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INTRODUCTION

Exploration
of the
meta trends
in society

OUR APPROACH

Collective Trend immersion
learning from — global look
over 200 at new products
research studies & comms

Reaching out to
25,000 Australians
from the
SaySo community



TODAY WE WANT TO
TALK WITH YOU NOT
ONLY ABOUT HOW

AUSTRALIANS FEEL...

BUT HOW THEIR
SPENDING PATTERNS
ARE CHANGING

AND HOW WE CAN
MAKE A DIFFERENCE!



INTRODUCTION

FIRST UP IS OUR COST-OF-LIVING UPDATE
NATIONWIDE QUANTITATIVE SURVEY
N=803 AUSTRALIANS 18+ IN JUNE 2023

This information is confidential and the property of T garage.



AUSTRALIANS ARE
FEELING THE
PRESSURE OF
COST OF LIVING,
BUT HOPE REMAINS

S 7%

BUT...

96%

Are concerned
with Cost of Living

Are struggling or
getting by financially

Currently feel happy

Are hopeful
for the future



COST OF LIVING TRACKER (JUNE 2024)
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YOUNGER
AUSTRALIANS FEEL
THE PRESSURE
MOST: WORRIES
EXTEND BEYOND
THE BROADER
ECONOMIC
SITUATION

A
65%
56%539
I I33%
My persona L finances

® Millennials (28-43)
® Gen-X (44-59)
® Baby Boomers (60+)

THE GENERATIONAL GAP IN 2024

A A
60%60%

Property prices, rental
affordability and vacancy

49%

30%
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® Renters
® With mortgage

Not concerned with Cost of Living

Consider themselves to be well off

Currently feel happy

Hopeful for the future
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THE CURRENT
CLIMATE CREATES
BOTH FINANCIAL &
EMOTIONAL
STRESSORS FOR
YOUNG & MIDDLE-
AGED AUSTRALIANS

47% 52%52%
(]

II42%

Household financial Consider themselves to

situation got worse

A
52%

42%
33% I 6%

be well off

® Millennials (28-43)
® Gen-X (44-59)
® Baby Boomers (60+)

THE GENERATIONAL GAP
CONTINUES

A
68%

50%°3% 499

Currently feel happy




COST OF LIVING TRACKER (JUNE 2024)
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“I am getting really burnt out and
feeling very much done. It is so hard to

have to miss out on fun activities with f /
my friends because | don't have the Wl 4%
money.”
- GEN Z

Tgcrage
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® Less than 10 years in AUS

® Total

Concerned about wage

growth & earnings

Concerned about standard
of living

Currently feel happy

Hopeful for the future




COST OF LIVING TRACKER (JUNE 2024) 12

“Like all immigrants who come here for a better
professional life, | also came with that thought of
enjoying a peaceful life with the natural beauty here.
Instead, | got stuck with inflation and rising costs that
require cutting down on travel and exploring the
country. Also, my work-life balance is not exactly what
| had hoped for, with early morning shifts at the bakery
and a demanding schedule. while it’s rewarding, it
doesn’t always leave room for the exploration and ¢
relaxation | had in mind.” e

- RECENT IMMIGRANT

Tgcrcge



HOW SPENDING
PATTERNS ARE
CHANGING




COST OF LIVING TRACKER (JUNE 2024)

AUSTRALIANS ARE
CONSIDERING GIVING UP

L

THE THINGS THAT B
HEM JOY IN THEIR

VES TO ACCOMMO

RING
DAILY

DATE

FOR COST OF LIVING:

“I am really worried about being able to pay my rent,
groceries and other stuff, let alone trying to enjoy

myself and my life.”
- Millennial

Eating out & Socialising
(Special dinners, post work drinks, etc.)

Entertainment & Leisure activities
(Streaming services, Reading, Music etc.)

Shopping for themselves & others
(Clothes, Gadgets, Jewellery, etc.)

Healthy, Quality & Non-Essential Food
(Red meat, seafood, superfoods, etc.)

Snacks, Treats & Desserts
(Chocolate, lollies, ice-cream, etc.)



COST OF LIVING TRACKER (SEPTEMBER 2024)

COST-SAVING STRATEGIES ARE MOVING
TOWARDS MORE DIVERSIFIED & IMMEDIATE
COST-SAVINGS 9

past 6 months

9 within the next 6
Started in the months
Always

done

Shop at clearance sales and

Join loyalty programs outlet stores

Use cashback services 22%

Use coupons and promo . Use online comparison tools
(] .
codes for best price

Utilise price matching

Shop at clearance sales &

outlet stores Bulk buy % Buy second-hand



COST OF LIVING TRACKER (JUNE 2024)

AUSTRALIANS ARE
EXPECTING THIS COL
PRESSURES TO CONTINUE
— EVEN WITH INTEREST
CUTS OR A PAY RISES

Even with a bigger budget some categories will
remain for a while in the ‘spend less on’ bucket and
for others consumers expect price increases in line
with their increasing budget.

Electricity, gas utilities
General Insurance

Total grocery bill

Day trips / Weekend trips
Fuel

Health / personal care products

General Insurance

Medical Expenses

Total Household expenses (rent, mortgage, maintenance)
Total grocery bill

Electricity, gas utilities

Clothing / Apparel

Eating out / Takeaway / food delivery
Homewares home décor
Accessories

Shoes

Entertainment / leisure activities



MOST RESONATING DEALS - BEST VALUE DEALS
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Video plays soon

Woolworths

Shop now >

"This ad from Woolworths

stood out to me in a positive Unlimited ffee delivery

manner as it demonstrates

that companies still do care for leSS thCln $10 a month"
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place onto someone.”



HOW WE CAN MAKE A
DIFFERENCE!




RE-ENGAGEMENT WITH SELF

RE—
WONDERMENT

People are giving up a lot of things that give them
joy, but they are also trying to find new moments
of joy to replace this.

Credit: Stefano Bonazzi



1.1 RE-WONDERMENT 20

OPPORTUNITIES

Consumers dre responding to advertising &
Products that give you a break
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STRONGLY YEARN FOR
THE PAST




REVIVE OR HIGHLIGHT
CLASSICAL PRODUCTS
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HIGHLIGHT BRAND
HERITAGE

BALANCE INNOVATION
WITH TRADITION

CREATE NOSTALGIC
EXPERIENCES




RE-ENGAGEMENT WITH TIME & SPACE

TIME-
FULLNESS

From slowing down in previous years to
speeding up again, we are now reassessing time,
rethinking what it means to us - a shift from
seeing time as chronological, speeding up, out
of control, lack of... to an appreciation of the
pleasure of spending time; kairos versus
chronos, being effective with the time we have.

This information is confidential and the property of T garage.



#1

types of experiences
Australians are looking for
in 2024 are those that help
them to feel calm

SaySe

42%

of Australians
want to make changes
in their lives to help
slow down

SaySo
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of renters feel their

current rental is not
very or not close at all

to their dream home

SaySe







summary

Consumer Sentiment on
hold

People have bunkered down.

Everyone is watching and waiting to
see what happens next.

COL affecting people
differently

Younger people and renters are
struggling.

Boomers and property owners are
generally doing well.

Connect with me as a
human

Consumers are responding to what
makes us feel happy.

Lots moments of joy, looking to
replace them with moments of joy.
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THANK YOU

CultureCast |t

Tgarage - Dig

JED SIMPFENDORFER

Jed.Simpfendorfer@tgarage.com.au
www.tgarage.com.au

ROMINA MUELLER

Romina.Mueller@tgarage.com.au
www.tgarage.com.au

This information is confidential and the property of T garage.
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