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Are we heading back to $11.99 lettuces?

Australians are bracing for the next shock as trust, value and supply collide. Pressure is rising.

Pragmatism is stronger. Australians are not pulling back from life. They are recalibrating how they
spend, what they trust and which brands earn their place.

Australians are alert, not overwhelmed

Global uncertainty is shaping everyday thinking

7 in 10 (69%) cite global Rising energy costs and Climate change remains
con ict as one of the biggest economic settings follow important, but is secondary to
iIssues facing the world closely Immediate pressures

What this means for brands

Australians are highly tuned to risk and instability. Categories linked to security, continuity,
reassurance and reliability have a natural advantage, but only if they show it clearly.

The economic mood has matured

Expectations have reset, not collapsed

48% 25%

expect the economy to worsen over the Only 1 in 4 expect things to
next year improve

This is less about fear and more about realism, particularly among older Australians who
have lived through cycle after cycle.

What this means for brands

Growth narratives based on optimism alone will struggle. Brands that acknowledge reality
and help people plan, prioritise or feel prepared will resonate more strongly.

Australians are spending smarter, not spending less {
Value is being scrutinised across every category .

54% 41% 1he

say they cannot a ord a are holding back on

new car holidays or ights

are delaying phone are postponing major

upgrades household purchases §

What this means for brands

Premium is not dead, but it must be justi ed. Clear value, durability,
usefulness and emotional return are now essential, not optional.

Households are actively adapting
Australians are taking control, not waiting it out

78 % have made or plan to make changes due to rising prices

The most common responses:

3 2 % Cutting general spending 3 O % Buying fewer groceries

These changes re ect intention and agency, not panic.

What this means for brands

This is a fast moving market. Brands that make it easy to choose, save time, reduce waste or
feel e cient are more likely to stay in consideration.

The growth opportunity now

Australians are selective, but still open to
value through transparency, clarity, ci

Q

cCommunicate
d usefulness.

People have not disengaged Trust, fairness and Brands that prove their value
' elevance are increasinalv epeatedlv can still arow. even

In this environment, brands do not win by shouting louder.Thi
elping people teel smarter, sater and more certain in thel

For insights and intelligence to support your brand growth
Please reach out to your Kantar representative or email

marketingaustralia@kantar.com and we will connect you.

Methodology: The Kantar Consumer Sentiment Barometer tracks public attitudes toward global issues, economic outlook, a ordability and behavioural change across
Australia and international markets. The nationally representative sample through was conducted in 20 markets between 7-13 April 2026 (n=1,000 per market).
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