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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 Y 
(Aged 25-39yrs) 
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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 29th 2020 vs. week ending 
Feb 3 2020 unless otherwise stated

Audience growth towards pre Covid-19 levels continues

Driving and Retail audiences 
demonstrate continued growth

Audiences across oOh! Roadside and 
Retail site locations continue to build 
week on week, with a near complete 
return to pre Covid-19 levels in regional 
areas

Roadside audience update
• Weekly audience volumes at 81% of pre Covid-19 levels1

• Audiences have returned in regional areas to 95% of pre 
Covid-19 levels1

• Metro audiences grew to 74%, with +2.7% week on week 
growth in CBD areas and suburban audiences growing to 
78% of pre Covid-19 levels1

Retail audience update
• Weekly audience volumes at 84% of pre Covid-19 levels1

• Audiences of Regional centres at 97% of pre Covid-19 
levels1

• All centre types at over 80% of pre Covid-19 levels, with 
Local and Medium centres at 88% and 90% of pre Covid-
19 levels respectively1



‘A Look to the Future’ 
Attitudes and Intentions of 
Gen Y (Aged 25-39)
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Born alongside the launch of the World Wide Web, Gen Y 
Australians aged 25-39 have experienced the evolution of the 
internet and technology first-hand. From Netscape to Google, 
Nokia Flip Phones to Apple iPhones, MSN Messenger to Tinder, 
and everything in between, they are all too familiar with 
adapting to the new. 

Having conquered tertiary education, travelled the globe and 
finding their feet in a career, they now enter a new phase, 
chartering unknown seas when it comes to the Covid-19 
outbreak, and with limited past experience to draw from.

In this report we take a deep dive into Gen Y Australians as 
their world is impacted the outbreak:

- How they have felt during lockdown and what aspects of life 
have been impacted as a result

- Future aspirations when it comes to their personal and 
professional lives, as well as their eagerness to get back to 
what they love most, travelling the globe
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During lockdown, 37% of cited finance as the biggest negative impact as a 
result of the outbreak3. Comparing this to other generational cohorts..

Those aged 25-34 are the least happy with their lives right 
now and the most fearful4

Compared to pre-Pandemic mental health levels, Young 
Australians aged 25 to 34 are significantly worse-off in terms of 
their mental health compared to those who are older2

12% more 
likely than 
Gen Z3

1.3x more 
likely than 
Gen X3

1.9x more likely 
than Baby 
Boomers3

63% Gen Y jobs have been impacted by the outbreak, 1.4x 
more likely than all Australians1

47% of those impacted say they are now working from home, 6% 
points more than all Australians and 1 in 5 have had their hours 
reduced, on par with all Australians1

However Gen Y Australians are confident their concerns are short-lived 
and the financial woes of the outbreak will be overcome. Once all 
restrictions are removed…

77% expect their discretionary income i.e. ability to buy 
products/services will be maintained or increase1

71% expect their confidence in the Australian Economy to 
be maintained or be positively impacted, 5% points more 
than all Australians1

65% expect their confidence in the World Economy to be 
maintained or be positively impacted, 7% points more than 
all Australians1

84% expect their employer to bounce back from the 
outbreak, on par with 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. Gen Y results shown above. Source: 2 ANU, Millennial mental health toll spikes during Covid-19, 
28th May 2020. Source: 3 McCrindle Research, ‘Recovering from Covid-19: The Australian Experience, generational impacts and the future 
outlook’, June 2020 with research conducted 19th and 23rd of March 2020, Total n=1,004 Australians. Source: 4 Pollinate & Social Soup, 
Before and After Covid-19, 3rd June 2020 (Week 9), n=779 Australians

25-34s are least happy, least hopeful, most fearful:

17-24 25-34 35-44 45-54 55-64 65+
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12% more 
likely than 
Gen Z

1.3x more 
likely than 
Gen X

1.9x more likely 
than Baby 
Boomers
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The remaining 62% kept entertained at home with popular activities 
such as:1

Lockdown has been a balancing-act for Gen Y Australians, between 
the gloom of Covid-19 and its affects on the world with a desire to 
keep calm and connected

• Maintaining relationships with family (58%) and friends (54%)2

• 2 in 5 managing information overload e.g. on TV, online2

• 46% looking after their own mental health 2

Cooking

However these past times were purely to pass the time
Of those who did keep themselves entertained during 
lockdown, 1 in 2 won’t be continuing with these forms of 

entertainment in the home as restrictions are lifted1 

Lockdown has given Gen Y Australians a different perspective on 
how they will define and live life in the future

For Australians aged 25-34 day-to-day tasks during lockdown 
included:

Some Gen Y Australians were busier than ever during lockdown

38% were simply too busy for any forms of 
entertainment during lockdown, 7% points more than 
all Australians1

Exercising Netflix

Hanging around 
at the Beach Walking The Dog

The top 3 learnings Gen Y Australians have taken away from Covid-
19 and lockdown:

• 63% prioritising financial saving3

• 6 in 10 spending more time with family/household members3

• 6 in 10 spending more time cooking and baking3

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 Y results shown above. Source: 
2 Pollinate & Social Soup, Before and After Covid-19, 22nd April 2020 (Week 3), n=650 Australians. Source: 3 McCrindle
Research, ‘Recovering from Covid-19: The Australian Experience, generational impacts and the future outlook’, June 
2020 with research conducted 19th and 23rd of March 2020, Total n=1,004 Australians

Cooking

Hanging around 
at the Beach

Exercising

Hanging around 
Walking The Dog
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Once all restrictions are lifted…

1 in 4 intend to buy a house or apartment, 1.5x more likely 
than all Australians1

Once all restrictions are lifted, 1 in 3 intend to take up further 
education, 1.7x more likely than all Australians1

Prior to COVID-19, 80% of the workforce was predicted to be in a less 
secure position by 20302. Adding to this the uncertainty of a post 
COVID-19 world, Gen Ys are looking to upskill to keep-up in the 
workforce of the future

90% intend to purchase a banking or financial product in the future1

81% expect their confidence in banks to be maintained or 
be positively impacted1

Over 1 in 4 intend to buy a car, 7% points higher than all 
Australians1

1 in 5 intend to move to a new suburb in their city, 1.6x more 
likely than all Australians1

1 in 5 intend to relocate to Regional Australia, 1.5x more likely 
than all Australians1

Given their intentions to purchase big-ticket-items and re-enter 
Educational Institutions, Gen Y Australians are relying on banks and 
banking institutions to make their dreams a reality

‘…Not experienced windfall housing gains compared to 

predecessors because many simply couldn’t afford to buy their first 

house, or for those that did, most bought at the end of the boom’

PWC Australian Rebooted 2020

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 Y results shown above. Source: 2 PWC, Australian Rebooted, 2020
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Australians aged 25-34 took almost the same number of 
overseas trips last year (2019) as all Australians took in 
19902

65% agree they will be in a better frame of mind when 
they are able to freely be and travel, on par with all 
Australians1

Once restrictions are removed and borders are 
reopened, 52% agree they will be more appreciative of 
being able to holiday internationally, 4% points higher 
than all Australians1

6 in 10 are in-favour of opening travel to a Pacific 
Bubble between Australia, New Zealand and some 
Pacific Islands1

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 months1

Over 2 in 5 intend to 
holiday in regional 
Australia1

37% intend to holiday on 
the coast, 5% points higher 
than all Australians1

Gen Y Australians are eager to return to international travel but will 
holiday locally for the time being

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 Y results shown above. Source: 2 ABC News, ‘What has coronavirus done to the 
millennial version of the great Australian dream?’, 4th May 2020



Contact your oOh! Representative for an Unmissable Gen Y solution 
today!

And don’t forget, we have even more Gen Y solutions available to you 
thanks to the content wizards at Junkee Media. 

Please reach out and we will demonstrate how we can reach Gen Y in 
a relatable tone of voice across digital, social and OOH
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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




