
Know 
the 
times.
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We create a clearer 
picture of the 
trends that inform 
strategic thinking.

We discover the insights, 
tell the story, and guide 
the journey.
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We’re specialists in human 
behaviour.
In studying market and social trends, we observe a 
broad range of human actions and interactions.

Organisations come to us to gain greater knowledge 
and insights into what we call the ‘3Ps’ –  
People, Products, and Places.

People
People are at the core of everything 
we do. All our methodologies are 
designed to understand, explore 
and predict human behaviour in 
different contexts.

•	 Social trends

•	 Demographic forecasts

•	 Consumer insights

•	 Public communications

Products
Brands and products, like all living 
entities, need to be nurtured to 
thrive. Product, consumer and 
brand research is critical for 
sustaining growth and ensuring 
longevity. 

•	 Product development 

•	 Market testing

•	 Brand tracking

Places
Understanding the relationship 
between people and place is key to 
predictive analysis.

•	 Geographic mapping 

•	 Demographic mapping

•	 Future forecasting
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All our services are 
designed to make the 
unknown known.
We utilise the right suite of skills and processes 
that are needed to find the right answers.

At McCrindle we have four categories of service: 
Collect, Analyse, Visualise, Advise.
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+

Collect
There are many ways of collecting data. Our holistic 
research approach combines traditional and innovative 
methodologies to ensure our findings are actionable and 
will have strategic impact.

•	 Consumer studies

•	 Brand and product testing

•	 PR research

•	 Quantitative research 
from multi-country, multi-stage surveys to 
local, single question polls we reveal the story 
the numbers tell us about customers, staff, and 
communities.

•	 Qualitative research 
more than just numbers, our team interprets the 
full nuances of people’s attitudes and behaviours 
through focus groups, in-depth interviews, and 
expert panels.

Analyse
Over the years we’ve developed a range of data analysis 
tools. But our real strength lies in the team that employs 
them. Our team uses skill and know-how to find the story 
in the data and bring insight from information.

•	 Population trends

•	 Segmentation analysis 
communities are becoming more diverse, and 
consumer groups more fragmented. We study 
the emerging subgroups to define and segment 
attitudes and behaviours across generations and 
cultures.

•	 Data analysis 
a picture tells a thousand words, and numbers 
can too. We identify the patterns, correlations 
and trends to see the story that your numbers are 
telling.

We get data, 
but we also get data.

Collect Analyse
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Visualise
Our design team are passionate about bringing our 
findings to life through illustration and animation. We 
create reports and presentations that are immersive, 
stimulating, and memorable.

•	 Infographics

•	 Animated videos

•	 Index development

Advise
As the pace of change accelerates, we help leaders and 
organisations understand the trends that are impacting 
their business. We help them develop strategies to 
ensure that they remain relevant and competitive.

•	 Strategic planning

•	 Executive workshops

•	 Public speaking

•	 Thought leadership

We specialise in future-
proofing organisations.

In a world of ‘big data’, 
we’re for visual data.

Visualise Advise

+
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Demographic SocialEconomic Technological Environmental Legislative

TM

Who is it for?
•	 Senior leadership teams & directors 

•	 Marketing & communications teams

•	 Not-for-profit organisations 

•	 Government entities

•	 Education bodies

DESTEL Strategy Workshop
The DESTEL™ environmental scan was developed 
in-house to provide an environmental scan across 
six categories to detect early signs of opportunities 
and threats that could most impact an organisation’s 
current and future strategic plans.

Through this rigorous approach, an organisation undertaking a DESTEL™ environmental scan is able to leverage the 
combined insights of their executive and senior teams and develop robust and future-focused strategies in response to 
key emerging trends.

“The results helped us to clearly identify the most important 
landscapes and enabled the Sydney Water executive to 
focus further on the important few that will drive future 
strategy.” —  Sydney Water

Sydney Water
Sydney Water’s leadership team undertook a significant 
environmental scan process to align their strategic 
initiatives with the trends shaping the external 
environment. Through this rigorous approach, their 
executive and senior teams were able to develop solid, 
robust, and future-focused strategies in response to key 
emerging trends.

Sydney Metro
Using the DESTEL™ framework, McCrindle assisted 
Sydney Metro’s executive team to form a strategic 
response to the technological trends, demographic 
shifts, social change, and economic realities impacting 
on the future of transport in NSW. 

Future-proofing & strategy for executives.
Our workshops and briefings are designed to equip our clients to manage change. 

In a world of technological disruption and global megatrends, we help leaders understand the forces that shape their 
operating environment so they can future-proof their products and services.
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We don’t just deliver 
the numbers.

We’re storytellers.

We’re committed to delivering 
insights in a way that is compelling, 
memorable, and inspiring.
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Changing times; emerging trends

An analysis of our fast moving times and a snapshot of 
the key trends redefining our society.

 
The ever-changing customer

An overview of today’s macro segments and the 
emerging micro segments and how businesses can 
analyse and track new consumer cohorts.

 
A demographic snapshot of Australia: now and towards 
2030

Drawing on the latest demographic data, we give a 
snapshot of the changes, the trends, the challenges 
and the opportunities for your brand, organisation and 
sector.

McCrindle speakers.
Our presenters deliver keynote addresses at national conferences and specialise in the delivery of executive level 
briefings, strategic retreats, senior team planning days, and in-house training sessions to equip teams with the latest 
strategies to succeed.

The millennial workforce

How to create an engaging culture for a 
multigenerational workforce.

 
Understanding and engaging with Generation Z

This session will equip teachers, trainers and employers 
with the knowledge and skills to engage this post-
literate, multimodal and tech-savvy generation.

 
Communication skills for the 21st Century

This session will teach and model effective 
communication based on an understanding of the 
influence patterns of today’s audiences and strategies to 
best connect.

As Australia’s leading social researchers, 
McCrindle are actively involved in media commentary.
We assist our clients in identifying newsworthy media angles to their research to enable them to communicate 
the insights effectively with the broader public.
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SERVICES

  Population trends

  Data analysis

  Quantitative research

OUTCOMES

  Social trends

  Demographic forecasts

  Public communication

The Shopper’s Pick: 
Understanding 
Australia’s New 
Village Green.
Woolworths
 
Woolworths commissioned McCrindle to conduct robust 
consumer research through a national survey of 2,000 grocery 
buyers, analysis of market data, and trend mapping of ABS 
data. 

The visualised report and infographic outputs delivered the 
insightful, easy-to-consume third edition of the Trolley Trends 
Series generating significant media cut-through.

Developed thought leadership to support a national 
advertising campaign.

T R O L L E Y  T R E N D S  0 5

1 9 8 6 2 0 1 6

46%
Couple & 

kids

25%
Couple 

only

19%
Lone 

person

6%
Single 
parent

4%
Group 
living

$0.68
1 litre milk

$0.24
680g loaf 

white bread

$1.59
500g butter

$1.36
205g tea

H O U S E H O L D  T Y P E S *

H O M E  O W N E R S H I P *

G R O C E R Y P R I C E S

TO P  1 0  C O U N T R I E S  O F  B I R T H  O F  A U S T R A L I A N S  B O R N  O V E R S E A S †

H O U S I N G  T Y P E *

33%
Couple & 

kids

30%
Couple 

only

23%
Lone 

person

11%
Single 
parent

3%
Group 
living

UK 5.1%
New Zealand 2.6%
China 2.0%
India 1.8%
Philippines 1.0%
Vietnam 1.0%
Italy 0.8%
South Africa 0.8%
Malaysia 0.7%
Germany 0.5%

UK 6.8%
Italy 1.7%
New Zealand 1.4%
Yugoslavia 1.0%
Greece 0.9%
Germany 0.7%
Netherlands 0.6%
Vietnam 0.5%
India & Sri Lanka 0.5%
Ireland 0.5%

$1.25
1 litre milk

$1.90
680g loaf 

white bread

$2.75
500g butter

$3.25
205g tea

84%
Detached 
housing

15%
Terrace or 
townhouse

1%
Unit or 
apartment

76%
Detached 
housing

10%
Terrace or 
townhouse

14%
Unit or 
apartment

27%
Renting

33%
Mortgage

40%
Fully own

31%
Renting

36%
Mortgage

33%
Fully own

F U L L-T I M E  E A R N I N G S  A N D  H O U S E  P R I C E S

$23,670
Average full-time 
earnings

$76,278
Median capital city 
house price

$81,146†

Average full-time 
earnings

$695,788‡

Median capital city 
house price

x8.6

x3.4

x3.2
The median house price 
was 3.2 times the avg. 
full-time earnings

x8.6
The median house price 
is now 8.6 times the 
avg. full-time earnings

* 2011, Census Data
† 2015, ABS
‡ 2015, https://reia.asn.au/median-house-price-falls-for-the-first-time-in-three-years/

3 0  Y E A R S 
O F  C H A N G E

T R A N S F O R M I N G  A U S T R A L I A N  C O M M U N I T I E S

R E D U C I N G  A U S T R A L I A ’ S 
S A LT  C O N S U M P T I O N

Woolworths understands the 
important role a healthy balanced 
diet plays in helping Australians to 
live life well. That’s why they have 
a dedicated team of accredited 
nutritionists guiding their activities to 
make sure they offer a wide variety 
of affordable healthy foods, while 
also helping their customers to 
make informed decisions about the 
products they purchase.

For their Own Brand products, 
they have undertaken a range 
of initiatives to meet the health 
expectations of their customers. 
Woolies are committed to providing 
clear and transparent labelling, not 
using additives their customers have 
asked them to remove and improving 
the nutritional profile of their products 
to make healthier choices easier. 

In 2009, as part of their broader 
commitment on health, they 
adopted the Food and Health 
Dialogue targets, a joint government 
and food industry initiative 
established to address poor dietary 
habits specifically focusing on 
reducing the sodium content 
of foods from nine commonly 
consumed categories. 

To date, Woolworths compliance 
to the Food and Health Dialogue 
targets across the nine categories 
has resulted in an 18% reduction in 
salt, which means Woolworths has 
contributed 224 tonnes less salt to 
the food supply. This is equivalent to 
431 wheelie bins or 45 Woolworths 
delivery trucks full of salt.

The top 5 product categories that 
contributed less salt to the food 
supply:

2 2 4
TO N N E S
L E S S  SA LT

T R O L L E Y  T R E N D S  1 3

The Food and Health Dialogue 
initiative has now been 
replaced by ‘The Healthy Food 
Partnership’ – a collaboration of 
preventative health groups, food 
industry bodies and government 
to tackle obesity and encourage 
healthy eating. Woolworths is a 
key stakeholder of the healthy 
food partnership and will 
continue to invest in developing 
products that improve the 
nutritional balance of our Own 
Brand portfolio.

x10

4 3 1 
W H E E L I E  B I N S 
L E S S  SA LT

W O O L W O R T H S 
D E L I V E R Y  T R U C K S  
L E S S  S A LT45

Processed 
meats 
88,010kg less salt

Breads 
70,421kg less salt

Cheese 
24,282kg less salt

Savoury Pies 
10,763kg less salt

Breakfast 
cereals 
9,317kg less salt

S O U R C I N G  A N D  D E L I V E R I N G  L O C A L 
P R O D U C T S

Australians are active in their search for tasty, healthy and affordable 
food, seeing the local grower as integral in this process. Over 4 in 5 (85%) 
Australians have in the past or do currently purchase seasonal fruit and 
vegetables to save money.

Seven Fields Oranges

Seven Fields is a 100% Australian, family-owned company that grows 
premium fresh produce on over 1,000ha in Victoria, South Australia, and the 
Northern Territory. Their oranges are grown in Sunraysia, Victoria, and Seven 
Fields has been a significant supplier of citrus and mangoes to Woolies 
nationally for the last eight years. The fruit is picked into 400kg bins, then 
taken to a pack house, washed, graded and waxed before being dispatched 
to a distribution centre. Locally grown produce ensures quicker delivery time 
to stores and the freshest produce for Woolworths customers.

T R O L L E Y  T R E N D S  0 7

Woolies loves to be involved in 
national and state fundraising 
initiatives, partnering with multiple 
charities to fundraise on their 
behalf. Nationally, Woolworths 
partners with and fundraises on 
behalf of our food rescue partners, 
OzHarvest and Foodbank. In the 
case of Disaster Relief Appeals, 
Woolworths also fundraises on 
behalf of the Australian Salvation 
Army. Woolworths is also currently 
fundraising for the Paralympics for 
the second time this year, helping to 
raise the $7 million needed to send 
the team to Rio 2016.

On a state level, Woolworths 
partners with and fundraises on 
behalf of charities that support 
kids and their families. Fundraising 
partners include Variety, Telethon, 
the Good Friday Appeal, Give me 5 
For Kids, and the Childrens Hospital 
Foundation. As Woolworths 
Queensland’s state charity, the 
Children’s Hospital Foundation 
is at the centre of Queensland’s 
fundraising efforts. Aiming to raise 
$4 million for the Foundation, in 
2016 they are on track to raise 
over $5 million after incredible 
community generosity.

Australians see it as important 
that the local supermarket is 
actively involved in the local 
community, with just over half 
(53%) stating that it is extremely 
or very important that the local 
supermarket supports the 
community by donating food to 
local charities and fundraising 
initiatives.

The local supermarket 
has truly established 
itself as the new 
village green – a place 
for connection and 
engagement with the 
wider community.

Online Shopping

Online shopping has made products accessible to more local people than 
ever, especially those living in isolated areas. Woolworths is able to deliver 
to 96% of Australia through online shopping, including to islands such 
as Magnetic Island and Macleay Island, where Woolworths trucks board 
ferries and barges to reach customers, bringing community to those who 
otherwise have limited access to supermarkets. There are currently 2 million 
Woolworths online customers.

THE 
SHOPPER’S 
PICK
Understanding Australia’s 
new village green

P A R T  O F  T H E  W O O L W O R T H S 
T R O L L E Y  T R E N D S  S E R I E S

Research and visualisation by

69% of Australians 
change the meals they 

cook at home based 
on the season.

T R O L L E Y  T R E N D S  1 1

A U S T R A L I A ’ S  S E A S O N A L  P E R S O N A L I T I E S

Australians are impacted in different ways by the changing seasons. Some prefer the cold, others love the heat 
of summer. When winter comes calling, do you bunker down in the house and wait it out, or ride out the season 
like nothing has changed? Does your cooking routine remain the same or do you change the menu to satisfy your 
cravings for richer, heavier foods? Australia’s Seasonal Personalities explores the different personalities of Australians 
and the impact seasons have on their lifestyle. Which Seasonal Personality are you?

Spend more time in winter 
cooking meals than in summer. 

The taste of food in winter is the 
biggest motivator for spending a 

night in rather than going out.

View grocery shopping as an 
opportunity to see new product 
innovations and try new items 

(somewhat/strongly agree).

Health food products are a part 
of the weekly shop 

(at least one product).

Adapting Cocooners
You’re susceptible to the onslaught of winter, and 
love the opportunity to snuggle at home, unfazed 
by the prospect of missing out on social activities. 
In fact, you prefer to bring the dinner party home, 
inviting friends over to socialise in the warmth of 
your own home over a hearty soup or casserole.

Acclimatising Socialites
You embrace the change of season from autumn 
to winter, accepting it as a reality but not letting 
it interrupt your social life. You change the meals 
you prepare to satisfy your need for nourishing 
comfort food.

Consistent Nesters
Your cooking habits are not affected by the turn of 

the season but you love the comfort of the home 
in winter. You don’t hesitate to say no to a social 
engagement, especially on a cold night, to curl 

up in front of the heater to watch a good movie or 
read the next book on your list.

Habitual Connectors 
Of all Australians, you are the least affected by the 

changing seasons. You like to maintain the same 
routines as in summer, never turning down a social 

engagement even in the event of poor weather, 
and stick to your year round menu choices.

31% of Australians say no to social 
engagements during winter at 

least a couple of times a month 
because they prefer to stay home.

69% of Australians say no to social 
engagements in winter no more 

than once a month as they would 
prefer to go out than stay home. 

31% of Australians do 
not vary the meals 
they cook at home 

based on the season.

AC   AS   HC   CN AC   AS   HC   CN AC   AS   HC   CN AC   AS   HC   CN

60%

46%

18%

31%

13%
3% 3% 2%

64%

44%

25%

42%

67%

32%

50% 51%
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SERVICES

  Brand and product testing

  Qualitative research 

  Infographics

  Thought leadership

OUTCOMES

  Consumer insights

  Product development

  Market testing

“Genuinely a partnership to get the best 
results. The abilities of the McCrindle team 
to enhance outcomes through inclusion 
of relevant demographic data, as well as 
the smartly designed infographics yields 
a more ‘complete’ set of insights than any 
other research company we have used 
over the last three years.”

Legend, country of birth:

Fast facts

Where:

Languages:

Religions:

Cultural values:

Indochina Peninsula in Southeast Asia

Vietnamese. May speak Chinese (usually Cantonese), English,
French and Khmer

Majority are Buddhist. 20-30% Catholic

Respect for authority and avoidance of conflict.
Polite, guarded and non-confrontational.
Modesty and privacy.

History of migration to Australia

1975

1978

1992 onwards

Comprised mainly of an educated and privileged sector

The large-scale exodus of ‘boat people’ from Vietnam

Family reunions resulted in a third wave of arrivals

Top 12 (non-English speaking) places of birth of Sydney's
65+ population

Ranking

1

2

3

4

5

6

7

8

9

10

11

12

Country of birth

Italy

China

Greece

Lebanon

Vietnam

Malta

Germany

Croatia

Egypt

India

Philippines

Netherlands

Sydney 65+ population

22689

20953

17157

8841

6339

6272

6006

5598

5224

5191

3988

3617

A snapshot of Sydney’s 65+ Vietnamese community

Top 10 Sydney suburbs with the largest number of
Vietnamese 65+ residents

Rank

1

2

3

4

5

6

7

8

9

10

Suburb

Cabramatta

Bankstown

Canley Heights

Canley Vale

Bonnyrigg

Marrickville

Fairfield

Yagoona

Cabramatta West

Lidcombe

Number of 65+ residents
born in Vietnam

living in this suburb

635

371

280

236

172

166

157

155

155

147

26%

12%

23%

22%

23%

5%

8%

7%

18%

9%

% of 65+ residents
born in Vietnam

living in this suburb

0 10 20 30 40 50 60 70 80 90 100

0%

1%

2%

3%

4%

5% 37 39 4436 67

Need for assistance with core activities

Vietnam

China

Malta

Philippines

All Sydney

% of 65+ Sydney residents who have need for
assistance with core activities*

34%

25%

20%

25%

20%

English proficiency

Vietnam

China

Malta

Philippines

All Sydney

% of 65+ Sydney residents who speak
English 'not well' or 'not at all'

82%

71%

11%

14%

14%

Religion

Vietnam

China

Malta

Philippines

All Sydney

Main
religion

67%

42%

98%

98%

75%

Buddhism

No religion

Christianity

Christianity

Christianity

% of 65+ Sydney residents
who adhere to this religion

Age profile of CALD communities in Sydney

Median Age (Australia)

Australia's Vietnamese community is
older than the national population, with
a median age of 44 compared to 37.

*Defined as those people needing help or assistance in one
or more of the three core activity areas of self-care, mobility
and communication, because of a long-term health condition
(lasting six months or more), a disability (lasting six months or
more), or old age.

44% of Sydney's 65+ population who were
born in Vietnam do not speak English well,
and a further 38% do not speak English at all.

67% of Sydney's 65+ population who were born in Vietnam
identify as Buddhists and a further 18% identify as Catholic.

Home ownership Living alone Internet connection

Vietnam

Australia

40%

76%

% of those aged 65+ who own
their home outright

Vietnam

Australia

9%

24%

% of those aged 65+ who live
alone

Vietnam

Australia

32%

37%

% of those aged 65+ who have no
internet connection

*List includes all countries of birth outside of Australia except England, New Zealand, and Scotland. 26% of those aged 65 or older living in Cabramatta were born in Vietnam.

ChinaVietnam Malta Philippines All Sydney/Australia population

Individuals born in Vietnam
make up the 3rd largest CALD
community in Sydney (after
China and India).

These individuals comprise the
5th largest 65+ community in 
Sydney of those born in non-
English speaking countries.

Legend

Vietnam

China

Malta

Philippines

All Sydney

*China includes Hong Kong, Macau and Taiwan
*Sydney is defined as Sydney SUA (Significant
Urban Area)

ABS 2011 Census

ABS Estimated Resident Population by
Country of Birth, Median Age and Sex
Ratio, 30 June 1992 to 2013

Sources:

Vietnamese perspectives on ageing, retirement and care

Top engagement tips

Migrant

I have not heard very much
about home care services. 

When I say that I’m a carer they
don’t know what I’m talking
about.

No Vietnamese person wants to
go into a nursing home.
It is their worst fear.

When they hear about nursing
homes they get scared and
associate it with people being
treated badly.

I have never heard about
retirement villages. Renting
would be preferable, as it is
a�ordable, gives me choice and
flexibility.

Home care services could be an
entry point to bringing concepts
of aged care.

Awareness and perceptions of aged care servicesCultural expectations of retirement and ageing

Infographic by

Migrant Son or
daughter

ARV sta�

It is our hope and dream to live
with our children as we grow old.

Putting my mum in a nursing
home would be the very last 
thing that I would do.

Vietnamese people look after
their family until the day they die.

There’s a kind of taboo of moving
out of home as an older person.
Others think there’s a flaw in the
family like, ‘Why aren’t the kids
looking after you?

We must adapt to the lifestyle
that this country brings.
My children have their own lives
and work commitments so I
don’t know if they can look after
me when I’m older. 

It’s not something that elderly
people will talk about with their
kids.

Co-existence

Migrant Son or
daughter

I would prefer living with other
Vietnamese people.

It’s important for them to talk
and relate to people, and not to 
need an interpreter if they are ill.

Engagement and communication

Migrant Son or
daughter

People I would speak to are:

    • My children
    • My spouse
    • My GP 

The link that elderly people have
is with their family doctor – they
trust their GP.

I would find information from:

    • Friends

    • Health professionals working
       in the community

    • Family GP

Perceptions of ARV

Migrant

I have never heard of ARV.
I don’t know what ARV stands for.
I don’t know what the term
‘Anglican’ means.

Organisations with a religious
background can be trusted,
but they are all seen as the
same thing.

Vietnamese
expert

Organisations already delivering aged care services to the
Vietnamese community in Sydney

Organisation Services provided

Australian Vietnamese Aged Care
Services (AVACS)

Australian Nursing Home Foundation

SummitCare

Yagoona Nursing Home

Residential Care

Home care
Information and Advocacy Services

Residential Care

Residential Care

Migrant

In any facility I am looking for:

    • Location close to Vietnamese community
    • Social environment with other Vietnamese 
    • Peace and familiarity

Design of services for Vietnamese communities

Top media channels accessed

Get the community talking
Vietnamese individuals love to talk and if a service is provided that meets
their needs, word of mouth is the fastest way that news will spread.

Connect with GPs
Vietnamese migrants rely on their GP for instructions and trust their GP
for information.

Work with cultural groups
A range of cultural groups gather seniors on a weekly basis.
Working with these groups is a great entry point.

Target local areas and suburbs
Vietnamese communities in Sydney are concentrated heavily in

specific suburbs. Working with local pharmacies, social workers, 
health professionals and businesses is the best way to connect. 

Create exposure at Vietnamese events
A number of events throughout the year gather large cohorts of
Vietnamese individuals, particularly moon festivals and lunar new
year festivals. These events are significant connection points.

SBS Radio
2VNR Radio

Viet Luan
Van Nghe
Saigon Times
Chieu Duong

SBS TV
Channel 10
Channel 9
Channel 7
BBC

1
2
3
4
5

Methodology: 10x in-depth interviews with long-term Vietnamese migrants, 1x focus group
and 1x in-depth interview with Vietnamese ARV sta�, 1x Vietnamese expert interview.

Research conducted by McCrindle in June and July 2015.

Understanding older 
migrant communities.
Anglicare
 
Anglicare engaged us to understand Sydney’s older Chinese, 
Vietnamese, Filipino, and Maltese communities to better meet 
the aged care needs of these migrant groups. 

We conducted almost 40 in-depth interviews and ten focus 
groups in English, Cantonese, Mandarin, and Vietnamese. 

The results provided Anglicare with a comprehensive overview 
of the differences in aged care preferences within each 
migrant community, informing the development of specific 
retirement living and residential aged care facilities.

An industry-first, Anglicare have been able to share these 
insights at sector-wide aged care conferences on multiple 
occasions.
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Projecting future 
student enrolment 
numbers.
Association of Independent 
Schools NSW
 
We projected New South Wales’ Independent School 
student population by 2031 using data supplied by the NSW 
Department of Planning, ABS, and AISNSW. We also projected 
future market share of the independent, Catholic, and 
Government sectors.

The insights were presented at an industry briefing for the 
independent school sector and led to initiative by AISNSW that 
engages independent schools to respond more intentionally to 
these growing school numbers.

SERVICES

  Population trends

  Data analysis 

  Public speaking

  Thought leadership

OUTCOMES

  Demographic modelling

  Public communication

  Future forecasting

“The research assisted us to plan 
for growth. The data has also been 
used to shape dialogue with the NSW 
Government regarding the need for 
additional capital funding required for 
educational infrastructure in the future.”
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FOOD INSECURITY IN REGIONAL & REMOTE 
AUSTRALIA
Almost a third of Australians (29%) experiencing food insecurity live in regional and remote areas. There are several 

unique challenges that come with living outside major cities including:

WHICH AUSTRALIANS ARE MORE LIKELY TO 
EXPERIENCE FOOD INSECURITY?
When it comes to food insecurity, those affected come from all age groups, backgrounds and circumstances.  

However, some groups are consistently overrepresented.

Those living outside major cities are more likely to say 

there is just not enough money in the first place when 

asked why they are unable to buy enough food (55% 

compared to 45% of those living in major cities). 

Australians living in regional and remote areas are more 

likely to feel inadequate (44%) and isolated (38%) as 

a result of food insecurity, compared to those in major 

cities (29%, 25% respectively). They are also more likely 

to report that they were unable to invite friends over 

because they ran out of food (32% compared to 26% of 

major city dwellers).

LESS MONEY IN THE FIRST PLACESOCIAL PRESSURE

RENTERS LONE PERSON HOUSEHOLDSYOUNG PEOPLE 
GEN Z & GEN Y

FIRST & SECOND 
GENERATION AUSTRALIANS 
PARENTS BORN OVERSEAS

UNEMPLOYED ABORIGINAL & TORRES 
STRAIT ISLANDERS

% of the Australian population % of those experiencing food insecurity

2 Australian Bureau of Statistics, 2016 Census of Population and Housing 
3 Australian Bureau of Statistics, 2016 Census of Population and Housing (same for all except unemployed) 
4 Australian Bureau of Statistics, Labour Force, Australia, July 2017

3

4

31%

34%

28%

6%

11%

2%

48%

43%

38%

12%

22%

7%

Shedding light on a 
national crisis.
Foodbank
 
We surveyed Australians experiencing food insecurity, and 
then used the data to provide copywriting and visual design for 
the Foodbank Hunger Report as well as infographic output.

The report has assisted Foodbank in raising awareness of 
food insecurity, with the insights used to stimulate public 
conversations and lobby decision-makers on issues relating to 
food and household insecurity.

SERVICES

  Qualitative research

  Consumer studies

  Thought leadership

OUTCOMES

  Social trends

  Public communication

“The report 
underpins advocacy 
and education with 
all our stakeholders, 
from government 
and food industry to 
the general public.”

16 FOODBANK HUNGER REPORT 2017
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WHO EXPERIENCES FOOD 
INSECURITY IN AUSTRALIA?

Being employed does not guarantee that a person will 

not experience food insecurity. Almost half of those 

experiencing food insecurity (48%) are employed in 

some way (either full-time, part-time, casually or self-

employed). Despite being employed, however, these 

individuals and families still find it difficult to make  

ends meet.

Young Australians, including children, are more likely to 

experience food insecurity than the general population. 

When it comes to food insecurity the youngest 

members of our society are not exempt. Two in five 

(40%) households experiencing food insecurity are 

families with dependent children and most (89%)  

of these children are very young (0-12 years old).  

Children represent more than a quarter (27%) of  

those receiving food relief from Foodbank’s agencies.  

In addition to this, Foodbank also provide regular  

school breakfasts to over 100,000 students around 

Australia. 

Australia’s young adults are also at risk of food 

insecurity. While Generation Y and Generation Z (18-

37 year olds) make up 28% of Australia’s population 

The largest numbers of people seeking food assistance 

are doing so because they are struggling to afford daily 

necessities on a small income. While Foodbank agencies 

provide food assistance to a diverse range of groups, 

including those struggling with unemployment (64%), 

homelessness (39%) and substance abuse (19%), the 

most common group that they assist are individuals and 

families living on a low income (81%).

IT’S NOT ALWAYS THOSE ONE MIGHT EXPECT. THE FACE OF FOOD 
INSECURITY IS DIVERSE IN AUSTRALIA, RANGING FROM YOUNG TO OLD, 
FROM EMPLOYED TO UNEMPLOYED, AND FROM CITY TO COUNTRY

TWO IN FIVE HOUSEHOLDS (40%) 
EXPERIENCING FOOD INSECURITY ARE 
FAMILIES WITH DEPENDENT CHILDREN. 
MOST OF THESE CHILDREN (89%) ARE 

UNDER THE AGE OF 12.

ALMOST HALF OF 
FOOD INSECURE 
AUSTRALIANS (48%) 
ARE EMPLOYED.

THE MOST COMMON 
GROUP THAT FOODBANK’S 
AGENCIES ASSIST ARE 
LOW-INCOME INDIVIDUALS 
& FAMILIES (81%).

WORKING AUSTRALIANS ARE NOT IMMUNE

AUSTRALIA’S YOUNG PEOPLE OFTEN GO HUNGRY
overall2, they represent a much greater proportion of 

those experiencing food insecurity (38%). Young people 

also tend to experience food insecurity more frequently 

than older generations. Over a third of food insecure 

Generation Ys and Generation Zs (34%) go hungry at 

least once a week, compared to 24% of Gen Xs and 

21% of Baby Boomers. 

Daily - it is a constant
problem that I face

A few times a week

Others need help more than they do

This is because they feel:

Proportion of individuals assisted in each age group:

Embarrassed Ashamed
42%4%

11%

11%

18%

16%

10%

29%

7% 20% 18% 43% 12%

46%

652,000

36% 33%

When individuals are faced with food insecurity, seeking food 
relief from a charity is not the most common first point of call. 

Almost half (48%) of food 
insecure Australians are 
employed in some way.
(either full-time, part-time, 
casually or self-employed).

2 in 5 households (40%) 
experiencing food insecurity 
are families with dependent 
children. Most of these 
children (89%) are below 
the age of 12.

Australia’s young adults are also at risk of food insecurity.
They (Gen Z & Gen Y) represent:

Almost a third of Australians (29%) experiencing 
food insecurity live in regional and remote areas.

of the Australian population

of those experiencing food insecurity

In fact, less than half of food insecure Australians 
(46%) have sought assistance from a charity. 

Foodbank provides food 
assistance to over

of whom are children.Australians every month...

3.6 million Australians (15%) 
have experienced food 
insecurity in the last 12 months.

Of these, 3 in 5 experience 
food insecurity at least once 
a month.

3.6

Once a week

Fortnightly

Monthly

Quarterly

Once or
twice a year

0-5 6-17 18-25 26-64 65+

10% 65,000 37%
The increase in the number of individuals 
seeking food relief from charities in the 
last 12 months. 

The number of people seeking food relief 
each month who are unable to be assisted 
by charities. 

The percentage of charities meeting the 
full needs of the people they assist. 

27%

28%

38%
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SERVICES

  Consumer studies

  Segmentation analysis

OUTCOMES

  Social trends

  Consumer insights

  Public communication

“The research was a key element behind 
the success of our campaign. The insights 
generated were thought-provoking and 
relatable, and helped us secure some 
positive and wide-reaching TV, print, online 
and radio coverage in top-tier media.”

08  DARE TO DREAM

27% of Australians 
prioritise short 
term purchases 
over long term 
financial goals

AUSTRALIA’S FINANCIAL DREAMER PROFILES

Working-age Australians have 

different attitudes towards their 

financial futures. Some prefer 

investing in long term goals; while 

others spend their money as 

soon as they earn it. Risk taking 

varies, with some willing to take 

significant financial risks, while 

others prefer to play it safe, only 

taking calculated risks, or none 

at all. Many dream about the 

future and consider the steps 

they can take to make it a reality, 

while others deal with the reality 

before them and instead live in the 

present. 

The Australian Financial Dreamer 

Profiles help categorise our risk 

and dream behaviours into four 

personalities.

What’s your Financial Dreamer 

Profile?

Poker Master (12%)
You’re daring when it comes to your finances, 
and willing to take substantial risk for 
significant gains. You’re often spontaneous 
when it comes to spending, preferring to 
focus on attainable short term financial goals 
but constantly on the lookout for ways to 
improve your current financial situation. You 
tend not to make rigid plans about your 
financial future, choosing instead to go with 
the flow and enjoy having the freedom to 
take opportunities as they come.

Easy Rider (15%)
Whilst often spontaneous when spending 
money, you like to play it safe and minimise 
financial risks you take. You tend not to 
make plans about your financial future, 
preferring instead to go with the flow, 
maybe weighing up the pros and cons, but 
coming to a decision based on whatever 
feels right at the time. You might have some 
vague ideas about what you’d like your 
financial future to look like, but few rigid or 
concrete plans.

Mover & Shaker (33%)
You are willing to take calculated risks for 
significant gains, and are focused on saving 
for the future. You’re more of a dreamer 
than the average Australian when it comes 
to imagining what your financial future 
could look like but you’re not content 
to let your dreams stay dreams. You are 
motivated to turn those dreams into reality 
by seeking advice and making a plan for 
your financial future.

Rule Keeper (40%)
You like to play it safe by taking minimal to 
zero financial risk. You’re likelier than the 
average Australian to be dreaming about 
your future more frequently than you were 
five years ago. You are somewhat satisfied 
with what you’ve achieved in life so far, 
but you’ve got your eyes on the horizon 
and are more likely to be influenced by 
the facts than your gut feeling, preferring 
to thoroughly research all of your options 
before making calculated decisions.

45% of Australians are 
willing to take significant 

risks to increase their 
chance of large returns

55% of Australians are risk 
averse and minimise the 
financial risks they take

73% of Australians 
are invested in the 
future and saving 

for long term 
financial goals

Find your Dreamer Profile at www.fpa.com.au/dreamerprofiles

Dare to Dream 
Campaign.
FPA
 
McCrindle worked with the Financial Planning Association of 
Australia (FPA) to develop an industry-first thought leadership 
piece on Australia’s financial hopes and fears. 

The campaign assets – a visualised report, digital infographic, 
and shareable web quiz – were supported by commentary 
from the McCrindle team and assisted in generating national 
news headlines.

The media outputs delivered by McCrindle were used in the 
Dare to Dream campaign which won the CommsCon Award for 
the best use of research/insights.
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Measuring the 
liveability of Sydney’s 
suburbs.
Urban Taskforce Australia
 
Urban Taskforce Australia wanted to understand more about 
which parts of Sydney have become most urban and what the 
ingredients are that make a suburb a great place to live.

We created the Urban Living Index as an ongoing measure 
of the liveability of Sydney suburbs. The index considers 
affordability, community, employability, amenity and 
accessibility to determine an overall liveable rating out of 100. 

The data has been used by developers as well as local 
governments and urban planning agencies.

Demographic and geomapping data is hosted on 
urbanlivingindex.com and assisted Urban Taskforce in 
generating significant brand positioning as market leaders in 
urban development.

SERVICES

  Population trends

  Data analysis

  Index development

  Thought leadership

OUTCOMES

  Public communication

  Geographic mapping

  Demographic modelling

“The Urban Living Index has been a key 
tool for us engaging stakeholders. The 
insights have generated ongoing discussion 
in the industry. The McCrindle team are 
knowledgeable, insightful, and quick to 
turn ideas into strategic deliverables.”
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Fresh research for a 
fast-growing brand.
HelloFresh
 
McCrindle was engaged to help HelloFresh better understand 
cooking behaviours among Australians.

HelloFresh was able to leverage the insights for national media 
activity, adding robustness to their marketing campaigns and 
brand story.

SERVICES

  PR Research

  Consumer studies

  Segmentation analysis

OUTCOMES

  Market testing

  Social trends

  Consumer insights

  Public communication

“The research helped us to extract insights 
from the depth of our data we have about 
our customers and the benefits of HelloFresh 
by juxtaposing it with the challenges and 
stress felt by Australian cooks.”
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A I N  T H E O F

I N  T H E

week life cooks
Aussie home

$

!

I M A G I N E  H AV I N G

each year
6 extra days

tuesdays

D I N N E R  D E C I S I O N  FAT I G U E

N O T  O N LY  A R E  A U S T R A L I A N S  F I N D I N G  I T  S T R E S S F U L  
C O O K I N G  F O R  T H E I R  H O U S E H O L D ,  B U T  ‘ F O O D  I N S P I R AT I O N ’  

C A N  S O M E T I M E S  C R E AT E  O V E R W H E L M I N G  E X P E C TAT I O N S .

9

There are many ups and downs when it comes to cooking dinner during 
the week. Many Australians are experiencing a disconnect between their 
intentions and expectations, and the reality of weeknight dinners.

Three in four Australians (74%) are likely to 
prepare five or more of their seven weekly 
dinners at home.

More than two thirds of Australians (68%) feel that they’re 
often too busy to find recipes or meals that their whole 
family/household will enjoy.

Half of Australian parents (52%) suggest that their children 
are the most difficult people to cook for.

Australians also value creating meals from scratch, 
with three out of five (61%) weeknight meals created 
with fresh, raw ingredients such as meats and 
vegetables. 

The main reasons Australians choose to cook on weeknights are:

Standing in queues (26%)

Buying more than is needed (15%)

Dealing with other shoppers (14%)

Many Australians have a desire to cook homemade meals on weeknights.

The average Australian spends:

The three worst things about shopping at the supermarket:

A U S T R A L I A N S  VA L U E  H O M E M A D E  M E A L S

hours

3.3days

6.4days

A LT H O U G H  A U S T R A L I A N S  VA L U E  C O O K I N G  M E A L S  
AT  H O M E ,  M A N Y  P E O P L E  F I N D  I T  D I F F I C U LT  T O  
F I N D  T I M E  T O  P L A N  F O R  T H E I R  W E E K LY  M E A L S .

D E S P I T E  B E I N G  B U S Y  &  T I M E  P O O R ,  M A N Y  
A U S T R A L I A N S  S T I L L  A L L O C AT E  T I M E  I N  T H E I R  

W E E K  T O  S P E N D  AT  T H E  G R O C E R Y  S T O R E .

Having to cater to multiple food needs or preferences is 
the number one stress-factor for Australians, when 
deciding what to cook for dinner (35% of Australians say 
this causes stress in their household).

9 hours per year looking for a car spot at 
the supermarket.

A total of 6.4 days (153 hours) per year 
dedicated to doing the groceries – time 
spent from door to door.

Three in five Australians (62%) find deciding what to 
cook for dinner at least slightly stressful.

More than half of Australians (54%) feel that throwing 
a dinner party or cooking for their family or household 
can sometimes be more stressful than going to work.

Three in ten Australians (30%) would rather do 
household chores, such as cleaning the bathroom, 
than cook for their household.

44% of Australians who disagree with members of their 
household about weeknight dinners say the most common 
disagreement is deciding what to cook for dinner. 

One in five Australians (20%) have set meals for some 
or all nights of the week.

Four out of five Australians (81%) 
feel that cooking shows and other 
food inspiration can create high 
expectations for home cooks.

The top 5 factors preventing Australians 
from trying recipes from food media:

I N S T E A D  O F  S P E N D I N G  T I M E  
D O I N G  T H E  G R O C E R I E S .

3.3 days (78 hours) per year in the grocery 
store, selecting ingredients.

1

2

3

O F  L E I S U R E

! ?

38% 35%

32%
Having to do another shop to 
get the needed ingredients.

29%
The recipes can seem too 
hard or technical.

30%
Not having enough time.

1

3 4 5

2

A U S T R A L I A N S  H AV E  A  S T R O N G  D E S I R E  T O  B E  M O R E  
A D V E N T U R O U S  I N  T H E  K I T C H E N  A N D  T O  C R E AT E  A  

VA R I E T Y  O F  H E A LT H Y  W E E K N I G H T  D I N N E R S .

G U I LT  A R O U N D  W E E K N I G H T  C O O K I N G

TA K E AWAY  M E A L S

In the average Australian home, 10% of weeknight meals are takeaway meals.

Australians can often experience guilt when thinking about their weeknight 
meals. 

More than a third (36%) of Australians feel guilty about not cooking enough 
healthy meals for their household’s weekly dinners

Nearly nine out of ten Australians (87%) have 
a desire to be more adventurous in the 
kitchen, trying out more meal options and 
different cuisines. 

29% feel guilty about cooking the same meals week after week

10%
Takeaway meals

are cheaper

Top excuses for not cooking on a weeknight:

18%
Cooking takes too

long and I don’t
have time

16%
I can’t be bothered

cleaning up

13%
Someone else in my
household is better
at preparing meals

McCrindle surveyed 1,005 Australians who grocery shop (aged 18 

to 95) on their experience of cooking dinners during the week. 

The survey was in field from 23 January to 27 January 2017.

 Research and infographic by: Commissioned by:

61%
Keeping household 
costs to a minimum.

52%
Homemade meals 
taste better.
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Changing 
perceptions of 
VET in Australia.
Skilling Australia
 
Skilling Australia engaged us to develop thought-provoking 
content that would change public perceptions on the value of 
a VET education in Australia.

We gathered data relating to employment outcomes, benefits 
to employers, and the value that Vocational Education and 
Training bring to Australia’s economy and paired this with in-
depth interviews and a study of 1,000 Australian adults.

The 30-page visualised insights thought leadership report led 
to national news articles and widespread public conversations 
around the value of the VET sector to Australia’s future 
sustainability.

SERVICES

  Quantitative research

  Thought leadership

OUTCOMES

  Social trends

  Public communication

“The report has allowed us to highlight 
false perceptions of the VET sector held 
across our nation. McCrindle’s insights 
and deliverables have empowered our 
conversations with policy-makers and 
industry bodies to consider a more 
sustainable workforce across Australia 
that sees Vocational and Educational 
Training as a key solution.”

May 2017

mccrindle.com.au

Perceptions Are Not Reality: 
myths, realities & the critical role of vocational 
education & training in Australia

Perceptions are not reality: myths, realities & the critical role of vocational education & training in Australia 5

Myth #1 
VET graduates earn low wages

One in five Australians (21%) believe one of the 

main reasons Australians are increasingly choosing 

to undertake university courses over VET/TAFE 

courses is because of the perception that VET 

graduates earn lower wages than university 

graduates.2   

Of these Australians, 68% indicated that they 

believe the average VET graduate earns at least 

$10,000 less than the average university graduate.^ 

Close to one in three (31%) believe that the wage 

gap is more than $20,000.3   

Fact 
VET graduates earn wages comparable 
to, if not exceeding, that of university 
graduates

The median full-time income for a VET graduate is 

$56,000.4 The median graduate salary for students 

completing a Bachelor’s degree is $54,000.5

VET graduates also have the capacity to earn 

higher salaries than many Bachelor degree 

graduates: the highest average starting salary for 

a VET qualification (Certificate IV in Hazardous 

Areas – Electrical at $85,4006) is higher than the 

highest starting salary with a Bachelor-level degree 

(Dentistry at $80,0007).

A ustralia’s Vocational Education & Training 

(VET) system is internationally respected 

for its ability to deliver flexible, relevant 

and responsive education and training to explicit 

national quality standards.  

 

However, multiple misconceptions surround the 

VET industry. Compared with university, VET 

is often considered the poor second cousin, 

seemingly receiving less positive attention in the 

media, among career counsellors and, significantly, 

with parents.

Confusion about career earnings, employability 

and course relevance have led to a culture of 

belief that only university qualifications guarantee 

a future career. 

A recent national survey of 1,010 Australians found 

that four in five parents* (79%) would prefer their 

children go to university after leaving school rather 

than undertake a vocational training pathway.1 

However, this confusion is largely grounded in a 

lack of awareness, and there are many reasons 

why younger Australians and their parents should 

seriously consider VET options when planning a 

pathway to a career.

Despite being unfashionable in some 
quarters, VET continues to deliver great 
results in a range of areas and, because 
of its links with industry’s cutting edge, 
has proven itself to be more flexible, 
adaptable, practicable and up-to-date 
compared to its university counterparts. 

The core of the myths and false perceptions 

surrounding VET simply do not stack up against 

the facts.

Myth #2 

VET graduates struggle to find work

In Australia today, it is a commonly held view that 

university is the only road to a full-time career. 

Nearly three in ten respondents (28%) felt that the 

main reason Australians choose university over 

VET is because university graduates find work 

more easily.
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Who we’ve worked with.

C
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Phone	 +61 2 8824 3422

Email	 info@mccrindle.com.au

Website	 mccrindle.com.au

Address	 Suite 105 Solent Circuit, 
	 Baulkham Hills, NSW 2153

markmccrindle

mccrindleresearch

mccrindle

mccrindleresearch

Get in touch.


