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2.

METHODOLOGY



3.

TECHNICAL DATA

Methodology:

Quantitative 

Approach

Universe of Study:

Individuals of both 

genders, aged 15 or 

over, residing in the 

province of Luanda
Sample:

462 interviews

Margin of Error:

5 p.p. (Confidence 

interval: 95%)



4.

Collection Tecnique: 
Telephone Interviews (CATI); 
structured questionnaire with 

closed questions.

* Random number generation

Municipalities Number of interviews

Belas 73

Cacuaco 66

Cazenga 67

Luanda 153

Viana 103

Duration: 
10 minutes 

per interview

Collection Period:    
August to October

2020.

TECHNICAL DATA
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CARACTERIZATION



6.

CARACTERIZATION

50%
Male

50%
Female

Genere

Base: 100%

15 to 19 years old

20 to 24 years old

25 to 29 years old

30 to 34 years old

35 to 39 years old

40 to 44 years old

45 or more years

13,4%

17,7%

19,4%

14,8%

11,4%

7,5%

15,8%

Age Group



7.

CARACTERIZATION

Education

Occupation

32% lost their occupation due to the PandemicBase: 100%

35,2%

2,7%

3,5%

12,4%

0,6%

43,4%

2,1%

It works

Work and study

Does not work - housewife

Does not work - student

Does not work - retired

Not working - unemployed

I don’t know / I don’t answer

No education/incomplete primary education

2,2%

7,1%

27,5%

55,6%

5,8%

1,7%

Complete primary education

Incomplete high school

Completed high school/incomplete higher education

Complete higher education

I don’t know / I don’t answer



8.

PERCEPTION ABOUT

THE COVID-19
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7,1%

21,9%

20%

35,3%

10,1%

5,5%

Very pessimistic Pessimistic

Neither optimistic nor pessimistic Optimistic

Very optimistic I don't know / I don't answer

3,8%

12%

15,3%

53,7% 13,1%

2,1%

Very misinformed Misinformed

Neither well nor ill informed Well informed

Very well informed I don't know/I don't answer

LEVEL OF INFORMATION AND OPTIMISM

Level of Information Optimism

Base: 100%



10.

OPTIMISM HAS INCREASED OVER THE PAST 

MONTHS…

37%

23,7% 27,6%

18,9%
21,7% 19,1%

37,1%

47,4% 51,3%

7% 7,2%

2%

August September October

Very pessimistic + Pessimistic Neither optimistic nor pessimistic Optimistic + very optimistic I don't know

0

Base: 100%

Optimism over the months



11.

MEDIA

HABITS



12.

TV WITH MORE AUDIENCE, AND RADIO WITH LESS

25,5%

35,4%

35,6%

57,9%

Spent more time

TV

Internet

Social networks

Radio

Base: 100%



13.

PROFILE OF WHO STARTED WATCHING MORE TV

35 years 

or older

Base: 100%

40%

75%

53%

46%

Feminine 

gender

Feel well informed 

about Covid-19

Are 

unemployed



14.

TV WITH MORE AUDIENCE, AND RADIO WITH LESS

Base: 100%

25,6%

26,8%

30,4%

40,5%

It took less time

TV

Internet

Radio

Social networks



15.

CONSUMPTION
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INCREASE IN HOME HYGIENE DROP IN JUICE AND 

REFRIGERANT

Alcoholic Beverages

Medicines

Non Alcoholic Beverages (Refrigerant and Juice)

Financial resources

Personal Hygiene

Home Hygiene

5%

8,9%

18%

41,6%

68,9%

80%

51,4%

45,6%

34,5%

12,1%

23,6%

13,2%

25,8%

43,4%

42,5%

44,7%

6,5%

5,6%

Increased

Equal

Decreased

Base: 100%



17.

HUMOR
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LACK OF PATIENCE IS INCREASED

24,2%
20,4%

30,3%

12,1%
9,9%

7,2%

58,9%

67,1%
61,8%

4,8% 2,6%
0,7%

August September October

Nothing + Little patient Not too much, not too little patient Patient + Very Patient I don't know / I don't answer

Patience

Base: 100%



19.

BUT WILLINGNESS AND HAPPINESS ALSO!

33,9%
30,3%

27%

23,8% 24,3%

19,1%

38%

44,7%

53,3%

4,2%
0,7% 0,7%

Not happy + Not happy Not too much, not too happy

Happy + Very Happy I don't know / I don't answer

27%

18,4%
21,1%

11,4% 8,6% 8,6%

58,7%

71,7% 70,4%

2,9% 1,3%
0%

Not willing+Not willing Not too much, not too little

Willing+Very Well Willing I don't know / I don't answer

Base: 100%

Happiness Disposition
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