post-COVID-19. 

The importance of Price continues to be the most 
important factor influencing buying behaviour.

B U Y I N G  D R I V E R S

Purchase Influences (Post-COVID-19)
Rank Drivers of purchasing decisions

1 Price

2 Product quality

3 Customer Service quality

4 Brand trust

5 Locally sourced and/or produced

6 Responsiveness of service

7 Speed of delivery 

8 Sustainable/ethical

9 Quality of digital experience (e.g. website navigation) 

10 Face to face contact / communications

11 Social trends or online influences (e.g. social media trends)

Copyright © 2020 Deloitte Consulting Pty Ltd. All rights reserved. | 46

Question:
After the COVID-19 pandemic, what factors do you think will be the most important drivers of your purchasing decisions?
N = 1001



Life values



Respondents continue to place an importance on family 
and friends in life. 

Social interaction eclipses Work in life importance, perhaps 
reflective of the quarantine restrictions.

The importance of education is also reported to be 
stronger after COVID-19.

V A L U E S

Values
Rank Drivers of purchasing decisions Rank change 

from pre-COVID

1 Family and friends (quality time) -

2 Health (mental and physical) -

3 Finances (e.g. financial stability) -

4 Social interaction (e.g. socialising with friends) +1

5 Work (e.g. career focused) -1

6 Leisure/ Hobbies (e.g. crafts, cooking, home improvement) -

7 Education (e.g. studying and learning) +2

8 Environment and sustainability (e.g. living sustainably, buying local) -

9 Self-development (e.g. self-improvement, spirituality) -2
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Question:
Thinking about the aspects of life you valued prior to the COVID-19 pandemic, rank each of the below from most valued to least valued, i.e., spend the 
most time and/or money on to the least time and/or money on. Once the COVID-19 pandemic has subsided, what aspects of life do you think you will 
value the most?
N = 1001





Appendix



A: Respondent profile



P A R T I C I P A N T  P R O F I L E

Demographics Overview

A G E  B R E A K D O W N

11%

18% 18% 18%
16%

19%

35-4418-24

Age group

25-34 45-54 55-64 65 and older
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% of participants

P A R T I C I P A N T  P R O F I L E

Demographics Overview

E M P L O Y M E N T  S T A T U S

31%

19%

5%

7%

3%

4%

7%

22%

2%

620 12 264 148 10 16 18 20 22 24 28 30 32

Other (please specify)

Unemployed – not actively seeking employment

Student

Employed full time (38 hours or more)

Employed part time (less than 38 hours per week)

Self-employed, a small business owner or a business partner

Unemployed - Currently looking for employment

Homemaker/carer

Retired
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% of participants

P A R T I C I P A N T  P R O F I L E

Demographics Overview

I N C O M E  D I S T R I B U T I O N

6%

17%

37%

26%

7%

7%

18106 80 2 4 12 14 16 20 22 24 26 28 30 32 34 36 38

Prefer not to say

Annually: $0 to $18,200 / Weekly: $0 to $350

Annually: $18,201 to $37,000 / Weekly: $351 to $710

Annually: $37,001 to $90,000 / Weekly: $711 to $1,730

Annually: $90,001 to $180,000 / Weekly: $1,731 to $3,460

Annually: $180,001 and over / Weekly: $3,461 and over
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A: Sentiment



70% of respondents believed the Australian economy was somewhat strong to very strong before COVID.

S E N T I M E N T

Economic Strength, Pre-COVID

3%

11%
15%

47%

21%

2%

0

5

10

15

20

25

30

35

40

45

50

Don’t know / unsure

Age group

%
 o

f p
ar

tic
ip

an
ts

Somewhat strongVery poor Very strongNeutralSomewhat poor
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Question:
Before the COVID-19 pandemic, how would you categorise Australia’s economy? 
N = 1001



A: Personal impact



Nearly half of respondents reported no change in their role, where as the other half reported varying levels of change, including 14% who reported 
having to do a completely different role due to COVID-19.

P E R S O N A L  I M P A C T

Impact on type of work

14%

33%

45%

5% 4%

A lot – I am doing a completely 
different role in my job(s)

A little – I have the same role but a 
different focus, e.g. more focus on 

customer service online

Not at all – my role and/or 
focus hasn’t changed at all

Don’t know / unsure Other
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Question:
In the last month, how much has your type of work been impacted by the COVID-19 pandemic? 
N = 1001



P E R S O N A L  I M P A C T

Location of Work

27%

20%

9%

37%

4% 4%

Yes – I now work from 
home when I had never 

worked from home before

Yes – I now work from 
home, but I used to do 
this sometimes already

No – I already used to 
work from home so this 
was not a change for me

Don’t know / unsureNo – I still go to work 
at my workplace(s)

Other

Copyright © 2020 Deloitte Consulting Pty Ltd. All rights reserved. | 59

Question:
In the last month, has your location of work been impacted by the COVID-19 pandemic?
N = 1001

Although nearly half of all respondents now work from home, 37% are still going to their respective workplace(s). 



P E R S O N A L  I M P A C T

Time spent supporting child’s education 

20% 20%

26%

33%

Less than 5 hours per weekMore than 30 hours 
per week (full-time)

15-30 hours per week 5-14 hours per week
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Question:
In the last month, how much of your time has been spent on delivering or helping with your children’s education?
N = 1001

A third of respondents spend 5 hours or less per week on supporting their children’s education during the COVID-19 pandemic.


