
oOh!media
Covid-19 Pulse Report

Monday 23rd November 2020

Edition 25 – Australian states at a glance: Victoria market spotlight

Getting you ahead of the curve

Making Brands Powerfully Unmissable



2

To say that Victorians have borne the brunt of Covid-19 in Australia would be 
to grossly understate the battle fought in the face of large community 
transmission and two forced state-wide lockdowns. But as the state 
continues to unlock and the economy reboot, residents have bounced-
back to regular behaviours quicker than any state, and come away from 
two lockdowns with a newfound appreciation for their fellow Victorians, their 
connections to family, friends and colleagues, the pure bliss of free 
movement, and the joy sparked when spending time at destinations outside 
the home. 

And what a time at that for Victorians to rejoin the rest of the nation, as 
residents across this great land continue to embrace life on the outside and 
gear-up for celebratory and retail events fast approaching this summer! 

To round-out the oOh! Pulse state spotlight reports, this fortnight we take a 
deep dive into Victorians as they continue to remerge and  bounce back to 
normal travel and spending patterns; how their unique experience in 
lockdown has shaped their outlook on the future of the economy, the 
government, businesses and their own personal financial standing to buy 
products and services in the future. This report also shines a light on 
Victorians aspirations on the horizon; how they plan to spend their time 
outdoors including travel, their eagerness to return to their place of 
employment, as well as how they are spending their money now and into 
the future.



Trends covered
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Here and Now:

Year on Year Out of Home audience volumes and 
movement trends – Victoria in Focus

A Look to the Future:

Updated spending behavior and consumer 
attitudes and intentions data for Victorian residents
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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 & Now



Victorian audiences bounce 
back, up +75% in the past 
month to 74% of 2019 levels!

Source: Dspark data, oOh! Roadside and Retail locations, Victoria, week ending November 16th 2020 vs. same week 2019 and vs. week ending October 12th 2020
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Source: Dspark data, Roadside and Retail locations, week ending Nov 16th 2020 vs. same week 2019

National update: Roadside and Retail audience growth 
continues

As Australians continue to return to regular trip 
making and time out and about, Retail and 
Roadside audiences are at highest levels since mid 
March and continue toward full recovery

• Data to week ending November 16th saw 
national audiences hit 84% of 2019 levels, fuelled 
by audience growth of +10.5% over the past 
month

• Roadside and Retail audiences delivered over 
451mil contacts weekly nationwide 

• Retail audiences hit 96% of 2019 levels, delivering 
over 215mil contacts weekly. Audiences across 
oOh!’s local and medium centre network have 
surpassed 2019 levels (103%)

• Roadside audiences grew +4.3% WoW, reaching 
76% of 2019 levels and delivering over 235mil
contacts weekly

National Retail and Roadside

84% of 2019 levels
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Source: Dspark data, Roadside and Retail locations, week ending Nov 16th 2020 vs. same week 2019

Victoria in Focus: Audiences up +75% over the past month as the 
state bounces back

After a second period of extended lockdown, 
Victorian out of home audiences have bounced 
back stronger out of lockdown than any other state 
before them, signalling a desire to get back to life in 
the ‘new normal’

• Data to week ending November 16th saw 
Victorian audiences hit 74% of 2019 levels, up 
+75% compared to 4wks ago to over 97mil 
weekly contacts

• In Melbourne audiences recovered to 72% of 
2019 levels, up +85% in the past month as 
restrictions were lifted

• In regional Victoria, growth continues after 
coming out of lockdown earlier than in 
Melbourne, with audiences nearing recover at 
94% of 2019 levels

Victoria Retail and Roadside

74% of 2019 levels
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Victorian roadside audience recovery at 61% of 2019 levels, 
with the network delivering 40mil contacts for week ending 
November 16th 2020

Audiences up +43% in the past month and over +9% in the 
past week

Regional Victorian audiences are on par with the rest of the 
country, nearing full recovery at 89% of 2019 levels

In Melbourne, people have returned to the roads as travel 
restrictions were relaxed, with audiences up near 50% over 
the past month

58% of 2019 levels in Melbourne 

89% of 2019 levels in Regional Victoria 

61% of 2019 levels in Suburban areas 

56% of 2019 levels in CBD areas

Source: Dspark data, 3,200 Roadside locations nationally, week ending Nov 16th 2020 vs same week 2019

Victoria Roadside: Regional areas approach full recovery 
and Melbourne audiences up near 50% in past month

61% of 2019 levels across oOh! Road Victoria locations



10 Source: Dspark data, 500+ Retail locations nationally, week ending Nov 16th 2020 vs same week 2019

Victoria Retail: Audiences more than doubled in the past 
month and now at 86% recovery

86% of 2019 levels across oOh! Retail Victoria locations

85% of 2019 levels in 

Metro areas

100% of 2019 levels in 

Regional areas

80% of 2019 levels in 

Local centres

86% of 2019 levels in 

Medium centres

84% of 2019 levels in 

Large centres

Victorian retail audiences hit 86% of 2019 levels, with the 
network delivering over 57mil contacts for week ending 
November 16th 2020

Pent up retail demand has seen Retail audiences surge, with 
audiences more than doubling in the past month and in 
regional areas fully recovered to 2019 levels

In line with increases in spend across key categories, 
audiences have increased across all centre types as 
Victorians expand their spending beyond essentials and hit 
the shops ahead of Christmas



A Look to the Future: 
Australian States At A Glance: 
Victoria Market Spotlight



12 Source: 1 ABC.net.au, Australians likely to spend up this Christmas with consumer confidence at seven-year high, 12th November 2020. Source: 2 Westpac Economics, Melbourne Institute November 
2020. Source: 3 The Australian, Confidence high in shift to economic recovery, 12th November 2020

The Westpac-Melbourne Institute Index of Consumer Sentiment rose 2.5% to 
107.7 in November 2020. Over the last two months the index has lifted by 14% 
to reach the highest level since 20132. The index is now tracking 13% above 
where it was for the six months prior to the pandemic hitting in March1.

Westpac “time to buy a dwelling” index also hit similar highs this month3.

Victorians had the biggest improvement in confidence, with sentiment in the 
state rising 9 per cent, as coronavirus restrictions eased, in addition to further 
interest rate cuts and personal tax cuts1.

"Given the high degree of uncertainty this Christmas, and the headwinds from 
the high unemployment rate, it is a very encouraging sign that Australians are 
planning for a normal Christmas" Westpac chief economist Bill Evans 
referencing Westpac findings over 2 in 3 are planning to spend the same or 
more this Christmas compared to previous years1.

Australian Retailers Association chief executive Paul Zahra said he believed 
there was a lot of “pent-up demand” and forced savings following months of 
disruptions and restrictions. “I do think most retailers are planning for a 
satisfying Christmas — the stars seem to be aligning quite well”3.
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VIC Covid-19 Community Outbreak

Falling victim to 92% of total confirmed cases in Australia across two

infection waves, Victoria has successfully turned their Covid-19 story

around, now enjoying consecutive ‘donut days’ of zero new cases and

deaths to the envy of many cities around the world1. And as residents

take the learnings from the experience, all the while remaining vigilant,

its fair to hope the worst is behind Victorians.

With consecutive ‘donut days’ of zero new cases and deaths in the

state, life in VIC has rebounded. Google mobility data as at 8th

November reports Park visitation growth of 48% points from the height

of Lockdown 2.0 in August to now sit at +3% of pre Covid-19 baseline.

Visitation to Retail and Pharmacy not surprisingly has also seen growth

with a 35% point increase from August, now sitting at -18% of pre

Covid-19 baseline figures2.

VIC State Mobility to outdoor destinations

VIC Travel Modes

Source: 1 ABC.net.au, Charting the Covid-19 spread in Australia, accessed 19th November 2020 (Covid-19 Community Outbreak Graph shown above). Source: 2 Google Community Mobility Reports, 8th November 2020. The 
baseline is the median value, for the corresponding day of the week, during the five-week period 3 Jan – 6 Feb 2020. Lockdown comparison made to Mobility report dated 14th August 2020. (VIC Mobility Data shown above). 
Source: 3 Apple, Mobility Trends Report, 11th November 2020 

With regards to travel on the road Apple VIC Mobility data for 11th

November reports driving tracking at -9% of Jan 2020 levels3.
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Last month, 72% of Victorians were confident the world economy would 
rebound once all social distancing restrictions had been removed, up 
15% points since May 20201.

Sentiment towards the handling of Covid-19 
Despite two state-wide lockdowns, the majority of Victorians are optimistic about 
the future of Victorian business and the handling of Covid-19, somewhat 
surprising given the press around the subject matter.

Just before the announcement of the end to lockdown 2.0, 86% of 
Victorians believed their employer would bounce-back from Covid-192.

Equally, 83% were also confident their employment position would be 
maintained or improved with the easing of restrictions2.

More recently, a Roy Morgan survey in November 2020 found 71% of 
Victorian electors approved of the way Premier Daniel Andrews handled 
his job, up 12% since mid-October3. 

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 Wave 4: 
24th - 28th July 2020 Wave 5: 2nd -9th October 2020| Research Panel: Dynata| Australians aged 16+ total n=4,479, Victoria n=1,253. 
Source: 2 oOh!media Pulse Report , wave 5 only results, Victoria n=198. Source: 3 Roy Morgan, Victorian ALP (58.5%) streaks ahead of L-NP 
(41.5%). Premier Daniel Andrews approval jumps 12% to 71%, 12th November 2020

May 2020 June 2020 July 2020 October 2020

64% 61% 72% 76%

May 2020 June 2020 July 2020 October 2020

57% 54% 68% 72%

May 2020 June 2020 July 2020 October 2020

74% 82% 82% 83%

Similarly Victorians recorded growing confidence towards the future of 
the Australian economy with easing restrictions, up 12% points from 
earlier this year to 76% in October 20201.

Confidence towards the future of Australian Businesses also saw a surge 
from May to June 2020, although remaining relatively stable since1.
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Compared to before the Covid-19 outbreak, VIC residents last month agreed…

78% are generally happier to 

be out and about, 3% points 

higher than the average 

Australian1

2 in 3 are eager to be out for 

longer amounts of time, 4% 

points higher than the 

average Australian1

Destination Victoria this Summer
As a state that loves to be out and about, residents are eager to pick-up 
where they left off! And with easing restrictions 83% intend to visit cafes, pubs 
and venues the same amount or more often compared to pre Covid-19 
levels, signally a surge in visitation across destinations1.

Additionally last month 82% of Victorians plan to attend live sports events in 
the future, a 7% points jump from May 20201 and a great sign for Victoria with 
upcoming events such as the Tennis and Big Bash.

With news of various plays and theatres to hit the stage in early 2021 in 
Victoria, 81% of residents last month said they are looking to attend events in 
the state with easing restrictions, an increase of 6% points from May 20201.

The Great Victorian Getaways
67% of VIC residents are keen to travel and explore their state, while 6 in 10 
are eager to change scenery and explore another Australian state as 
permitted1.

Bookings for regional hotels have spiked as Victorians plan getaways in the 
country, with Choice Hotels revealing that their online reservations are up 
40% after the lifting of restrictions were announced3.

Airbnb country manager Susan Wheeldon reports there has been "incredible 
enthusiasm" for regional holiday homes within driving distance of Melbourne 
and Geelong. "People are actively searching for authentic experiences that 
allow them to switch off and reconnect with family and friends while taking in 
the great outdoors”4

The top three most searched locations on Airbnb for December and January 
are Blairgowrie, Aireys Inlet and Port Fairy4.

Victorians are eager to be out and about!

In Q3 2020, NAB reported Victorians displayed a higher level of consumer

anxiety compared to the average2, however with lockdown 2.0 removed and

residents able to move more freely outside their home the hope stands that

some of these worries will be resolved.

With easing social distancing restrictions Victorian residents…

73% intend to get out and about more, 8% points higher than the average

Australian1

61% intend to socialize more with friends, family or colleagues, 6% points

higher than the average Australian1

62% intend to celebrate festivities previously postponed e.g. birthdays,

weddings1

8 in 10 plan to maintain or increase visitation to Melbourne CBD

compared to before Covid-19 lockdowns1.

3 in 4 are keen to return to the office1

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 Wave 4: 
24th - 28th July 2020 Wave 5: 2nd -9th October 2020| Research Panel: Dynata| Australians aged 16+ total n=4,479, Victoria n=1,253. 
Wave 5 results shown above (Victoria n=198). Source: 2 NAB, Australian Consumer Anxiety Survey Q3 2020, November 2020. Source: 3
Herald Sun, Rolling coverage: Ring of steel scrapped, Melbourne free at last, 9th November 2020  Source: 4 Traveller.com.au, Desperate 
Melburnians scramble to book coastal holiday rentals as ‘ring of steel’ lifts, 7th November 2020
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The Future Shopping Trolley
Moving into the future Victorians intend to purchase…

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 Wave 4: 
24th - 28th July 2020 Wave 5: 2nd -9th October 2020| Research Panel: Dynata| Australians aged 16+ total n=4,479, Victoria n=1,253. 
Wave 5 results shown above (Victoria n=198).  Source: 2 The Australian, Confidence high in shift to economic recovery, 12th November 
2020. Source: 3 NAB, Australian Consumer Anxiety Survey Q3 2020, November 2020. Source: 4 Dspark data, Roadside and Retail locations, 
week ending Nov 16th 2020 vs. same week 2019. 

RBA reports Australian households have built-up a $100bn savings buffer though 

the Covid-19 crisis, representing a massive cash pool that economists and 

policymakers hope will be spent over the next six months as government income 

support is withdrawn between now and March2.

According to NAB, Victorians were actively paying off more debt and increasing 

savings in Q3 2020 compared to the same quarter in 20193. 

Last month, 85% Victorian residents believed their discretionary income i.e. ability 

to buy goods and services would be maintained or increase once all restrictions 

are removed, an 8% point increase from May 20201.

Victorians welcomed back in-centre

W/e 16th November 2020, oOh! Retail audiences in Victoria surged to 86% of 

baseline pre Covid-19 levels, more than doubling since w/e 12th October to 

represent the largest up-tick in return to retail centres post lockdown of any 

state4.

And when it comes to future purchases VIC residents are 4x more likely to intend 

to shop more at physical stores compared to reducing purchases at retail 

destinations1.

Additionally last month 6 in 10 Victorians intend to buy more Australian 

owned/made products, while the same proportion also intend to buy more from 

small businesses1. 

78% small home appliances 

e.g. kettle, vacuum, of which 

60% intend to buy instore only1.

78% electronics, of 81% intend 

to buy instore only or a blend 

of instore and online1.

89% banking and financial 

products, of which half intend 

to go to a branch only or blend 

with online1.

78% health products, of which 

61% intend to buy instore for 

every purchase1.

59% lottery tickets, of which 

65% intend to buy instore only 

or a blend of instore and 

online1.

77% alcohol, of which 71% 

intend to be bought instore 

only1.

93% pharmaceuticals, of 

which 75% intend to buy 

instore only1.

75% home improvements, 

of which 72% intend to buy 

instore only1.
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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 Wave 4: 24th - 28th July 2020 Wave 5: 2nd -9th October 2020| 
Research Panel: Dynata| Australians aged 16+, n=4,479, Wave 1: n=2,212 / Wave 2: n=423/ 
Wave 3: n=318/ Wave 4: n= 773/ Wave 5: n= 753. Wave 5 results displayed right.

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=4,479
Wave 1: n= 2,212
Wave 2: 423
Wave 3: 318
Wave 4: 773
Wave 5: 753

Research Timings

Wave 1: 1st- 4th May, 2020
Wave 2: 18th- 20th May, 2020
Wave 3: 1st- 3rd June, 2020
Wave 4: 24th- 28th July, 2020
Wave 5: 2nd- 9th October, 2020

Age:

21%

12%

19%

7%

11%
11%

6%

2%

8%
1%

0.1%

0.1%

1%

1%

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

51%
Male

49%
Female

Gender:

Location:

12%

27%27%
29%

4%

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 5


