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With just under 10 weeks until Christmas, we are well-into the back end 
of 2020! Final school and University semesters have begun, and more 
and more Australians are getting back to work in offices and 
employment locations across the nation. And in Victoria, glimmers of 
hope shine, with suppression of new and active Covid-19 cases 
demonstrating the state is at the silver lining of lockdown 2.0. 

With just over two weeks until the start of November, Australian’s are 
gearing-up for some of the most anticipated events on the retail 
calendar including Black Friday and Cyber Monday to help them along 
with purchases for this upcoming Christmas. And with reports of stock 
shortages and long wait-times in some categories already, Australians 
are getting on the front-foot this year when it comes to planning 
Christmas 2020 and their upcoming gift purchases. Social distancing 
due to Covid-19 is also supporting retail shopper's eagerness to avoid 
the mad-rush observed over previous Decembers and add piece of 
mind that Christmas 2020 will be like any other, albeit with minor 
adjustments to the way we celebrate, but celebrate all the same!

In this fortnightly report we take a deep dive into 2020 Christmas 
festivities and gift-giving; what shape festivities with family and friends 
will take this year, when Australians intend to research and buy 
products, what they expect of brands this Christmas and the 
anticipated differences and similarities between Christmas this year and 
past years in the face of Covid-19.



Trends covered
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Here and Now:
Year on Year Out of Home audience volumes and 
movement trends

A Look to the Future:
Purchase behavior and intentions for Christmas 2020
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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



Visitation to regional areas 
over the recent school 
holiday period surpassed 
2019 levels, with 1.25mil 
people from Sydney 
travelling to regional NSW 
over the break!

Source: Dspark data, 4,000+ Roadside and Retail locations, 26th Sept – 11th Oct 2020 vs. same school holiday period 2019; unique number of people from Sydney travelling to Regional NSW



7 Source: Dspark data, Roadside and Retail locations, week ending Oct 12th 2020 vs. same week 2019

Following regional gains over the school holiday period, metro 
audiences drive a fourth straight week of growth 

Australians continue to return to regular trip making, 
and after audience gains in regional Australia over 
the holiday break, in the last week metro audiences 
have followed suit, up nearly 3% WoW as schoo, 
shopping, and work trips kick back in

• Data to week ending October 5th saw national 
audiences hit 80% of 2019 levels, fuelled by 
audience growth of +8.6% over the past 4 weeks

• Roadside and Retail audiences delivered 408mil 
contacts nationwide

• Metro audiences grew +2.8% WoW as school term 
4 is underway, Christmas shopping ramps up and 
workers return to office/employment based trips

• Continued confidence of a crisis averted, 
audiences in SA and WA up another +7.1% WoW 
and surpass 2019 levels

• Victorian audiences grow for a fourth straight 
week and starting to show signs of a rebuild as 
restrictions are gradually relaxed

National Retail and Roadside
80% of 2019 levels



8 Source: Dspark data, Roadside and Retail locations, NSW,  26th Sept to 11th October vs. same period 2019, total travel from Sydney GCCA to regional NSW by SA4 
region

Regional road trips become the norm, with more travelling to 
regional areas over the recent break than last year! 

With international and interstate travel off the list, the recent 
school holiday period saw more people travel from metro to 
regional areas,  providing a glimpse into what the 
Christmas/summer holiday break will look like

In NSW, 1.25mil Sydneysiders travelled to regional areas over 
the break, up +5% vs. travel last year and representing 1 in 5 
people heading to the regions

Regional NSW audiences increased +16.7% over the 2wk 
break

Holiday travel hotspots…

• Central West (e.g. Bathurst, Orange, Mudgee) +5.45% yoy

• Hunter Valley & Newcastle +3.78% yoy

• Illawarra (e.g. Wollongong, Kiama) +3.82% yoy

• Southern Highlands & Shoalhaven +3.62% yoy

• Mid North Coast (e.g Port Macquarie, Taree) +2.81% yoy
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National roadside audience recovery at 78% of 2019 levels, 
with the network delivering 224mil contacts for week ending 
12th October

In markets outside of Victoria, audience recovery at 87% of 
2019 levels

SA and WA experienced strong growth, with Roadside 
audiences surpassing 2019 levels (+101%)

Victoria shows signs of recovery, with roadside audiences up 
+11.8% WoW, and a larger +13.8% in Melbourne

Regionally, audiences continue to near 2019 levels and in 
metro areas CBD assets have grown +7% over the past 2wks 
as a return to the office builds 

70% of 2019 levels in Metro areas 

89% of 2019 levels in Regional areas 

72% of 2019 levels in Suburban areas 

59% of 2019 levels in CBD areas

Source: Dspark data, 3,200 Roadside locations nationally, week ending Oct 12th 2020 vs same week 2019

Roadside audience recovery continues, and SA and WA 
audiences surpass 2019 levels

78% of 2019 levels across oOh! Road locations



10 Source: Dspark data, 500+ Retail locations nationally, week ending Oct 12th 2020 vs same week 2019

Retail audiences up +12% in the past 3 weeks as Christmas 
shopping is well underway

81% of 2019 levels across oOh! Retail locations

75% of 2019 levels in 
Metro areas

109% of 2019 levels in 
Regional areas

87% of 2019 levels in 
Homemaker centres

93% of 2019 levels in 
Local centres

93% of 2019 levels in 
Medium centres

74% of 2019 levels in 
Large centres

Audience levels hit 81% of 2019 levels across the oOh! Retail 
network in w/e 12th October, up +3.2% week on week

With audience levels in regional retail centres continuing to 
grow and track above 2019 levels (+109%), this week also 
saw strong +3.5% growth in audiences in metro retail centres 
as consumers welcome the opportunity to hit the shops in 
anticipation of Christmas

Audiences of Local and Medium centres grew +4.5% WoW to 
93% recovery and encouraging +2.2% WoW growth across 
the Large centre network saw audiences hit a 7wk high of 
74% recovery



A Look to the Future:    
Purchase behaviour and intentions for 
Christmas 2020



12 Source: Westpac Consumer Sentiment Bulletin, October 2020
Source 2: Finder, projected spend by Australians on Christmas 2020, May 23 2020 

The Westpac-Melbourne Institute Index of Consumer Sentiment surged 
by 11.9% to 105.0 in October from 93.8 in September 20201.

Over the last two months the index has lifted by 32% to the highest 
level since July 2018 and is now 10% above the average level in the six 
months prior to the Covid-19 pandemic1.

Confidence lifted in all states; NSW (+17.5%), Queensland (+7.1%), WA
(+2.4%), SA (+ 9.3%) and VIC (+13.7%) which is now at a level 
comparable with most states except NSW1.

Strong results are supported by a well-received Federal Budget, 
containment of Covid-19 and anticipated interest rate cutes by RBA in 
November1.

Brand Opportunity 
This presents an opportunity for brands to leverage current above-
average consumer confidence, particularly in the lead-up to 
November retail events and key events like Christmas where 
Australians are predicted to spend upwards of $18bn this year!2
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How festivities as shaping-up this year
Some Australians plan to celebrate slightly different this year. Adjustments
include…

Organised events and activities are also set to be celebrated slightly 
different this year…

Adelaide Christmas Pageant will be held on the evening instead of 
during the day this year, with an altered location now at Adelaide 
Oval and capped attendance of 25,000 people selected by ballet3.

Event organisers are getting creative when it comes to Santa 
photos this year, with different methods planned to ensure social 
distancing with Santa is maintained.  Others are opting for 
Christmas portraits instead with Professional Photographers 
reporting an increase in demand leading up to Christmas 
this year4.

Part of the appeal of Christmas comes from the mood and cheer of 
the season! Last year McCrindle research found 65% of Australians 
savour time spent with family and friends, 46% the food and 
celebrations and 1 in 3 looked forward to the mood and cheer2. 

By comparison, and despite a whirlwind year, Australians again look 
forward to being merry this December. When it comes to Christmas 
celebrations with family and friends this year…

2 in 5 plan to continue with celebrations as they normally 
would1. 

43% plan to celebrate but with some adjustments compared 
to past years1. 

7% plan to cancel Christmas celebrations all together, while 
6% have never celebrated Christmas1. 

“Social distancing 
and eating outside”1

“Have more tables 
than before & have 
throw away items”1

“Won’t be able to travel 
out of state so location will 

be changed”1

“I usually go away for 
Christmas, either to visit 
family or go on a cruise. 

This year I will be 
celebrating Christmas at 
home with my family who 

live with me”1

“Celebrating Christmas 
at home instead of 

travelling overseas”1

“Be more aware of 
where relatives are 

coming from”1

“Less gifts and 
budget on food”1

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+, 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 above. Source:2 McCrindle, Australians value the meaning of Christmas, 
November 2019, n=1008 Australians. Source: 3 ABC.net.au, Coronavirus forces Adelaide Christmas Pageant 
move from CBD to Adelaide Oval in twilight event, 11th September 2020. Source: 4 ABC.net.au, Coronavirus 
could see Santa photos scrapped this Christmas, 1st October 2020

“Not go to Hotel 
buffet lunch”1

“Different family 
members will visit at 

different times instead of 
all together”1

“Celebrations will be 
with a smaller number 

of people this 
Christmas”1

“Thinking seriously 
about going 

away”1
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Last year PayPal research found that Australians spend an average of 10 hours 
planning and purchasing gifts each festive season, with females spending the 
most time, at 12 hours on average3.

While it is anticipated that the same amount of thought will go into gift-giving 
this year, a proportion of Australians are starting their planning and purchasing 
earlier than previous years given Covid-19…

• 2 in 5 are thinking about Christmas earlier this year1.
• Over 1 in 3 are planning what Christmas will look like earlier this year1.
• 1 in 3 say they are purchasing products/services earlier this year1.

Despite this, the size of Australians Christmas wallet remains largely 
unchanged…
Research released by Vamp Australian in October 2020 confirms 84% expect 
they’ll spend the same, or more, on Christmas this year, compared to last year4.

8 in 10 Australians have/intend to save money in the lead up to Christmas this 
year to fuel purchases for upcoming celebrations and gift-giving1, ensuring the 
magic and joys of Christmas is again realized this year.
With this however, Australians are also going to part-take in purchasing during 
sales periods with 53% of Australians intending to buy during upcoming Black 
Friday sales1.

When Australians plan to start purchasing this Christmas

38%

36%

51%

47%

0%

10%

20%

30%

40%

50%

60%

Already started Start Oct 2020 Start Nov 2020 Start Dec 2020

Gifts instore Gifts online Groceries Alcohol

This trend is expected to continue this year with a proportion planning to start
purchasing Christmas gifts instore and online this November, with fewer
waiting to the mad-rush in December. Meanwhile, in the few weeks before
Christmas Day Australians intend to switch their focus to grocery and alcohol
purchases in preparation for the big day1.

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+, 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 above. Source:2 SMH.com.au, 
Increased spending causing shortages in household items, 30th September 2020. Source: 3 B&T, PayPal: 87% Of Aussies Want 
Presents With Purpose This Year, 3rd December 2020. Source: 4 Adnews, Five reasons COVID Christmas marketing needs influencers, 
9th October 2020 . Source: 5 Retail World, ABS results confirm shift in Christmas Shopping Behaviour, 7th February 2020 

Last year the ABS reported November retail trade figures increased 0.9% for 
the month compared with a drop in retail turnover of 0.5% in December. 
National Retail Association CEO Dominique Lamb said that these wide shifts in 
turnover between the two months demonstrated that increasing numbers of 
Australian consumers were doing their Christmas shopping in late November 
rather than December5. 



Australian’s have a wide variety of products they are looking to purchase for 
Christmas gifts this year. This includes…

79% vouchers/gift cards, of which half are intended to be bought at 
physical stores only1.

75% clothing, of which 81% intend to buy in-store only or a blend of 
in-store and online websites1.

68% entertainment items such as books, games. Of those looking to 
buy in the category over 2 in 5 are looking to buy from physical 
stores1.

2 in 3 beauty products, of which half are intended to be bought at 
physical stores only1.

6 in 10 intimates, of which half are intended to be bought at 
physical stores only1.

6 in 10 home decorating/furnishing items e.g. candles, of which 
Australians are 3.5x more likely to buy in-store only as opposed to 
online for all items1.

15

Bricks & Mortar Stores for Christmas needs
94% of Australians intend to buy gifts for Christmas this year, of which 
Australians are 2.3x more likely to plan all purchases at bricks and mortar 
locations as opposed to buying everything online only1

In light of Covid-19, this Christmas…

1 in 2 intend to visit shopping centres earlier in the morning or later in 
the afternoon to avoid crowds1.

45% intend to wear a face mask/covering so they can shop in-
centre at their own pace and peace of mind1.

57% expect the same level of service in-centre as previous years 
e.g. help with gift ideas1.

90% of Australians say they will be making an effort to support local 
in the build-up to Christmas 20202.

What Australians expect from brands this Christmas
80% of Australians are looking for different brand offerings compared to 
what they would typically look-out for in past Christmas’1.

Compared to previous Christmas’, those looking for something different are 
more inclined this year to purchase from brands that are well-priced over 
category leading brands1…

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+, 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 above. 

• 6 in 10 is within my budget1

• 55% is well priced1

• 57% is Australian owned/made1

• Over 1 in 3 is a quality brand1

• Over 1 in 3 is from a small/local
business1
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The Christmas Gift of Travel

With Christmas fast approaching, the biggest gift of all this season would 
be the gift of travel…

New Zealand Deputy Prime Minister Winston Peters hoped there could 
be a travel bubble between New Zealand and some Australian states 
before Christmas3. 

Tom Caton, Chief Revenue Officer at AirDNA “We are expecting 
regional destinations to lead the charge for Australia's upcoming peak 
season as local travellers choose to book holidays in locations within 
driving distance from their homes and away from city centres". AirDNA
had seen a "deluge of bookings" in regional locations, such as Byron4.

“Christmas is about coming together with loved ones, sharing great 
food and celebrating, but we know it will be very different for many 
Australians this festive season. It’s been a challenging year and 
customers will be looking for ways to save more during what’s typically 
an expensive season.”2 

Woolworths’ Director of Buying Paul Harker 

While Australians this Christmas may be more sensitive to price of goods 
and services, when it comes to grocery shopping specifically the 
majority intend to continue to buy their Christmas needs in-store…

96% intend to buy groceries for Christmas celebrations this year, 
of which 7 in 10 intending to buy in-store only for all their needs1.

80% intend to buy alcohol for the Christmas festivities, of which 2 
in 3 intend to buy from a liquor retailer at a bricks and mortar 
location1.

70% intend to buy Christmas decorations to dress their homes 
and dinner tables with Australians over 3x more likely to buy all 
their needs in-store as opposed to all online1.

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+, 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 above. Source: 2 Australian Food News, Woolworths makes multi-
million dollar investment to drop prices on 140+ products in the lead up to Christmas, 30th September 2020. Source: 3 ABC.net.au, Could a 
travel bubble between Tasmania and New Zealand be a Christmas gift?, 28th September 2020. Source: 4 9news.com, Virus hammers 
Airbnb in Sydney and Melbourne, but Sunshine Coast and Byron Bay bounce back strong, 5th October 2020 Image Source: Good Food
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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
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