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As the nation gets behind Victorians and their progress out of
lockdown 2.0, case numbers continue to decline and residents
embrace localized trips for shopping and exercise for the time being.
Life in states outside of Victoria continue to provide a source of
inspiration. This is no truer than the state coined ‘the island within the
island’, Western Australia.

With state border closures since April, Western Australians have
enjoyed a unique reality since the outset of Covid-19; with very few or
often no daily new Covid-19 cases recorded since mid-April,
subsequent easing and removal of almost all restrictions outside the
home has occurred. In Western Australia life resumes, with
attendance back at large scale gatherings such as Weddings and
sporting events, and visitation allowed to aged care facilities. The
state has seen an almost complete return to workplace participation
and a V-shaped recovery for key WA businesses back to pre-outbreak
levels.

As a continuation of our state-specific insights series, this weeks report
shines a light on the far west, from unrestricted travel within their state
with audience mobility tracking ahead of pre Covid-19 levels, to
untapped savings previously allocated to holidays resulting in an
upsurge in retail, hospitality, entertainment and home improvement
purchases.

This report also takes a deep dive into sentiment towards the future of
the state and residents own financial standing, as well as their plans
when it comes to future smaller and big-ticket item purchases, and
their overall confidence towards life on the horizon.



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:

Updated consumer attitudes and intentions 
data for WA residents vs. the national 
average
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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



Audiences up across all 
markets in the past 
week, with near 
complete recovery in 
Qld, SA and WA and 
+4.1% weekly growth in 
Victoria!

Source: Dspark data, 4,000+ Roadside and Retail locations, week ending Sept 7th 2020 vs. same week 2019
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Source: Dspark data, Roadside and Retail locations, week ending Sept 7th 2020 vs. same week 2019

Weekly audience growth of +1.5% nationally

With audience growth across all states in the past 
week, audience volumes were up +5.7mil and at 
76% of levels vs. the same week last year

• Roadside and Retail audiences delivered 381mil 
contacts nationwide in w/e 7th September

• In Victoria, with a path forward and lower new 
Covid-19 cases, audiences grew for the second 
week running, up +4.1% 

• In markets outside of Victoria, audiences 
continue return to normal, at 89% of 2019 levels

• Regional markets continue to perform strongly, 
up week on week to 92% of 2019 levels as life 
returns to normal and travel within state across 
much of the country resumes

National Retail and Roadside

76% of 2019 levels



8 Source: Dspark data, Roadside and Retail locations, Qld, SA, WA, ACT, NT, week ending Sept 7th 2020 vs. same week 2019

Five of seven states and territories at 94% recovery

With limited new Covid-19 cases, life returns to 
normal across Qld, SA, WA, ACT and NT, with 
audiences back to 94% of 2019 levels

Across Qld, SA, WA, ACT and NT….

Roadside audiences at 93% yoy as regular 
commute and trip making patterns resume

Retail audiences at 95% yoy as a return to the in 
store shopping experience continues. Visitation 
to Large centres has hit 98% yoy

Regionally, audiences are above 2019 levels 
(101%)

93% of 2019 levels in Qld

93% of 2019 levels in SA 

96% of 2019 levels in WA 

88% of 2019 levels in ACT & NT

94% of 2019 levels in Qld, SA, WA, ACT & NT
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National roadside audience recovery at 77% of 2019 levels, 
with the network up week on week and delivering 211 
million contacts in w/e 7th September

In markets outside of Victoria roadside audience recovery 
continues, hitting 86% of 2019 levels. In suburban metro 
areas outside of Melbourne audience recovery hit 84%.

Regionally, audiences near 2019 levels, reaching 89% yoy in 
the past week. And in metro areas, suburban assets 
continue to see an above average return

68% of 2019 levels in Metro areas 

89% of 2019 levels in Regional areas 

70% of 2019 levels in Suburban areas 

57% of 2019 levels in CBD areas

Source: Dspark data, 3,200 Roadside locations nationally, week ending Sept 7th 2020 vs same week 2019

Regional and suburban roadside locations drive weekly 
growth

77% of 2019 levels across oOh! Road locations



10

Retail audiences at 74% of 2019 levels across oOh! Retail 
network, delivering 170 million contacts in w/e 7th September 

In markets outside of Victoria audience return continues, 
reaching 94% yoy as Australians return to regular shopping 
habits. 

In the past week, Retail audiences in Victoria grew +6.5%, 
driven by a +11% increase in audience across oOh!’s
medium centre network.  

Recovery by centre type indicative of continued shopping 
for essentials in local and medium centres and at large 
centres within grocery precincts

Source: Dspark data, 500+ Retail locations nationally, week ending Sept 7th 2020 vs same week 2019

Retail audiences up +3% week-on-week

74% of 2019 levels across oOh! Retail locations

68% of 2019 levels in 

Metro areas

100% of 2019 levels in 

Regional areas

87% of 2019 levels in 

Homemaker centres

83% of 2019 levels in 

Local centres

84% of 2019 levels in 

Medium centres

68% of 2019 levels in 

Large centres



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



12 Source: 1 Government of Western Australia- Department of Jobs, Tourism, Science and Innovation, Economy outlook, August 2020. Source: 2 Deloitte, WA Index Report, August 2020. Source: 3 
ABC.net.au, Charting the Covid-19 spread in Australia, accessed 8th September 2020 (Covid-19 Community Outbreak Graph shown above). Source: 4 Google Community Mobility Reports, 6th

September 2020. The baseline is the median value, for the corresponding day of the week, during the five week period 3 Jan – 6 Feb 2020. (Western Australia State Mobility Data shown above). Source: 
5 The Australian, Western Australia versus the rest: ‘we know best’ on coronavirus border closures, 5th September 2020

WA Covid-19 Community Outbreak

WA continues to provide a source of hope for Victorians in

lockdown, as the far west state eliminates widespread Covid-19

community outbreak with no community cases for 146 days5 and

all active cases acquired overseas and forced into mandatory

quarantine on arrival3.

Success in elimination of widespread community transmission of

Covid-19 has fueled WA resident's confidence in the return to the

everyday, reflective in current mobility data supporting a return to

the workforce, shopping and outdoor destinations such as parks

in-parts above pre Covid-19 levels4.

WA State Mobility to outdoor destinations
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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| Research Panel: Dynata| Australians aged 16+, n=3,726, Wave 1: 
n=2,212 / Wave 2: n=423/ Wave 3: n=318/ Wave 4: n= 773. All WA reported above (total n=360/July only n=66). 
Source: 2 Deloitte, WA Index Report, August 2020, Source: 3 NAB, State Economic Overview, August 2020. Source: 
4 The Economist, Australia’s internal travel restrictions are tested in court, 8th August 2020. Source: 5 WA Today, 
WA to go its own way on pandemic plan as rest of nation joins forces on borders, 4th September 2020

Deloitte WA Stock Exchange Index of WA listed companies recorded a 
profound ‘V shaped’ recovery over the last few months since the sharp 
retreat in March 2020, closing June 2020 only 3% below the highs of 
January 20202.

NAB State Economic August 2020 Overview reports positive business 
investment in WA for the month prior, the highest recorded across the 
states driven largely by the mining industry3.

According to the ABS, WA’s labor market has also recorded the highest 
employment participation across the nation in July 2020 with just below 
68% participation in the workforce3. 

As at the end of July 2020, 65% of WA residents report their job had not 
been impacted by Covid-19, 9% points higher than the national figure1.

Success of hard borders

WA premier, Mark McGowan hit an approval rating of 89% in a poll 

conducted shortly after he closed the state border4.

"If we had an outbreak leading to the closure of the mining industry, it 

would have a devastating effect across the country. The hard border 

has worked. Lives and jobs had been saved…One tenth of the 

population produces 50% of its exports. We're leading the nation…”   

WA premier, Mark McGowan5.

As a result of the State Governments response to Covid-19 outbreak, 

94% of WA residents say their confidence has maintained or grown 

towards their State Government, 8% points higher than the national 

average1. 



14

Compared to before the Covid-19 outbreak, WA residents agree…

And WA residents intend to maintain or increase visitation to 

destinations outside the home compared to pre Covid-19 levels …

WA audiences are on the move, with oOh! roadside audience volumes 
at 90% of 2019 levels for w/e 7th September 20202. 

Equally, those in WA have returned to the shops, with oOh! Retail 
audiences near 2019 levels, at 98% yoy for w/e 7th September 20202.

Dining-out is high on the agenda with WA pubs and restaurants reporting 
boom-time trade in the past four months with customers spending more 
than usual on eating and drinking3. 

"People who would usually be spending their spare money on holidays 
and going away and the like can't at the moment, and the entire 
industry in the western suburbs are getting swamped with people eating 
out“3 Prominent Cottesloe restaurateur

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| Research Panel: Dynata| Australians aged 16+, n=3,726, Wave 1: n=2,212 / 
Wave 2: n=423/ Wave 3: n=318/ Wave 4: n= 773. All WA reported above (total n=360/July only n=66). Source: 2 Dspark
data, Roadside and Retail locations, week ending Sept 7th 2020 vs. same week 2019. Source: 3 WA today, Cash-rich 
and nowhere to go: Good times flow for WA hospitality, 7th September 2020. Source:

Over 7 in 10 are generally
happier to be out and 
about1

74% are generally more 
appreciative of the outdoors 
and outdoor destinations1

75% are more alert and 
aware of their 
surroundings1

Over half are eager to 
be out for longer 
amounts of time1

85% visit cafes, pubs 
and venues1

80% visit entertainment 
precincts e.g. cinema1

75% attend live 
sports events1

77% attend site-based 
festivals and/or events1



Booming State-based Travel!
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On the 5th September, The Australian reports WA domestic tourism is 
booming, with holiday destination Exmouth on the edge of the Ningaloo 
Reef recording visitation 3x that typically experienced this winter2.  

According to The West Australian WA’s “overseas” holiday destination, 
Rottnest Island is experiencing a bookings bonanza with accommodation 
bookings up 67% YOY in August 2020, making up for the shortfall of 
international and interstate guests. And while it’s only the first week of 
September, accommodation bookings are up 25% YOY3.

Australians are looking forward to borders reopening!

Over 1 in 3 Australians living outside WA are 
planning to holiday in another Australian state 
in the next 12 months1. 

68% of Australians living outside WA would be 
happy to travel to the west coast once hard-
borders reopen1. 

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| Research Panel: Dynata| Australians aged 16+, n=3,726, Wave 1: n=2,212 / 
Wave 2: n=423/ Wave 3: n=318/ Wave 4: n= 773. All WA reported above (total n=360/July only n=66). Source: 2 The 
Australian, Western Australia versus the rest: ‘we know best’ on coronavirus border closures, 5th September 2020. 
Source: 3 The West Australian, Forget Europe, West Aussies going ‘overseas’ to Rotto, 7th September 2020

And with very few restrictions in place, 58% of WA residents are 
keen to travel and explore their state1.

Half of WA residents intend to take long road-trips (2+ night stay) 
in the near future1.
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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| Research Panel: Dynata| Australians aged 16+, n=3,726, Wave 1: 
n=2,212 / Wave 2: n=423/ Wave 3: n=318/ Wave 4: n= 773. All WA reported above (total n=360/July only n=66). 

Confidence Towards The Horizon

As at July 2020, once all social distancing restrictions have been 

removed WA residents…

8 in 10 expect their confidence in banks to be maintained 

or increase compared to pre Covid-19 levels1.

86% are confident their employment position will be 

maintained or improve, 2% points higher than the 

national average1.

91% expect their discretionary income i.e. ability to buy 

products and services will be maintained or increase, 7% 

points higher than the national average1.

92% expect their ability to pursue their interests/passions 

will be maintained or improve, 3% points higher than the 

national average1.

Splashing-out on big ticket items

Once all social distancing restrictions are removed and borders reopen, 
WA residents intend to…

Over 1 in 4 intend to buy 
a new car1. 

Half intend to plan a holiday in an overseas destination/s, 
once international borders permit1. 

6 in 10 intend to holiday 
within Australia1. 

1 in 5 intend to buy a new 
house or apartment1. 

Over 1 in 10 intend to 
move to a regional area, 
as opposed to the city1. 
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In the future WA residents intend to purchase…

WA residents are 4.3x more likely to intend to shop more at physical stores in 
the future compared to reducing purchases at retail destinations1.

Half of all WA residents intend to buy products/services they had previously 
postponed1.

6 in 10 WA residents intend to buy more Australian owned/made products 
and/or services, 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 Wave 4: 24th - 28th July 2020| Research Panel: Dynata| Australians aged 16+, n=3,726, Wave 1: 
n=2,212 / Wave 2: n=423/ Wave 3: n=318/ Wave 4: n= 773. All Queensland reported above (n=717). 

71% large home appliances e.g. fridges, of which they are 7.7x 
more likely to buy instore only compared to entirely online1.

79% small home appliances 
e.g. vacuum, kettles, of 
which 7 in 10 intend to 
buy instore only1.

78% electronics, of which 
2 in 3 intend to buy instore 
for all purchases1.

86% banking and financial 
products, of which 46% 
intend to buy online only1.

79% health products, of 
which 60% intend to buy 
instore for every 
purchase1.

70% lottery tickets, of 
which half intend to buy 
instore only or a blend of 
instore and online1.

77% alcohol, of which 93% 
intend to buy instore only 
or a blend of instore and 
online1 1.
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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| Research Panel: Dynata| 
Australians aged 16+, n=3,726, Wave 1: n=2,212 / Wave 2: n=423/ Wave 3: n=318/ Wave 4: n= 
773. Wave 4 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=3,726
Wave 1: n= 2,212
Wave 2: 423
Wave 3: 318
Wave 4: 773

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

Age:

22%

11%

24%

9%

10%
6%

5%

1%

8%
1%

1%

0.1%

2%

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

50%
Male

50%
Female

Gender:

Location:

8%

28%27%
30%

7%

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 4


