
TALY LOCKDOWN TIME MANAGMENT
COVID                                                                              POST COVID

SMART-WORKING
+ 218%

0,55h-2,45h

OFFICE
- 81,3%

4,30h-0,50h

HOUSE-CARE
+62,5%
1,15h-2,10h

COOKING
+62,5%

1,30h-2,30h

CHILDCARE
+42,8%

1,25h-2,00h

ELDERYCARE
-8,74%

45min 30min

TELEVISION
+59,9%

1,20h-2,00h

MUSIC
+12,9%

1,30h-1,45h

ART
+24,9%

1,00h-2,00h

SPORT
-35,9%
1,0h-40m

READING
+12,9%

1,30h-1,45h

SOCIAL-NETWORK
+42,8%

1,25h-2,20h

WORK
In the near future work will 
return mainly to traditional
places but smart working will 
benefit of the actual 
experience + 18,3%.

FAMILY CARE
Home care and family care, 
after long time sharing the 
same limited spaces, will regain 
some quality in the outdoor life.

RElATIONS
Online relationships, driven to 
the extreme isolation during 
covid-19, will drop significantly 
but still maintain higher 
intansity compared to the pre 
pandemictime +22%.

FREETIME
Sports and physical activities in 
general will regain substantial 
role + 33% as result of costraints 
of the pandemic period. All “non 
digital” will regain the same 
space.

METHODOLOGICAL NOTE

N: 600 interviews
Methodology: C.A.W.I

Areas: North Centre & South
Age: 18-65 years old

Gender 50% M 50% F
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ITALY LOCKDOWN TRUST IN THE SYSTEM
COVID                                                                              POST COVID

METHODOLOGICAL NOTE

N: 600 interviews
Methodology: C.A.W.I

Areas: North Centre & South
Age: 18-65 years old

Gender 50% M 50% F

12,2%

12,2%

7,3% 10,4%
8,5%

15,2%

34,2%

WORK

CONSUMPTION

11,9%

6,4%
3,0% 3,4%

11,9%

17,7%

45,7%

32,2%

24,0%

14,9%

11,2%

2,1%
6,0%

9,4%

FINANCES

SIGNIFICANT REDUCTION

SIGNIFICANT INCREASE

REDUCTION

SLIGHT DECLINE

STABLE

SLIGHT GROWTH

VERY NEGATIVE

NEGATIVE

STABLE

POSITIVE

VERY POSITIVE

INCREASE
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INSTITUTION43%

7,6% 6%
14,6%

28,6%



ITALY LOCKDOWN CONSUMERS
COVID                                                                              POST COVID

METHODOLOGICAL NOTE

N: 600 interviews
Methodology: C.A.W.I

Areas: North Centre & South
Age: 18-65 years old

Gender 50% M 50% F

Acquisti on line 19,5%
+4,29% Pre COVID-19

HOUSE
+9,6%

TRANSPORT
-62,3%

FOOD & BEVERAGE
+16,7%

RESTAURANT AND
HOSPITALITY

-67,5%

WATER ENERGY
+17,8%

FUEL
-20,6%

FASHION
-64,32%

ALCOHOL AND 
CIGARETTES

-31,12%

HOME & DECORATION

-57,4%

CULTURE
-60,8%

HEALTH
-1,8%

TECH
+23%

+0,2%

+11,5%

+2,9%

+10,1%

-1.7%

-1,16%

+4,8%

+2,13%

+0,2%

+8,42%

+4,71%

+4,1%
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