
 

NAB CONSUMER SENTIMENT SURVEY Q1’21 
INSIGHTS INTO CONSUMER STRESS, ATTITUDES, 
SPENDING PATTERNS & BEHAVIOURS  



 

NAB CONSUMER STRESS INDEX (100 = extremely concerned) 

 

 

 

 

 

HOUSEHOLD SPENDING PATTERNS (net balance - spending more/less) 
 

 

HOUSEHOLD SPENDING PATTERNS - SPENDING CATEGORY (net balance - spending more/less) 
 

 

EXTENT HOUSEHOLD SHOPPING, PURCHASING & OTHER BEHAVIOURS HAVE CHANGED (net balance) 



 

NAB CONSUMER STRESS INDEX 
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NAB CONSUMER STRESS INDEX
(100 = extreme anxiety)
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GENERAL LEVEL OF CONCERN OVER THE ECONOMY 

LEVEL OF CONCERN ABOUT AUSTRALIAN ECONOMY 
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 COST OF LIVING PERCEPTIONS 
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EXTENT COSTS HAVE CHANGED OVER PAST 3 MONTHS (NET)

Q1 2020 Q4 2020 Q1 2021
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ADDED MOST TO COST OF LIVING PRESSURE

Q1 2020 Q4 2020 Q1 2021



 

EXTENT COSTS HAVE CHANGED OVER THE PAST 3 MONTHS: STATE (net balance) 

ADDED MOST TO COST OF LIVING PRESSURES OVER PAST 3 MONTHS: STATE (% of total responses) 

ADDED MOST TO COST OF LIVING PRESSURES (% of total responses) 
 

 



 

HOUSEHOLD SPENDING PATTERNS & EXPECTATIONS  
 

 

 
HOUSEHOLD SPENDING PATTERNS: OVERALL (NET) 

 

 

 
 

HOUSEHOLD SPENDING PATTERNS: ESSENTIALS (NET) 
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HOUSEHOLD SPENDING PATTERNS: AUSTRALIA

Non-essentials Essentials Financial Behaviour Spending Behaviour

number of consumers spending more 
greater than number spending less

net balance
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HOUSEHOLD SPENDING PATTERNS - ESSENTIALS

Groceries Utilities Medical expenses Transport Children

number of consumers spending more 
greater than number spending less

net balance



 

 

 
HOUSEHOLD SPENDING PATTERNS: NON-ESSENTIALS (NET) 

HOUSEHOLD SPENDING PATTERNS: FINANCIAL (NET) 
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HOUSEHOLD SPENDING PATTERNS - NON ESSENTIALS

Travel/Holidays Eating out Entertainment Home improvements

Major household items Personal goods Charitable donations

number of consumers spending more 
greater than number spending less

net balance
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EXPECTATIONS IN REGARDS TO MAKING MAJOR PURCHASES IN 
NEXT 12 MONTHS (NET)

Major h/hold item Car Property (residence)

Property (investment) Home renovation School fees

Holiday Private health ins. Other Inv. (ex property)

NET INCREASE

NET DECREASE



 

 
 
 

EXPECTATIONS FOR MAKING MAJOR PURCHASES IN THE NEXT 12 MONTHS (NET) 

HOUSEHOLD SHOPPING, PURCHASING & OTHER BEHAVIOURS 
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Dined in at a restaurant

Visited a major shopping centre

Made online purchases out of boredom

Shopped at a new grocery store

Changed my primary grocery store

Purchased from major retailers

Tried a new retailer

Bought online and picked up in store

Shopped on a new website

Purchased a product due to convenience

Tried a new product or brand

Purchased a product based on availability

Purchased sustainable/eco-friendly products/services

Visited stores based on social distance/safety/hygiene

Purchased items online that I would normally have purchased in store

Made purchases because of great deals

Purchased online to avoid going into a store

Researched brand & product choices before buying

Changed to less expensive products to save money

Supported local businesses

Was mindful where I spent my money

(net balance)

EXTENT YOUR HOUSEHOLD'S SHOPPING, PURCHASING & OTHER 
BEHAVIOURS HAVE CHANGED IN RELATION TO...

Q1 2021 Q4 2020

DOING LESS DOING MORE



 

EXTENT HOUSEHOLD SHOPPING, PURCHASING & OTHER BEHAVIOURS HAVE CHANGED 

 

NAB ONLINE RETAIL SALES INDEX & ABS RETAIL SALES 



 

 THE IMPACT OF COVID-19 ON CONSUMER BEHAVIOUR 
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HOW CONCERNED ARE YOU ABOUT 
CORONAVIRUS?
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HOW CONCERNED ARE YOU ABOUT CORONAVIRUS?



 

EXTENT OF AGREEMENT WITH STATEMENTS: STATE, GENDER & AGE 
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I want my life to return to exactly how it was
before the coronavirus

Because of the COVID-19 pandemic, I'm
considering moving house to more of a lifestyle

property

Because of the COVID-19 pandemic, I'm
considering moving state.

(0 = not at all; 10 = completely)

EXTENT OF AGREEMENT WITH FOLLOWING 
STATEMENTS

Q1 2021 Q4 2020 Q3 2020 Q2 2020



 

WHAT ARE YOU MOST CONCERNED ABOUT POST THE EASING OF CORONAVIRUS RESTRICTIONS: GENDER & AGE? 

0% 10% 20% 30% 40% 50%

More time caring for others

Less involvement in children’s education

More travel time outside of the commute

Consuming more

More face to face meetings

Less time with family

Less time caring for myself

Less debt relief

Driving more

Less support for small business

Working less from home

Time spent commuting to work

Faster pace of life

Less support for the unemployed

More environmental impacts/pollution

WHAT ARE YOU MOST CONCERNED ABOUT POST THE EASING OF 
CORONAVIRUS RESTRICTION?
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WILL YOU GET THE COVID-19 VACCINE WHEN IT IS 
AVAILABLE? 

Yes No Don't know

3.1

2.9

3.1

3.2

3.4

3.1

3.5

3.2

3.3

3.1

3.4

3.2

3.3

4.1

4.3

3.5

3.7

3.9

4.0

4.2

4.3

4.4

4.4

4.7

4.8

5.0

5.0

5.3

5.8

6.0

0.0 1.0 2.0 3.0 4.0 5.0 6.0 7.0

Stocking up on key household items

Making purchases online

Attending non-essential medical visits

Working from home rather than going into work

Saving more for emergencies

Spending time in major shopping centres

Your personal hygiene (e.g. washing hands)

Spending time in local/strip shopping centres

Travelling on public transport

Eating out at restaurants

Social distancing/wearing face masks

Socialising in general

Taking domestic holidays

Travelling by plane

Taking overseas holidays

(0 = nt at all; 10 = to a significant extent)

EXTENT HAVING/NOT HAVING COVID-19 VACCINE WILL CHANGE THE WAY 
YOU LIVE, WORK & SHOP IN TERMS OF THE FOLLOWING

Having the vaccine Not having the vaccine



 

 

TOP CONCERNS BY STATE 
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Closure of nursing homes

None of these - I have no concerns

Closure of schools, kindergartens & childcare

Insufficient response from Foreign Governments

Running low on medicines

Running low on key household essentials

Insufficient response from Australian Government

Impact on my investments

Impact on my employment

Business closures

Health system unable to cope with demand

Travel/movement restrictions

Impact on the economy

TOP CONCERNS REGARDING CORONAVIRUS OTHER
THAN HEALTH IMPACT 



 

 
APPENDIX 1: CONSUMER STRESS - STATES 

 

CONSUMER ANXIETY: NSW/ACT CONSUMER ANXIETY: NSW/ACT (Q1 2021)

CONSUMER ANXIETY: VIC CONSUMER ANXIETY: VIC (Q1 2021) 

CONSUMER ANXIETY: QLD CONSUMER ANXIETY: QLD (Q1 2021)



 

 

CONSUMER ANXIETY: WA CONSUMER ANXIETY: WA (Q1 2021)

CONSUMER ANXIETY: SA/NT CONSUMER ANXIETY: SA/NT (Q1 2021)

CONSUMER ANXIETY: TAS CONSUMER ANXIETY: TAS (Q1 2021)



 

APPENDIX 2: CHANGES IN SPENDING PATTERNS- STATES 

NSW/ACT: CHANGES IN SPENDING PATTERNS
(net balance)

VIC: CHANGES IN SPENDING PATTERNS
(net balance)

QLD: CHANGES IN SPENDING PATTERNS
(net balance)

WA: CHANGES IN SPENDING PATTERNS
(net balance)

SA/NT: CHANGES IN SPENDING PATTERNS
(net balance)

TAS: CHANGES IN SPENDING PATTERNS
(net balance)
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