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Whilst we endeavor to share as much as we can 
with our valued partners, due to commercial 
agreements the insights provided by Dspark
within this Pulse report are not available for use 
by competitors to Dspark.

We thank you for your understanding as we 
abide by our contractual agreements

For Dspark, “Competitor” means each of the entities below and their Related 

Bodies Corporate:
(a) Telstra Corporation Limited, only where the Customer Group is providing 

services directly to Telstra Corporation Limited or its Related Bodies Corporate 
(services provided by a media agency or other intermediaries to Telstra 
Corporation Limited or its Related Bodies Corporate shall not be deemed to be 
in breach of clause 2.3);

(b) Google LLC;
(c) Here Global B.V.;
(d) TomTom International BV;
(e) Any person or entity (other than Dspark or its Related Bodies Corporate) which 
is in the business of providing geospatial insights from telecommunications, GPS, 
WiFi and other similar data that informs movement to the public, in the Territory, 
using the retail brand names used or owned by any of the persons or entities listed 
above in (a) to (d), or the Related Bodies Corporate of any such person or entity; 
and
(f) Any person or entity (other than Dspark or its Related Bodies Corporate) which is 
in the business of providing geospatial insights from telecommunications, GPS, WiFi
and other similar data that informs movement to the public, in the Territory

Dspark
data usage disclaimer 



‘Here and Now’ 
Audience movement and transaction 
trends
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Tracking towards a return to regular behaviours

Apple search data shows driving and walking audiences 
approaching or rising above baseline levels2

Google search in Australia for “Covid” & “Coronavirus” flattening 
after peak in April, correlating to a return to regular behaviours3

Source: 1 Google Covid-19 community mobility reports, 5 July 2020
Source: 2 Apple mobility trends report, July 7 vs. benchmark of Jan 13th 2020
Source: 3 Google search trends “Covid” “Coronavirus”, Australia July 9 2020

Trips to outdoor recreation locations, for 
groceries and essentials, and around 
local areas are returning to normal
Google mobility data shows an increase 
in trips to parks (+6% vs. benchmark), 
residential locations (+5%), and to 
supermarkets and pharmacies (-2%)1
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Total number of trips nearing 2019 levels
Trips made in metro areas now just -11% yoy, up +44% since 
mid April

Source: Dspark, Trip volumes, Metro Australia, Total Trips, Work Trips and Non Work Trips, week ending Feb 3rd, April 13th and June 29th 2019 vs. 2020. Trip defined as a trip from one SA2 to another SA2 
with a dwell of at least 15mins

As trip numbers approach normal levels, local and suburban 
travel on the rise
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Trips are shorter, with work based trips replaced with suburban 
based travel
• Average trip length is 3mins shorter vs. same time last year

• Work based trips, while up +68% since mid April, are -53% 
vs. same time last year

• By contrast, suburban based audiences have returned to 
76% of pre Covid levels and are up +75% since mid April

Non-work trips are close to normal levels as people get out 
and about but choose to stay closer to home
• Total number of trips made for non work purposes are just 

-6% yoy and up +42% since mid April

• These trips are on average 2.42mins shorter yoy as people 
stay more local

+44% 
since 

mid April

-11%

-36%

+6%
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With assets across all major metro and regional 
areas, audiences across oOh! Roadside and Retail 
locations continue to return towards benchmark 
levels. 

Recent lockdowns in Victoria have had minimal 
impact on national audience recovery. 

Roadside and Retail audience levels at:

83% of pre Covid-19 levels

+78% growth since w/e April 13th

76% of pre Covid-19 levels in Metro areas

97% of pre Covid-19 levels in Regional areas

Source: Dspark data, Roadside and Retail locations nationally, week ending Jul 6th 2020

oOh! network audience returns continue
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Roadside audience recovery continues, with 
regional audiences nearing complete return and 
assets in suburban areas in metro markets 
reaching consumers at an increased rate

Restrictions in Melbourne did not impact roadside 
audience growth, nationally audiences up +1% 
WoW

75% of pre Covid-19 levels in Metro areas

98% of pre Covid-19 levels in Regional areas

(+3.3% WoW)

Source: Dspark data, 3,200 Roadside locations nationally, week ending Jul 6th 2020

Roadside audience update

84% of pre Covid-19 levels across oOh! Road locations
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Audience recovery continues in retail environments, 
with regional audiences recovered almost completely 
and local and medium centres at close to 90% 
recovery

Impact of Melbourne based restrictions contributed to 
a -3% WoW change 

78% of pre Covid-19 levels in Metro areas

96% of pre Covid-19 levels in Regional areas

86% of pre Covid-19 levels in Local centres

87% of pre Covid-19 levels in Medium centres

77% of pre Covid-19 levels in Large centres

Source: Dspark data, 500+ Retail locations nationally, week ending Jul 6th 2020

Retail audience update

81% of pre Covid-19 levels across oOh! Retail locations
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State based audience update

Source: oOh! Smart Reach, DSpark , Aggregated weekly total volumes, 3,200+ oOh! Road locations, as at Jul 6th 2020 vs. pre Covid-19 (week ending Feb 3 2020), or vs. week ending April 13th 2020

State based results reflective of 
the relaxation or reintroduction 
of restrictions by region, with all 
states experiencing significant 
growth since mid April.

NSW: at 84% of pre 
Covid-19 levels and up 
+83% since mid April.  

Qld: nearing full recovery 
at 95% of pre Covid-19 
levels and up +73% since 
mid April, Qld benefited 
from the least drop in 
audience volumes. 

Vic: at 66% of pre Covid-19 
levels, up +69% since mid April. 
Recent re-introduction of 
restrictions in Melbourne saw a 
-9% WoW decline. Regional 
audience recovery continues at 
86% of pre Covid-19 levels.  

SA: at 85% of pre Covid-19 levels, with 
audiences up +73% since April 13th . 

WA: at 88% of pre 
Covid-19 levels and 
nearly double (up +91%) 
since April 13th . 

88%
+91%

85%
+73%

95%
+73%

84%
+83%

66%
+69%

% vs. pre Covid-19
Growth since April 13
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Impact is limited to Melbourne, with audiences in 
regional Victoria continuing recovery

65% Metro Melbourne

86% Regional Victoria

Within Melbourne, suburban audiences have 
maintained as people continue local, essential 
based trips

76% of pre Covid-19 levels across Local and 
Medium Retail centres

+71% increase in suburban audiences since mid 
April

Source: Dspark data, Roadside and Retail locations Victoria, week ending Jul 6th 2020

Victorian audience update

With the re-introduction of restrictions in Melbourne, Victorian audience recovery has been impacted. 
This impact is limited at a national level, with oOh! audiences levels continuing to recover to 82% of pre Covid-19 levels.  

66% of pre Covid-19 levels (-9% WoW)



‘A Look to the Future’ 
Attitudes and Intentions of 
Australian High School & Tertiary 
Students

12
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Covid-19 has impacted high school and tertiary students just as they lay
the foundations for the rest of their lives.

As young adults navigating final years of schooling or working towards
completing tertiary education, Australian Students were forced to pivot
to home based learning, balancing School/Uni life as well as their social
lives online during Covid-19.

Being raised in a world were technology rules this transition was
smoother than for others, however the disruption of Covid-19 and
uncertain outlook for the future has resulted in concern for future job
prospects.

In the here and now however, some cohorts have benefited from wage
subsidy payments, super-charging their spending power as they re-enter
society and their ability to live young, wild and free.

Armed with agility, curiosity and determination Australian Students
remain committed to setting the foundations for their future.

This report takes a deep dive into life during and after lockdown for
Australian students; their feelings during lockdown, how they have kept
themselves entertained after study and their longing to return to society.

As society reemerges this report also delves into the future of Australian
students, their finances and career goals as well as what they look for in
brands in the future.
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How Australians 
aged under 25 
kept themselves 
entertained during 
lockdown:1

Over a billion learners globally have been unable to 
attend school or university as a result of COVID-192

• 42% have seen it as an opportunity to save money3

• 1 in 3 have had more time to do the things I enjoy at home3

• Over 1 in 4 have caught up on household and life admin3

Video 
Games

But they won’t necessarily keep these activities up.
Once all restrictions are lifted 1 in 5 of all Australian 
Students intend to cancel subscription TV services 
e.g. Netflix, Stan, 2.1x more likely than all Australians.1

While locked-out from attending schools and universities, students 
identified a few upsides:

Walking

Watching 
Netflix

House 
Party

Zoom Trivia Nights

Students did struggle with isolation however, identifying the following 
downsides:

• 64% not being able to physically socialize3

• 64% being restricted on what I am able to do3

• 6 in 10 not feeling motivated3

• 1 in 2 declining mental health3

• Over 2 in 5 not feeling connected with family/friends3

• 2 in 5 reduced fitness3

Source: 1 oOh!media Pulse Report | Timing Wave 1: 1st- 4th May, 2020 Wave 2:18th- 19th May, 2020 Wave 3: 1st -3rd 
June 2020| Research Panel: Dynata| Australians aged 16+, Total n=2,953 | Gen Z (16-24) n=267, Gen Y (25-39) n=777, 
Gen X (40-55) n=769, Baby Boomers (56-74) n=970, Pre Baby Boomers (75+) n=170, Australian Students (High school/ 
Tertiary) n=110. Australian Students results shown above. Source: 2 PWC, Australian Rebooted, 2020. Source: 3 Junkee 
Media Youth Research 2020 | COVID19 Pulse Survey | Total n=600+, Australian Students (High school/ Tertiary) n= 195

They were 50% less likely to say they were too busy during 
social isolation to take up any forms of entertainment, 
with only 15% of Gen Z Australians saying they were too 
occupied1

Without the multiple responsibilities of many in older generations, 
younger audiences had more time for entertainment 
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Unexpected perks of Australian High School and Tertiary Students during 
lockdown

Over 1 in 4 feeling more connected with their partner, pets or 
others in their household3

Over half expect their relationships with their family members to 
be positively impacted as a result. Only 5% of all Australian students 
expect their relationship with family to be negatively impacted1

And this is expected to continue post lockdown; Once all restrictions are 
lifted, Australian students believe they will have built stronger relationships 
with their family and friends……

86% expect their relationships with their friends to be 
maintained or positively impacted1

1 in 4 expect their connection to their local community to 
be positively impacted1

59% of Australians under 29 years old wish to spend more 
time with their family compared to before the outbreak2

While having to delay the gratification of socializing and 
celebrating, once all restrictions are lifted, compared to pre Covid-
19 levels…

Over 1 in 2 intend to socialize more1

55% intend to celebrate festivities that were postponed 
during lockdown e.g. birthdays, weddings and 
anniversaries1

Source: 1 oOh!media Pulse Report | Timing Wave 1: 1st- 4th May, 2020 Wave 2:18th- 19th May, 2020 Wave 3: 1st -3rd 
June 2020| Research Panel: Dynata| Australians aged 16+, Total n=2,953 | Gen Z (16-24) n=267, Gen Y (25-39) n=777, 
Gen X (40-55) n=769, Baby Boomers (56-74) n=970, Pre Baby Boomers (75+) n=170, Australian Students (High school/ 
Tertiary) n=110. Australian Students results shown above. Source: 2 NAB, Special Coronavirus Report, 15th June 2020. 
Source: 3 Junkee Media Youth Research 2020 | COVID19 Pulse Survey | Total n=600+, Australian Students (High 
school/ Tertiary) n= 195
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As of June 2020, Young Australians aged under 25 are the least fearful 
amongst all age groups2

17-24 25-34 35-44 45-54 55-64 65+

Fe
ar

fu
l

15% 24% 20% 16% 16% 22%

As society reemerges, Australian students are eager to get back 
outdoors. Compared to pre Covid-19 outbreak…

73% agree 
they will feel 
happier to 
be out and 
about1

81% agree they 
will feel more 
alert and aware 
of their 
surroundings1

71% agree they will
be more appreciative 
of the outdoors and 
outdoor destinations1

Once all restrictions are lifted, compared to pre Covid-19 levels…

75% intend to get out 
and about more1

Over half intend to shop more at physical stores, 6x more likely to 
shop more in bricks and mortar than reduced purchase instore1

1 in 4 intend to do less 
shopping online1

61% intend to visit cafes 
more1

1 in 2 intend to visit pubs 
and venues more1

2 in 3 intend to take 
short road trips1

57% intend to take long road trips 
with two or more nights stayover1

Source: 1 oOh!media Pulse Report | Timing Wave 1: 1st- 4th May, 2020 Wave 2:18th- 19th May, 2020 Wave 3: 1st -3rd 
June 2020| Research Panel: Dynata| Australians aged 16+, Total n=2,953 | Gen Z (16-24) n=267, Gen Y (25-39) n=777, 
Gen X (40-55) n=769, Baby Boomers (56-74) n=970, Pre Baby Boomers (75+) n=170, Australian Students (High school/ 
Tertiary) n=110. Australian Students results shown above. Source: 2 Pollinate & Social Soup, Before and After Covid-19, 
3rd June 2020 (Week 9), n=779 Australians

outdoors. Compared to pre Covid

81% agree they 
will 

1 in 4 intend to 
shopping online
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76% expect their confidence in the Australian Economy 
to maintained or improve1

85% expect their confidence in Australian Businesses 
to be maintained or improve1

Compared to their confidence in the Australian 
Economy, students are 14% less optimistic their 
confidence in the World Economy will be maintained 
or improve as a result1

36% are keen to travel to New Zealand when permitted, 4% 
higher than all Australians and the highest intention to travel to 
our Kiwi neighbours across all generational cohorts1

Other countries Gen Y Australians are keen to travel to when 
border reopen: Japan, Fiji, Singapore, Thailand, India, Canada1

But in the meantime, Gen Y Australians are looking to their own 
backyards for travel destinations over the next 12 months1Australian students are optimistic about the future locally but 

are less optimistic about the world economy

Once all restrictions are lifted…

Their optimism extends to wanting to hit the road and travel when 
able

The pandemic has shone a light of concern across some key 
industries whilst highlighting the strengths of others. As a result of their 
responses to the outbreak…

• 1 in 4 distrust Airlines1

• 29% distrust news reported on TV and/or Online1

• Over half of Gen Z think news and social media have        

exaggerated the pandemic2

By comparison, trust in Small (89%) and Large Banks 
(84%) has been maintained or even grown as a result of 
bank/s responses to the outbreak1

Source: 1 oOh!media Pulse Report | Timing Wave 1: 1st- 4th May, 2020 Wave 2:18th- 19th May, 2020 Wave 3: 1st -3rd 
June 2020| Research Panel: Dynata| Australians aged 16+, Total n=2,953 | Gen Z (16-24) n=267, Gen Y (25-39) n=777, 
Gen X (40-55) n=769, Baby Boomers (56-74) n=970, Pre Baby Boomers (75+) n=170, Australian Students (High school/ 
Tertiary) n=110. Australian Students results shown above. 
Source 2: University of Canberra – News and Media Research Centre, 18-22 April 202, n=691 Gen Z 18-22yrs
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The most important features students will consider when 
deciding whether to purchase from a brand include…

71% Fair Pricing1

61% Trusted Brand1

1 in 2 Reliable Products 
& Services1

52% look for product and service trials or special 
deals and promotions1

Whilst the top features Australian students look for aligns with all 
Australians, there are some marked differences when it comes 
to product origin, ownership and brand service offered

Students are 33% less likely to favour Australian 
owned or made products than average

Only 15% of Students believe a local business is an 
important factor when deciding whether to 
purchase, 53% less likely than all Australians1

Source: 1 oOh!media Pulse Report | Timing Wave 1: 1st- 4th May, 2020 Wave 2:18th- 19th May, 2020 Wave 3: 1st -3rd 
June 2020| Research Panel: Dynata| Australians aged 16+, Total n=2,953 | Gen Z (16-24) n=267, Gen Y (25-39) n=777, 
Gen X (40-55) n=769, Baby Boomers (56-74) n=970, Pre Baby Boomers (75+) n=170, Australian Students (High school/ 
Tertiary) n=110. Australian Students results shown above. 
Source 2: Afterpay & The Future Laboratory, Gen Z report, 2020. Gen Z: People born between 1995-2012

61% 

They are looking to brands who make a difference and with a 
social conscience 

89% believe it’s necessary for brands to do something to help 

with Covid-192

84% believe brands have just as much responsibility as 
everyone else to help stop the spread2



Contact your oOh! 
Representative for a Unmissable 
SmartReach™ solution targeting 
Students today!
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Source: oOh!media Pulse Report | Timing Wave 1: 1st- 4th May, 2020 Wave 2:18th- 19th May, 
2020 Wave 3: 1st -3rd June 2020| Research Panel: Dynata| Australians aged 16+, n=2,953, 
Wave 1: 2,212 / Wave 2: 423/ Wave 3: 318. Wave 3 results displayed.

Research 
Agency

Independent research panel provider, Dynata
on behalf of oOh!media

Methodology
Quantitative research via online consumer 
panel. Nationally representative sample based 
on age and geographic location

Sample Australians aged 16+

Sample Size
Total respondents, n=2,953
Wave 1: n= 2,212
Wave 2: 423
Wave 3: 318

Research Timings
Wave 1: 1st- 4th May, 2020
Wave 2: 18th -20th May, 2020
Wave 3: 1st – 3rd June, 2020

Age:

19%
15%

19%
8%

7%
9%

6%
2%

9%
1%

1%
0.3%

2%
2%

Sydney metropolitan
New South Wales (Not Sydney)

Melbourne metropolitan
Victoria (Not Melbourne)

Brisbane metropolitan
Queensland (Not Brisbane)

Adelaide metropolitan
South Australia (Not Adelaide)

Perth metropolitan
Western Australia (Not Perth)

Darwin metropolitan
Northern Territory (Not Darwin)

Tasmania
ACT

47%
Male

53%
Female

Gender:

Location:

8%

29%
26%

31%

6%

Gen Z (aged 16-
24)

Gen Y (aged 25-
39)

Gen X (aged 40-
55)

Baby Boomers
(aged 56-74)

Pre Baby Boomers
(aged 75+)

Wave 3




