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1. Here and now’: updated audience insights 
derived from mobile data on Road and 
Retail audience volumes vs. pre Covid-19 

2. ‘A Look into the Future’: consumer based 
insight on attitudes and intentions of Gen X 
(Aged 40-55yrs) 
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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

Dspark
Data Usage Disclaimer 

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



‘Here and now’ 
Audience movement and 
transaction trends



5
Source: 1. oOh! Smart Reach, DSpark , Aggregated weekly 
total volumes, 3,200+ oOh! Road locations and 500 oOh! 
Retail locations, week ending Jun 22nd 2020 vs. week ending 
Feb 3 2020 unless otherwise stated

Audience growth towards pre Covid-19 levels continues

Driving and Retail audiences 
continue to recover in line with 
increased spend on road 
transport and in instore 
environments

Consumers continue to return to the 
raodways and shops – with increased 
spend on transport and in store 
correlating with increases in audiences 
in oOh! environments 

Driving audiences continue to grow
• Weekly audience volumes at 79% of pre Covid-19 levels1

• The June long weekend drove strong growth in regional 
areas with audiences at 90% of pre Covid-19 levels1

• Metro audiences recovering strongly in line with the return 
to work places, up +4.7% last week1

Retail audiences bouncing back as Australians head back 
to the shops
• Weekly audience volumes at 85% of pre Covid-19 levels1

• Strong growth across all centre types, with Medium
centres up +3.6% week on week to 89% of pre Covid-19 
levels. 

• Growth across Local and Large centres took audiences 
to 86% and 82% respectively1



‘A Look to the Future’ 
Attitudes and Intentions of Gen 
Xers (Aged 40-55)
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Characterised as some of the busiest Australians, Gen Xers aged 40-
55 define what it means to be juggling work and home life. Seeking 
to perfect the art of work-life balance, this generation works to live; 
balancing the pressures of home life against building financial 
wealth and security for their older years. 

As some of the first University educated family members in their line, 
they come armed with a wealth of book-knowledge compared to 
their predecessors, making them discerning, self-reliant and resilient 
to tackle anything and everything that life brings. 

In this report we take a deep dive into Gen Xers unique experience 
with:

- Juggling working from home and home-schooling during Covid-19 
lockdown 

- Confidence in their employment position and the economy 
overall to bounce-back, sentiment towards the Government’s 

handling of the outbreak 

- What the outbreak has meant for their grocery shop, their 
eagerness to connect back with society and how their risk-
adverse nature has forced them to ‘think local’ for the time being 

when it comes to holidays with their partner and family
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As Demographer Bernard Salt puts it “Gen Xers are the people 
who get things done, just quietly going about their job –
and they’re right at the peak of their careers at the moment”2

But despite minimal job loss, there is some concern amongst Gen 
Xers for employment prospects and the economy, although they 
don’t anticipate a negative impact on their spending power

Once all social distancing restrictions are removed…

1 in 2 Gen Xers jobs have been impacted by Covid-19, 12% 
points less than Gen Z and Y Australians1

Gen Xers working in Retail and Education were some of the 
most impacted, whilst those working in Healthcare, Public 
Admin, Community Service and Defence saw minimal or no 
impacts1

For those Gen Xers whose employment was impacted:

•   2 in 5 were asked to work from home as opposed to the office1

•   1 in 4 were asked to reduce hours worked1

•   Only 8% lost their job, 33% less likely compared to all Australians1

77% believe their employment position will be maintained, 
3% points less than all Australians1

62% are confident the Australian economy will be 
maintained or improve, 4% points less than all Australians1

Gen Xers remain confident in the Government and Businesses to see 
them through the downturn…

75% believe their confidence in domestic businesses will be 
maintained or improved once all restrictions are removed1

2.8x more likely to be confident in the Federal Governments 
response to Covid-19 outbreak1

76% believe their discretionary income will be maintained or 
improve1

Gen Xers are 2.7x more likely to believe their investment portfolio 
will be maintained or improve as opposed to negatively 
impacted1

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. Gen X results shown above. Source: 2 7News, ‘Coronavirus: How the pandemic will impact 
baby boomers, Generation X and Millennials’, 16th April 2020
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Once restrictions are removed and work from the office 
returns in full, 88% are looking to incorporate more work 
from home days into their week1

Gen Xers are 1.2x more likely than all Australians to 
believe their employer should advocate flexible work 
locations1

And when it comes to juggling work and kids, Gen Xers with 
children are considering more working from home days 
compared to before the Covid-19 outbreak

Gen Xers being 1.6x more likely to have children in their 
household compared to all Australians, lockdown has 
intensified the juggle between home and work life1

68% maintaining relationships with immediate family2 

59% making sure they kept busy2 

57% managing their physical space2 

During lockdown Gen Xers have benefited from family-time 

55% say their appreciation for school teachers has grown, 
5% points higher compared to all Australians1

95% expect their relationship with their family to have 
maintained or even improved compared to pre Covid-19 
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. Gen X results shown above. Source: 2 Pollinate & Social Soup, Before and After Covid-19, 
Week 3, n=650 Australians

Apart from work the day-to-day tasks of Australians aged 45-54 during 
lockdown included:
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7 in 10 would take home a free product sample given to them in 
a safe manner in an environment such as Shopping Centre or 
Train Station for them to trial on/with themselves or family 
members1

1 in 2 say their confidence in Supermarket brands has 
grown as a result of their response during Covid-191

However as restrictions continue to lift in store, behaviours 
adopted during lockdown will continue for Gen Xers with and 
without children…

Almost half of all Gen Xers say they will continue to store 
hygiene items at home1

2 in 5 intend store more non-perishable food items in their 
pantry1

9 in 10 Gen Xers intend to buy from a physical supermarket 
or a blend of both online and instore. 3 in 4 Gen Xers will only 
shop in physical supermarkets for all grocery purchases1

4 in 5 value fair pricing and 61% agree a trusted brand is an 
important factor when deciding whether to purchase1

Gen Xers value trusted brands and welcome the opportunity to try 
before they buy…

Other important factors they will consider include…

•    56% offers deals and promotions, 4% points higher compared to all  
Australians1

•    2 in 3 is a reliable brand1

•    Over 1 in 2 products/ services are Australian owned and or made1

Compared to pre Covid-19…

55% will actively buy more Australian owned/made products1

1.8x more likely to intend to shop more at physical stores as 
opposed to more online shopping1

3 in 4 intend to maintain or increase visitation to large 
shopping centres1

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. Gen X results shown above. 
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As lockdown forced families indoors, with society remerging Gen Xers 
come away from lockdown with stronger bonds with their inner circle…

93% expect their relationship with their friends to have 
maintained or improved compared to pre Covid-19 outbreak1

91% expect their connection to their local community to have 
maintained or improved compared to pre Covid-19 outbreak1

55% intend to socialise
more1

3 in 5 intend to catchup 
with friends1

1 in 2 intend to celebrate festivities postponed e.g. birthdays, 
anniversaries, weddings1

3 in 5 intend to visit 
cafes more often1

Lockdown has sparked a new appreciation for destinations outside 
the home. Compared to pre Covid-19 outbreak…

Being outdoors is a form of escapism for Gen Xers and their 
families, reconnecting back with their cities, Australian 
coastlines and regional areas. As restrictions are lifted…

78% agree they will more appreciative of the outdoors 
and outdoor destinations1

91% intend to maintain or increase time spent outdoors1

78% agree they will be generally happier to be out-and 
about1

Over 2 in 5 intend to visit 
pubs/venues more often1

85% intend to maintain 
or increase visitation to 
live sporting matches1

74% intend to maintain or 
increase visitation to large 
entertainment precincts1

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. Gen X results shown above. 

74% intend to maintain or 
increase 
entertainment precincts
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Almost half fear a second wave of infection during winter, 
5% points higher than all Australians and making them the 
most fearful amongst all generational cohorts1

Of those Gen Xers who are fearful of a second wave, 80% 
are likely to continue social distancing as restrictions are 
relaxed, 1.2x more likely compared to all Australians1

Over 3 in 5 of all Gen Xers are keen to travel with their state, 
a shared sentiment across all Australians1

Only 43% Gen Xers are keen to travel across borders, 4% 
points less than all Australians1

1 in 2 said they simply need a holiday as the reason for their 
intention to travel in the future1

81% prefer to travel by car when holidaying in their state, 
holding the highest preference for road trips with Baby 
Boomers1

When on holidays 63% cited visiting local attractions e.g. 
National Parks, Local icons as what they will do during their 
holiday1

Gen Xers are 1.9x more likely to be reluctant to travel 
overseas compared to those who are keen to travel. Only 
29% are keen to travel internationally when borders reopen1

29% are keen to travel to New Zealand, 3% points less than all 
Australians, the least keen to travel amongst all generational 
cohorts1

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. Gen X results shown above.

However when it comes to travelling beyond their state there is some 
reservation…



Looking to target GenX for your 
next campaign?

Contact your oOh! Representative 
for a Unmissable SmartReach™
solution 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




