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36% of people are
optimistic about
Australia’s economic
direction

50% of people agreed that
COVID-19 had increased
their stress levels

Key themes from the COVID-19 Customer Vulnerability Research

A range of survey responses are trending positively
(when compared to Wave 1), pointing to signs of
recovery.

The pandemic has increased stress levels for many,
and significant concern about the lasting impacts of
COVID-19 will see that trend likely continue.

* A 4% uplift in optimism about Australia’s
economic direction.

¢ Adecrease of 3% in those who reported reduced
working hours due to COVID-19.

e Adecrease of 4% and 6% respectively, amongst
those reporting a reduction of individual and
household income.

e For those categories where household spending
had fallen, there has also been a turnaround. A
11% improvement in recreation spend (e.g.
entertainment or holidays), and a 10%
improvement in transport spend.

*  50% of respondents agreed that COVID-19 had
increased their stress levels.

*  Nearly 70% of respondents are most highly
concerned about the lasting impacts of COVID-
19.

*  Compounding stress levels, there has also been a
3% increase in those respondents worried about
being able to pay their bills (i.e. compared to
Wave 1).
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36% of people indicated
that they are spending
more on energy bills over
the last 3 months

in Wave 2, the impact gap between JobSeekers
and the broader population is widening.

e Financial stress increased across these three
groups, but there was a significant increase of
12% amongst JobSeekers, when compared to
Wave 1.

¢ The need for energy bill support was consistently
higher amongst vulnerable groups when
compared to the broader population.

receiving support for energy bills than any other
household finance category. A further 15%
stated that they may need support in the next 3
months, and this figure is trending upwards.

¢ Compounding the increase in spend, is the
decline in the priority of energy bills amongst
vulnerability groups, as they balance the
importance of different spending categories.
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