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As Queensland, New South Wales, ACT and South Australia close-out the
October Long Weekend and many professionals return to work post a
short getaway, school holidays are in full swing and the nation gears up
towards what some consider the busiest 3 months of the year; where
school term 4 and end of year exams take place, workplaces rush to get
key projects done by end of the year, households take advantage of
warmer months with increased social and recreational activities, and
residents across much of the nation start thinking about summer
festivities including Christmas and how to get ahead of the retail-mania
that is gift giving, whether online or instore.

And in Victoria, light at the end of the lockdown tunnel is in sight, as
residents forge a unique path over the next 3 months, balancing
suppression of Covid-19 in the community with easing restrictions outside
the home in support of rebooting the state economy across key
industries such as hospitality and retail.

In this week’s reports we take a deep dive into Australians in the here
and now; how residents are currently spending their money and how this
differs from pre Covid-19, trends into online and offline purchases, as
well as how shopping centres are adjusting their offering to ensure the
continued wellbeing of visitors. Additionally this report also includes a
look to the future; how key events such as Father’s Day this year provide
a view on what to expect in retail for the rest of the year, how
consumers intend to spend and preference for in-store or online
purchase across key categories.



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:
Online and offline buying trends, behavior and 
intentions
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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



Notification of mobile 
data network upgrades
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Due to upgrades across our audience mobility 
data providers from 10th - 25th Sept 2019 and 
14th – 27th Sept 2020, oOh! and DSpark have 
identified that outages over the upgrade periods 
resulted in some loss of data and lower reported 
people volumes over those periods. 

Using data points across 4,000+ locations nationally 
over 80+ weeks from 2019 through 2020, 
oOh!DataScience have implemented a robust 
method to model total volumes across impacted 
weeks to adjust for loss of data. 

Data outputs and modelled volumes have been 
validated.



For week ending Sept 28th, 
out of home audiences 
increased +3.3% week on 
week, with audiences at 
91% of 2019 levels in 
markets outside of Victoria!

Source: Dspark data, 4,000+ Roadside and Retail locations, week ending Sept 28th 2020 vs. same week 2019, NSW, Qld, SA, WA, ACT, NT
Note: Data for period of 10th - 25th Sept 2019 and from 14th – 27th Sept 2020 modelled as a result of some loss of data and lower reported people volumes.



8 Source: Dspark data, Roadside and Retail locations, week ending Sept 28th 2020 vs. same week 2019
Note: Data for period of 10th - 25th Sept 2019 and from 14th – 27th Sept 2020 modelled as a result of some loss of data and lower reported people volumes

National roadside and retail audience up +3.3% week on 
week 

With warmer weather and school holidays kicking 
off in parts of the country, data to week ending 
September 28th saw national out of home 
audiences grow +3.3% week on week 

• Roadside and Retail audiences delivered 389mil 
contacts nationwide, hitting 79% of 2019 levels in 
w/e 28th September

• The commencement of school holidays in Qld
and lead up in NSW saw audiences grew by near 
4.5% week on week in those markets

• In markets outside of Victoria, audience growth 
of +3.9% week on week saw levels reach 91% of 
same time last year

• Regional markets continue to perform strongly, 
up 5.9% week on week to 96% of 2019 levels as 
life returns to normal, school holidays are in reach 
and an influx of travel within state replaces 
interstate and international travel

National Retail and Roadside
79% of 2019 levels



9 Source: Dspark data, Roadside and Retail locations, Qld, SA, WA, ACT, NT, week ending Sept 28th 2020 vs. same week 2019. 
Note: Data for period of 10th - 25th Sept 2019 and from 14th – 27th Sept 2020 modelled as a result of some loss of data and lower reported people volumes

Six of seven states and territories at over 90% recovery

With suppression and near elimination of new Covid-
19 cases across much of the country, audience trends 
provide a glimpse to the future, with people back out 
and about and audiences reaching 91% of 2019 levels

Across NSW, Qld, SA, WA, ACT and NT….

Roadside audiences at 89% yoy and up +3.9% WoW 
as regular commute and trip making patterns resume

Retail audiences at 93% yoy as return to in store 
shopping continues, up +4.2% WoW. Visitation to Local 
& Medium centres remains at near full recovery (95%)

Regionally, audience levels are exceeding 2019 levels, 
at 105% vs. same time last year

85% of 2019 levels in NSW

98% of 2019 levels in Qld

90% of 2019 levels in SA 

95% of 2019 levels in WA 

91% of 2019 levels in NSW, Qld, SA, WA, ACT & NT
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National roadside audience recovery at 81% of 2019 levels 
for the past 2wks, with the network up nearly 3% week on 
week in w/e 28th September

In Qld where data captures the first week of school holidays, 
audiences were up +3.7% week on week and a huge +6.2% 
regionally

In markets outside of Victoria roadside audience recovery 
continues, hitting 89% of 2019 levels, up +3.7% week on 
week. 

Regionally, audiences near 2019 levels and in metro areas 
suburban assets continue to see an above average return 
vs. CBD assets

71% of 2019 levels in Metro areas 

94% of 2019 levels in Regional areas 

73% of 2019 levels in Suburban areas 

59% of 2019 levels in CBD areas

Source: Dspark data, 3,200 Roadside locations nationally, week ending Sept 28th 2020 vs same week 2019
Note: Data for period of 10th - 25th Sept 2019 and from 14th – 27th Sept 2020 modelled as a result of some loss of data and lower reported people volumes

Regional and school holiday audiences drives weekly 
roadside growth

81% of 2019 levels across oOh! Road locations



11 Source: Dspark data, 500+ Retail locations nationally, week ending Sept 28th 2020 vs same week 2019
Note: Data for period of 10th - 25th Sept 2019 and from 14th – 27th Sept 2020 modelled as a result of some loss of data and lower reported people volumes

Retail audiences up +3% week on week

76% of 2019 levels across oOh! Retail locations

70% of 2019 levels in 
Metro areas

103% of 2019 levels in 
Regional areas

92% of 2019 levels in 
Homemaker centres

85% of 2019 levels in 
Local centres

88% of 2019 levels in 
Medium centres

69% of 2019 levels in 
Large centres

Retail audiences at 76% of 2019 levels across the oOh! Retail 
network in w/e 28th September, up +4.1% week on week

In markets outside of Victoria audience return continues, 
reaching 93% yoy and up +4.2% week on week as 
Australians return to regular shopping habits. 

In Qld where data captures the first week of school holidays, 
Retail audiences jumped +6% week on week

Retail audiences continue to grow in Victoria, up for the past 
6wks, and up +3.7% in the past week as restrictions are 
relaxed

Regional audiences fully recovered and exceeding 2019 
levels



A Look to the Future:     
Buying behavior – online and 
offline retail trends
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Suppression in sight
It is evident Australians are winning the fight against Covid-19 with only 5
new daily cases recorded nationally and no new cases in Queensland,
New South Wales and ACT on 28th September 2020. Additionally spirits
are lifting in Victoria as deteriorating new case numbers support a
reopening of the state economy and further easing of restrictions1.

Consumer confidence now above weekly 2020 average
ANZ-Roy Morgan Consumer Confidence for 26th/27th September 2020
records the fourth straight week gain with confidence at 95.0, now
above the weekly 2020 average and up 4.8 points since the end of
August 2020. Increases in confidence is driven by short and long-term
view on domestic economic prospect2.

“Consumer confidence improved for the fourth week straight to its
highest level in more than three months. By far the largest contribution
came from ‘current economic conditions’, which has jumped almost
20% over the past fortnight” ANZ senior economist, Catherine Birch2

Travel by vehicles on the rise!
With encouraging signs of either elimination or suppression of Covid-
19 across Australian states and territories, residents are getting out
and about more on the road.

Outside of Victoria, Apple Mobility data for 26th September reports
driving on the road levels above that observed from January 2020
baseline3.

NSW: +9% above baseline3

QLD: +7% above baseline3

Source: 1. ABC.net.au, Charting the COVID-19 spread in Australia, accessed 28th September 2020. Source: 2 Roy 
Morgan, ANZ-Roy Morgan Consumer Confidence increases for fourth straight week, up 1.5pts to 95.0 – driven by 
increases in Sydney & Perth, September 29th 2020 Finding No. 8525.  Source: 3 Apple, Mobility Trends Report, 26th 
September 2020 

WA: +23% above baseline3

SA: +3% above baseline3
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The changing retail experience
Business Insider Australia reports large shopping centres such as Macquarie
Centre, Top Ryde City and Castle Towers continue to actively support the
suppression of Covid-19 in the community, adjusting the shopper
experience by suppling hand sanitizer, increased cleaning of high-touch
areas and adjusting air conditioning to increase supply of fresh air whilst on
premises1.

This year in retail
Post initial lockdowns, shopping centres were reporting pre-Mother’s Day
booms with some even observing significant crowding, particularly in NSW
and Victoria2. Learnings from initial lockdown earlier this year are providing a
view of what to expect when Victorians re-emerge from lockdown 2.0…

"It's great to see the obvious enthusiasm from Australians to get back to the
shops after weeks of lockdown. That's a really great sign for retail, and a
very natural response as Australians see the lockdowns starting to ease
around the country”2 The Australian Retailers Association, Paul Zahra in May
2020

The unique bricks and mortar experience

Consumers may be embracing online shopping, but market 
analysts say they will still want a place to browse in and buy from3. 

Colliers International, Michael Bate "The neighbourhood shopping 
centres, the sub-regional shopping centres in local communities 
are trading their heads off because everybody's shopping locally”3

The Shopping Centre Council of Australia, Executive Director Angus 
Nardi "Successful click-and-collect strategies that utilise physical 
stores have played a role in driving record online sales growth”3

Source: 1. Business Insider Australia, Extra cleaning, social distancing, and safety plans: Shopping centres explain how they are 
dealing with the influx of returning customers, 1st June 2020. Source: 2 ABC.net.au, Crowds swarm to shopping centres as 
coronavirus restrictions begin to ease, causing alarm over lack of social distancing, 9th May 2020. Source: 3 ABC.net.au, 
Shopping centres feel the pinch as retail speeds up move to online, 11th September 2020. Source: Source 5: Source: Dspark
data, 500+ Retail locations nationally, week ending Sept 28th 2020 vs same week 2019
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With easing social distancing restrictions Australians are…

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

2.3x more likely to intend to visit large shopping centres more often in the 
future compared to reducing visitation. Similarly, Australians are 3.8x more 
likely to intend to visit local shopping centres more often in the future than 
decrease1.

61% are intending to buy from more locally-based businesses1.

The future retail trolley - % of Australian’s who intend to make all purchases 
in physical stores in the future by category…

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 waves shown above). 

Clothing 
61%1

Footwear 
66%1

Intimate Apparel 
67%1

Groceries 
75%1

Home Decorating 
63%2

Pharmaceutical 
79%1

Small Home 
Appliances 64%2

Furniture 
70%1

Large Home 
Appliances 69%2



Last year, Australia Post predicted online shopping would account for 16% to 
18% of all retail spending by 2025. It now expects 15% of all retail spending by 
the end of this calendar year2. 

Online shopping triggered by lockdown
Easing of restrictions in May correlates with a  decline in online purchases as 
transactions resume instore, although Victoria’s second lockdown supported an 
increase in purchases made online given restricted travel.

“The events of the last six months have now brought forward much of that future 
growth and we would expect many of the converts to be convinced that online 
purchases are their new preference” Booktopia founder and CEO, Tony Nash in 
reference to 28% increase in sales during 2020 financial year3.

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 waves shown above). Source: 2 
Australia Post, Inside Australian Online Shopping, August 2020. Source: 3 Retail World, Book sales soar in 2020, 23rd September 2020. Source

Image source: Australia Post, Inside Australian Online Shopping, August 2020

Unexpected winners 

The future online basket
% of Australian’s who intend to make all purchases online in the future by 
category…

The role of retail in the online purchasing journey
Online shoppers want retailers to offer click & collect supporting real-world 
experience with Retail World reporting findings that 54% of online shoppers 
want retailers to deliver parcels to after-hours location hubs5. 

Holidays/Travel 47%1
Banking & 
Finance 45%1

16

Telecommunications 37%1

Entertainment items 
e.g. books 29%1Gaming 29%1

Lottery 
tickets 29%1

Gambling 
Bet 44%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


	Slide Number 1
	Ahead of the Curve
	Trends covered
	Dspark�data usage disclaimer 
	Here & Now
	Notification of mobile data network upgrades
	For week ending Sept 28th, out of home audiences increased +3.3% week on week, with audiences at 91% of 2019 levels in markets outside of Victoria!
	National roadside and retail audience up +3.3% week on week 
	Six of seven states and territories at over 90% recovery
	Regional and school holiday audiences drives weekly roadside growth
	Retail audiences up +3% week on week
	A Look to the Future:     Buying behavior – online and offline retail trends
	Light at the end of the lockdown tunnel
	The Bricks And Mortar Experience
	In-store Experience
	The Online Shopping Basket
	Slide Number 17
	oOh!media Pulse Report�Methodology 

