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Are Aussies Happy?




Overall Happiness

Over the past 12 months, happiness has remained steady across the population, but Gen X and lower-income households are feeling less content, while older and
higher-income groups report stronger wellbeing.

How Happy Are You?
2024 2025 By Generation & Household Income (2025)

0 26%
17% 15% Zo 16% 17% 15% 15%
GenZ Millennials Gen X Boomer Lessthan $50,000- $100,000- $150,000 +
20% 18% $50,000 $99,999  $149,999

M Feeling Great M Ina Good Place M Holding Steady Doing It Tough

Q16. Thinking about this moment in time, how happy are you?

3 Base: 2025 n=1,000, 2024 n=1,009 fifth
Fifth Quadrant Consumer Tracker | Consumer Sentiment and Christmas Spending Habits 2025 quadrant



Financial Position

63% of Australians claim to be in a financial position that is either comfortable or manageable, leaving more than one-third of the population in a tenuous situation
including 10% that don't have enough money to meet all household expenses. As expected, financial vulnerability strongly correlates with lower wellbeing and happiness.

How would you describe your current financial position?

63%
of Aussies are

Comfortable or
Managing

u Comfortable: | have enough
money to live comfortably

Managing: | have enough
B money to meet household
expenses with a little left over

Great Place Steady Tough
Comfortable 14% 4% 0%
Managing 48% 24% 11%
Surviving 14% 26% 40%
Barely Coping 5% 11% 28%

Surviving: | only have enough
money to meet household
expenses, but nothing more

Barely Coping: | don't have
B enough money to meet all my

household expenses

All Australians - 2025

Q13. How would you describe your current financial situation?

4 Base: 2025 n=1,000, 2024 n=1,009 flﬁ:h
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Household Concerns

Cost pressures remain the dominant household concern, with energy bills and essential product affordability still weighing most heavily. While some pressures have
eased slightly, concerns around debt and job security are beginning to edge upwards, highlighting ongoing financial tension for many households.

Main concerns for your household (next 12 months)
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Q15. Thinking about the next 12 months, what are the main concerns for your household?
5 Base: 2025 n=1,000, Gen Z n=195, Gen Y n=344, Gen X n=233, Boomer n=228, 2024 n=1,009, Gen Z n=182, Gen Y n=311, Gen X n=282, Boomer n=234 fiﬁ:h
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Household Concerns

Financial strain still rises sharply as comfort declines, but the picture is shifting: even comfortable households are experiencing small increases in key concerns. Debt and
job security worries are also creeping upward across most groups, suggesting a broad lift in financial anxiety beyond those already under the most pressure.

Main concerns for your household (next 12 months)

All Australians Comfortable Managing Surviving Barely Coping
i oo I 1% I 49% S 60% 68% I 73%
Rising energy bills 61% 45% 59% 68% 80%
Cost of essential G 56% I 39% I 53% 68% I 32%
products 58% 32% 56% 69% 81%
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Affordable healthcare 34% 530 320 1% 16%
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payments 31% 15% 26% 40% 59%
B 24% B 15% B 2% 33% I 40%
Debt payments 20% 12% 16% 26% 40%
Job security N 23% 9% I 25% 22% . 25%
20% 18% 20% 20% 28%
Cost of childcare/ R 14% M 3% Bl 14% 12% B 19%
education 13% 13% 15% 12% 13%
B 9% Bl 20% B 3% 3% I 3%
None of the above 3% 51% 6% 3% 1%
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Q15. Thinking about the next 12 months, what are the main concerns for your household?
6 Base: 2025 n=1,000, Comfortable n=214, Managing n=423, Surviving n=272, Struggling n=91, 2024 n=1,009, Comfortable n=189, Managing n=435, Surviving n=288, Struggling n=97
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What does this mean for
Christmas this year?



Christmas Spending

Despite ongoing cost-of-living pressures, Christmas spending is set to rise by 11% this year, but this growth is driven almost entirely by comfortable and managing
households, both lifting their budgets by double digits. In contrast, surviving and barely coping households are cutting back further, reducing spend by 6% and 4%
respectively.

How much do you expect to spend in total on Christmas gifts this year?

Average spend ($ AUD), 2024 vs. 2025

All Australians Financial Situation
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Q25. Thinking about all of the Christmas gifts you are planning to buy (for friends, family, work colleagues etc), how much do you expect to spend in total on Christmas gifts this year?
8 Base: 2025 n=1,000, Comfortable n=214, Managing n=423, Surviving n=272, Struggling n=91, 2024 n=1,009, Comfortable n=189, Managing n=435, Surviving n=288, Struggling n=97 fifth
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Christmas Spending

The uplift in Christmas spending for 2025 is being powered by Millennials with Gen Z standing out as the only generation tightening their budgets

How much do you expect to spend in total on Christmas gifts this year?

Average spend ($ AUD), 2024 vs. 2025

All Australians Generation
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Q25. Thinking about all of the Christmas gifts you are planning to buy (for friends, family, work colleagues etc), how much do you expect to spend in total on Christmas gifts this year?
9 Base: 2025 n=1,000, Gen Z n=195, Gen Y n=344, Gen X n=233, Boomer n=228, 2024 n=1,009, Gen Z n=182, Gen Y n=311, Gen X n=282, Boomer n=234, 2023 n=1,003, Gen Z n=153, Gen Y n=328, Gen X n=288, Boomer n=234 i
Fifth Quadrant Consumer Tracker | Christmas Spending Habits 2025 quadrant



Post Christmas Sales

Post-Christmas spending is expected to rise modestly by 5% overall, but this growth is entirely driven by comfortable households, who are planning a substantial 28%
increase. This again highlights the widening gap in discretionary spending capacity across financial segments.

How much do you plan to spend in total during the Boxing Day/New Year sales this year?

Average spend ($ AUD), 2024 vs. 2025

All Australians Financial Situation
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Q28. Thinking about the Boxing Day/new year sales (i.e. 26 December 2024 - 31st January 2025), how much do you plan to spend in total during the Boxing Day/new year sales this year?
10 Base: 2025 n=1,000, Gen Z n=195, Gen Y n=344, Gen X n=233, Boomer n=228, 2024 n=1,009, Gen Z n=182, Gen Y n=311, Gen X n=282, Boomer n=234, 2023 n=1,003, Gen Z n=153, Gen Y n=328, Gen X n=288, Boomer n=234 fi
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Too often, we see businesses confusing
data with insights.

Numbers don't answer business questions by
themselves, but they still feel tangible.

We believe you need to go further.

Our people layer their understanding of the
underlying business environment, context and
market on top of primary or secondary data,
using their expertise to discover insights that
unlock tomorrow’s opportunities, today.

This is Fifth Quadrant.



Methodology & Sample

This report is based on a nationally representative online sample of Australian consumers. Sampling quotas were set for age, gender and location, and results were
weighted to reflect the true population profile, ensuring balanced representation across demographic groups.

I SA/NT

32% 26%
0
22%
Male Female ° 20%
" 49% 51% l .
QLD GenZ Millennials Gen X Boomers
20%
8%
_ Pre-Tax Household Income Dwelling Type
NSW/ACT

‘ 34% Less than $50,000 _ 20% Separated house (detached) _ 66%

VIC/ " unit / apartment [ 22%
TAS $50,000 - $99,999 _ 34%

28% ’ Townhouse / villa . 6%

- 0,
$100,000 - $149,993 _ 24% Semi-detached / duplex l 6%
I -

WA
10%

$150,000 or more 2% Row terrace | <1%

Generations defined as: Gen Z (18-29-year-olds), Millennials (20-
44-year-olds), Gen X (45-60-year-olds), Boomers (61-75-year-olds)
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All Rights Reserved.

This work is copyright. Apart from any use permitted under the
Copyright Act 1968, no part of this publication may be
reproduced, stored in a retrieval system or transmitted in any
form by any means, electronic, mechanical, photocopying,
recording or otherwise, without the prior permission of the
publisher.

Use of any part of this publication that may result in commercial

or competitive advantage against the publisher is not permitted.
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The information contained in this report is based on extensive
primary and secondary research. Whilst we believe the
information to be reliable and a reflection of the current status,
we are not in a position to guarantee the results. This report is
provided on the understanding that the company, its servants
and agents are not responsible for the results of any actions
taken by our clients or any other person on the basis of this
report, nor for any error or omission in the report.

Fifth Quadrant Pty Ltd
ABN: 53 088 072 940 | ACN: 088 072 940

Level 6, 54 Miller Street
North Sydney, NSW, 2060, Australia

T: +61 29927 3333
E: james@fifthquadrant.com.au

A fifth

»" quadrant
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Thank You

For further information, please contact:
James Organ

Director
E: james@fifthquadrant.com.au

Discover Tomorrow Today
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