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Introduction: Living with COVID-19
Paradoxically a virus that has deglobalised the world in a very short period of time, it is
a true example of globalization, impacting countries and consumers in similar ways.
When we look at global demographic and psychographic data consumers are
experiencing the virus and their journey through this crisis fairly consistently, so when
we saw the DAN COVID-19 POV Consumer Trends reports courtesy of the Strategy &
Solutions Team US we thought it was a good opportunity to explore ‘if’ and ‘how’ these
trends would apply to Australian consumers and potentially unveil some local nuances.
This document revisits the DAN COVID-19 Trends with an Australian lens, in an attempt
to navigate and understand the COVID-19 journey from the POV of the Australian
consumer.
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Alone Together
Consumers are feeling disconnected and trying to find new ways to cope with seclusion and bring some sort of
normalcy back into their lives.
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The Modern
Homestead

Mobilising for the
Collective Good

As systems people rely on crack
under crisis, anxiety is reviving
an autonomous mindset.

A collective sense that we will only
get through this by coming
together.

A Catalyst for
Resocialization
Social media is shifting from a
space to share experiences to a
space to create experiences.
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The Home Is “Hunkering Down”
As the economic impact of the crisis starts to unfolds, consumers are reducing their spending.

Increasingly reduced spending…

CommBank’s credit and
debit card spending data
shows that spending in the
week ending 3 April is

13%

from the
previous week &

15%

lower than a year ago

Source: Ipsos; Commonwealth Bank
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Bleak consumer outlook…

40%

Australians believe
COVID-19 will have a
personal financial
impact

Leading to decreased spending across non-essential categories.

A Return to Old-Fashioned Self-Sufficiency
At the same time, consumers are turning to a cheap and fail-proof option: Doing it themselves.
Figuring it out, with a little
help from the experts:

Baking is high on the homestay agenda as seen by significant volume
increases in key ingredients such as flour (+156%) and sugar (+64%).
In fact, in the past four weeks, Australians have stockpiled enough
flour to last approximately 65 days, while bread mix volume sales
have more than doubled (+170%).

Source: 3aw.com.au; abc.net.au; elle.com.au; The Nielsen Company
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Erecting a Virtual Community Network
Modern businesses and modern tech already enable people to bring the outside world into their homes.
Your-virtual-family/friends

Your-virtual-neighbourhood

‘Digi-dining’ an Australian trend to
support local businesses

Source: Abc.com.au; World Economic Forum; marieclaire.com.au
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Caring For People, Businesses And Communities
People are organising to care for and advocate for groups and populations in need.

Source: Facebook; abc.net.au; twogood.com.au; theguardian.com
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Renewed Appreciation For Those On The Frontlines

People are recognizing the value that skills workers provide to society (i.e. grocery workers, healthcare
workers).

Source: Dynata

Source: Dynata; abc.net.au
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A Growing Shift From ‘Me-centric’ To ‘We-centric’ Social
Prior to the outbreak, social media was already shifting from ‘me-centric’ to ‘we-centric’.
One-way sharing is declining…

The desire to participate is growing…
% of global internet users who use
online forums, blogs, and/or vlogs:

% of global internet users who report
“sharing details of my daily life” on
social media:

2017

2014

27%
20%
2019

Source: Global Web Index
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&

72%
76%

2019

The Accelerant: Media Becomes Social Again
People are finding new ways to invite each other in (even amid a loneliness epidemic).
Apps for direct connection are spiking

Source: Statista; 9now.nine.com.au
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From passive to active interactions online

Creating New Ways To Experience Familiar Traditions
Remote doesn’t mean alone. From meals to movies to concerts, creative initiatives and uses of technology
are bridging the social gap.
Meal-time with your favourite celebrity
chefs

Netflix & Instagram: Watching Together

Together at home concert

Source: RFI; GETTY IMAGES

Source: Instagram; Netfflix; www.rfi.fr
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Summary: Alone Together
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Alone Together: Implications for Marketers
•

Reflect the Moment. Right now, consumers may not be keen to take action with your brand,
but messages of support can reach them and position your brand as a partner for when they
are ready to spend.

•

Proactive Adaptation. Consider how to fit into new habits starting at home. Make existing
resources work in surprising ways or think laterally.

•

Act Like an Ally. Modern consumers were already looking for brands to prove their value.
Now more than ever they will want to see how brand initiatives benefit their local heroes and
communities.

•

Deepen Connections. Reimagine your brand experience for the virtual age and ask how it
can unite consumers either literally or through comradery.
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Mental Health
Before the crisis, mental health was a rising topic of interest. We were making strides in our efforts to destigmatise mental illness
and taking actions to detox digitally. But COVID-19 has thrown us into times of unprecedented uncertainty. This crisis has exposed
some of the deepest tensions we experience in our society, and the impact they have on our health and well-being.

The Pressure of
Productivity
As we find ourselves with “extra
time,” our unhealthy relationship
with productivity takes its toll.
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In Search of
Good News
To balance the stress stemming
from constant bad news, people
are seeking out the good.

Reshaping Our Values
COVID-19 is surfacing some of our
flaws and weaknesses as a society.
This crisis could be an opportunity to
recover some of the Australian
values that make us proud.
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Isolation Is Giving People the False Illusion Of Time
And our “hustle culture” has normalized the concept that every moment needs to be maximised.

Learning a new language

DIY, gardening and exercising

In Australia, Duolingo saw
a 156% spike in new users
from March 10 to April 10

Virtual concerts and museums

#KeepTheMusicGoing
Melbourne Symphony
Orchestra

Bunnings DIY live tutorials

Sydney Biennale

Group exercising at home

Source: SBS.com.au; abc.net.au; news.com.au; thenewdaily.com.au; mso.com.au
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Isol-Aid fest

In Reality, Time Is Scarce As Adults Struggle To Adjust
A focus on productivity hinders our ability to take care of basic needs.

“A Hunter Valley private school
expects 900 students on campus
from the first day of term two, after
more than 80 per cent of parents
voted to stop remote learning and
send their children back to class”.
Source: SMH

According to Citrix (70%) of Australian workers have been able to maintain
or even improve their productivity while being forced to work from home
during the COVID-19 outbreak (43% report working about the same time at
home as in the office, and 38% say they work even longer hours).

Source: smh.com.au; abcnews.com.au; technologydecisions.com.au; theconversation.com
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Australia’s National Broadband
Network (NBN) has seen a daytime
usage increase of 7080%, compared to figures in
February.
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Media Coverage Of The Virus Feels Inescapable
The unrelenting and bleak news coverage of the coronavirus pandemic has saturated every aspect of people’s lives.
Coverage dwarfs all other news…

Headlines are increasingly dire…

Occupying the public’s mental energy.

Nielsen says the average audience of the top ten
news websites in Australia has grown by more
than half (54%) in the wake of the pandemic.
Seven of the top ten online news sites attracted
more than 5 million people in the week of
March 16-22.

Above 80% of the news stories
were COVID-19 related on
some days in March.

Source: Facebook Taking on Covid-19 “COVID-19 impact on AU consumer behaviour" consumer
research by YouGov (online survey of 1,000 respondents in Australia), 12 Mar 2020

Source: Adnews.com.au; abcnet.au Facebook Taking on Covid-19 “COVID-19 impact on AU consumer behaviour" consumer research by YouGov (online survey of 1,000 respondents in Australia), 12 Mar 2020
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The Collective Anxiety Of Australians Is Rising Daily
Like the virus itself, fear and anxiety are contagious. Constant media exposure to negative news is triggering a massive
mental health issue as people struggle to break out of the cycle of negativity.
Constant exposure and misinformation

Emotional health is a casualty

Mental health counselling service Lifeline experienced unprecedented demand
in March, receiving 24,000 calls a week at the height of the crisis.
Source: Facebook Taking on Covid-19 “COVID-19 impact on AU consumer behaviour" consumer research by YouGov (online survey
of 1,000 respondents in Australia), 12 Mar 2020 and technologydecisions.com.au; thechronicle.com.au;
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Source: Facebook Taking on Covid-19 “COVID-19 impact on AU consumer behaviour" consumer research by YouGov
(online survey of 1,000 respondents in Australia), 12 Mar 2020; msn.com; indaily.com.au; abc.net.au; smh.com.au

Media Content To Amplify The Good
Australian media is proactively showcasing stories of resilience and human kindness.

Growing amount of content dedicated to spreading good news

Source: 9news.com.au; Womens Weekly msn.com; Canberratimes.com.au; abc.net.au; Seven News, Crikey.com.au
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A Fair Go?: The ‘Australian Dream’ May Not Happen For
The Most Vulnerable
The financial response to the pandemic could exacerbate social inequities.
Younger workers hit hardest, impacting their mental health

According to the Grattan Institute, younger generations will bear the “long-term costs
of a severe and prolonged recession” if government support is not forthcoming.

Source: indaily.com.au; Grattan Institute; abc.net.au;
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Lowest income workers more likely to be off work
during this crisis

Testing Our ‘Spirit of Mateship’

“Un-Australian” behaviors: COVID-19 has brought to the surface some flaws of Australian society and we
are not impressed.

Australians are more satisfied with the governments' response than with
people in their community

According to Insightfully, it's clear that Australians are
frustrated with the minority of people in the community
who are failing to adhere to social distancing rules and
causing problems through activities such as panic-buying
and hoarding of goods.

Source: abc.net.au; Insightfully; businessinsider.com.au/ 9News media twitter; Twitter
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Australian Generosity is Restored During this Crisis
Most Australians are still seeking ways to connect with those in need and brands have a greater role to play.
Acts of kindness…

But consumers are also wanting and expecting brands to help them lend a hand

Source: Kantar Covid-19 Barometer; Mumbrella Research commissioned by DDB and performed by Pureprofile; theAustralian.com.au

Source: 7News.com.au; msn.com; abc.news.au, mumbrella.com.au/ Research commissioned by DDB and performed by Pureprofile; Kantar Covid-19 Barometer

DENTSU AEGIS NETWORK

Summary: Mental Health
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Mental Health: Implications for Marketers
•

Do more with less. While it may be tempting to provide consumers with additional resources
or activities, consider how you can alleviate – not add to – the pressures they are feeling to ‘do
more.’

•

Reimagine media routines and rituals. Similar to “digital detox,” people are seeking a “bad
news detox.” Think about ways to connect consumers with positive content they might not
otherwise have seen and create new content that fills this need.

•

Help people ask for help. With an outsized influence on culture, brands are well-positioned
to reduce the stigma and shame around asking for help. They can offer tips & resources, as
well as create experiences that make the process feel less burdensome.

•

Help people help others. Consumers are looking for ways to contribute to the crisis response
at the same time as those hardest hit are struggling to ask for help. Brands can help bridge the
gap by using their platforms to make needs visible and creating tools that connect resources to
demand.
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Rising Trends: Which behaviours will stick?
During this time of crisis Australians have taken a more relaxed approach to certain behaviours and rules. Will this
trends be temporary or stay with us post COVID-19?

Relaxing the Rules
of Screen Time

Relaxing the Rules
of the Pantry

Relaxing the Rules
of Aesthetics

The concept of a “digital-detox”
seems like a relic of the past as
our interactions go virtual.

Consumers want food that’s
comforting and practical.

The casual aesthetic and
openness with which celebrities
and hosts have given people
direct access to them reflects the
collective relaxation of life.
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Relaxing the Rules
of Privacy
Just as consumers were
awakening to privacy concerns,
COVID-19 is challenging the right
to privacy.
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Screen Time: From Necessary Evil to Necessary Essential
Before all this, we questioned time spent on our devices, even taking proactive “digital detoxes.” Now?
Stay-at-home orders have propelled us into digital for every interaction.
Not too long ago we were taking steps to
limit screen time…

Research from Deloitte’s annual Mobile Consumer Survey
report shows that 44% of people in Australia think their
phone use is a problem and are trying to reduce how
much time they spend on it.

Now, guilt over screen-time is down and media consumption is up

Increased volume of content consumed
on streaming platforms (i.e Netflix,
9Now) particularly in the evenings post
7pm, due to reduced appetite or ability
to head out of the house for alternative
entertainment (i.e cinema, restaurants,
social sport).

Source: abcnews.net.au; Beyond Blue and Deloitte’s Mobile Consumer Survey 2019, Taking on Covid-19 Facebook COVID-19 impact on AU consumer behaviour" consumer research by YouGov (online survey of 1,000 respondents in Australia), 12 Mar 2020; Amplify; Kantar
Covid-19 Barometer Australia; Adnews.com.au:
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Yet, Renewed Appreciation For Physical Interactions
So much time spent interacting with virtual experiences may only heighten the desire for tangible ones.

Ubiquity of virtual experiences is
causing fatigue…

Simpler and physical life
experiences

“The simple things are the most precious”.

“Appreciating the little things”

“How important physical contact is, even if it's only a
hug once to twice a week”.
“Refocusing on the real meaning of life which is health family and back to
the simple things”
Source: Dentsu Intelligence Australia COVID-19 Tracker wave 1 and 2
Source: Essentialkids.com.au; dailymail.com.uk: Dentsu Intelligence Australia COVID-19 Tracker
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Rewritten for good or just for now?
Dentsu POV: Rewritten for good, but not in the way we might think. Rather
than swinging decisively towards virtual or physical experiences, a mix of the
two will emerge. In some cases tangible, sensory experiences will be placed
on premium and in others, virtual experiences may democratise and enhance
access.
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The Aussie Pandemic-Pantry
More carbs and coffee at home. Quick and easy meals and creative ways of cooking pantry staples.

More carbs and coffee at home and ‘long-lasting’ fruit and vegetable
options

Nielsen Digital Content Ratings data showed that on the last weekend of March, Australians spent
71% more time online with food and cooking content when compared to the last weekend of
February. In addition, consumers spent the most time on food and cooking sites in all of 2020 on
Sunday 29 March, with a combined total of 63,555 hours spent on these websites.

Source: The Nielsen Company
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In the four weeks to March 22, frozen fruit
recorded an all-time high for volume growth
(+39.3%), while canned fruit sales also jumped
by 73.9%.

Rewritten for good or just for now?
Dentsu POV: Just for now. While consumers may find one or two new
“comforting” food brands they stay loyal to, the value of “being healthy” will
be heightened post-pandemic, further fueling healthy diet & living trends.
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TIRED: Less polished; WIRED: Sweatpant aesthetic

With production teams and content creators at home, mainstream media is no longer well lit and sleekly
produced, but reflects our collective reality as it evolves to the situation at hand.
Emerging platforms have given rise to less
polished-user based content…

Overnight, a switch has been flipped on the concept of what “professional”
visual entertainment looks like

Source: Buzzfeed News, “After Coronavirus It Will Not Go Back to Normal.”; Vulture, “At Home (Where Else?) With Jimmy Fallon; Deadline.com; Daily Telegraph
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Rewritten for good or just for now?
Dentsu POV: Rewritten for good. The casual aesthetic and openness with
which celebrities have given people direct access to them is interesting and
has implications for brands as well. For years now consumers have gravitated
towards more humanised, relatable and behind-the-scenes content and
personalities.
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Rising Trends: Which behaviours will stick?

Relaxing the Rules
of Screen Time

Relaxing the Rules
of the Pantry

Relaxing the Rules
of Aesthetics

Relaxing the Rules
of Privacy

The concept of a “digital-detox”
seems like a relic of the past as
our interactions go virtual.

Consumers want food that’s
comforting and practical – letting
brands spurned by health trends
back into the kitchen.

The casual aesthetic and
openness with which celebrities
and hosts have given people
direct access to them reflects the
collective relaxation of life.

Just as consumers were
awakening to privacy concerns,
COVID-19 is challenging the right
to privacy.
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The Right To Privacy Is Being Called Into Question

Amid the pandemic, some surveys show that consumer willingness to give up some privacy in exchange
for safety is growing.
In recent years, consumers awakened to
privacy concerns…

In 2018, at least 70% of Australians
agreed they would never want the
following types of data shared with
third parties: ‘The unique ID number
of mobile phone/device’, ‘My
messages’, ‘My financial
information/credit history’, ‘My
phone contacts’ and ‘My
medical/health information with
third parties’.

Seeing shifts in comfort levels to combat
the outbreak…

Four-in-five Australians
(80%) agree they are
willing to sacrifice some of
their human rights if it
helps prevent the spread of
the Coronavirus
73% of Australians say they
would download and use a
government COVID-19
tracking app to help reduce
the spread of the virus if the
government could guarantee it
had a 6-month expiry date.

Source: Roy Morgan; Roy Morgan; https://psychologicalsciences.unimelb.edu.au/chdh/news/suvey-aus-use-of-gov-covid19-contact-tracing-app
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Will privacy be exchanged for safety?

Rewritten for good or just for now?
Dentsu POV: Just for now. Consumer concern over privacy will remain high
and they may be even more discerning about sharing data. They were already
considering what exchange was worth it. Personalisation? Compensation?
Safety has added another element into the mix and will likely heighten the
notion of earning personal data by having a true reason (that benefits
consumers) to collect and use it.
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Rising Trends: Implications for Marketers
•

People will likely reassess pre-crisis behaviors. Work to identify pre-crisis behaviors within
your category that have been impacted by the circumstances of COVID-19. Prioritise tracking
consumer behavior shifts and be ready to anticipate how consumption habits and other behaviors
will continue to evolve post-crisis.

•

Act in more agile ways for short- and long-term planning. Build rapid response operating
models both internally and with agency partners. Quickly pivot strategic thinking and creative as
circumstances change, while identifying and tracking long-term goals.

•

Treat consumers as your North Star. Regardless of how consumer behaviors shift, following
that behavior and meeting consumers where they are will benefits brands. Take a people-based
approach to planning.
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THANK YOU.
For further information please contact the Intelligence Team
Dentsu.Intelligence@dentsuaegis.com
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