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With further Government announcements last week
placing Victorian residents into various stages of
lockdown, Australia is now a nation united in its cause
yet one with divided realities depending on state of
residence.

As Queensland, South Australia, Western Australia, ACT,
NT and Tasmania are successfully eliminating
widespread Covid-19 cases in their communities, and
NSW continuing to limit case numbers, residents across
much of the country are returning to a life once again
enjoyed outside the home.

This week’s report deep dives into Out of Home
audience return and how Australians in these recovering
key economies have adapted, adjusting their
behaviours to ensure their communities continue with no
or very few active Covid-19 cases, sentiment towards
the horizon when it comes to their physical and mental
health, and the importance of both the great outdoors
and inner circle connections when it comes to their
future health prospects.



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:

NSW, Qld, SA, WA, ACT, NT, Tas:

Up to date consumer attitudes and 
intentions data capturing adopted 
behaviours, appreciation and intentions 
towards the outdoors, physical and mental 
health, inner-circle relationships and 
connections to local communities
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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
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Source: Dspark data, Roadside and Retail locations, week ending Aug 3rd 2020 vs. same week 2019

Audience growth outside of Victoria drives national increase

74% of oOh!’s national audience are not under 
lockdown restrictions and people in those markets 
continue to return to activities outside the home.

In data reported through to the 3rd August and 
leading into stage 4 lockdown in Melbourne:

• National audience recovery reached 79% of 
2019 levels 

• oOh! roadside and retail networks delivered 
over 400mil weekly contacts 

• Audience growth across all markets outside of 
Victoria drove national audience growth of +2% 
week on week.  

• In markets outside of Victoria, audience 
recovery hit 89% of 2019 levels.

Year on Year

79% of 2019 levels
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Source: 1. Dspark data, Roadside and Retail locations, week ending Aug 3rd 2020 vs. same week 2019, NSW, Qld, SA, WA

Recovery across the country

In markets outside of Victoria, Regional Retail 
audiences reached 106% of 2019 levels and 
visitation to all centre types reached 90%+ 
recovery1.

Regional Roadside audiences hit 93% of 2019 
levels and suburban audiences in metro 
markets performing strongly at 84% of 2019 
levels, +13% points higher than CBD1.

In markets outside Victoria: 

In Victoria over the past week, audiences 

plateaued, with a slight increase to 51% of 2019 

levels1. 
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National audience recovery at 80% of 2019 levels, with the 
network delivering 218 million contacts weekly. 

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

Regionally, audience growth continues strongly towards 
2019 levels as do assets in suburban areas where recovery is 
13% points stronger than in CBD areas. 

71% of 2019 levels in Metro areas 

93% of 2019 levels in Regional areas 

73% of 2019 levels in Suburban areas 

60% of 2019 levels in CBD areas

Source: Dspark data, 3,200 Roadside locations nationally, week ending Aug 3rd 2020 vs same week 2019

oOh! roadside network delivering 218 million contacts 
weekly

80% of 2019 levels across oOh! Road locations
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Audience recovery at 79% of 2019 levels as Australians 
continue to choose and return to the in store experience1. 

Regionally audiences continue to track higher than 2019 
levels1. 

Recovery by centre type indicative of continued shopping 
for essentials in local and medium centres and at large 
centres within grocery precincts1. 

Source: 1 Dspark data, 500+ Retail locations nationally, week ending Aug 3rd 2020 vs same week 2019

oOh! Retail centre network delivering 182 million contacts 
weekly

79% of 2019 levels across oOh! Retail locations

74% of 2019 levels in 

Metro areas

103% of 2019 levels in 

Regional areas

100% of 2019 levels in 

Homemaker centres

86% of 2019 levels in 

Local centres

86% of 2019 levels in 

Medium centres

74% of 2019 levels in 

Large centres



Life as we approach 
the horizon
Insights on NSW, QLD, SA, WA, ACT, NT & 
TAS RESIDENTS
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Australia is now a country united in Covid-19 cause yet living 
with very different realities depending on state of residence. As 
at the 6th August 2020, SA, WA, QLD, ACT, NT and TAS reported 
no new cases in the last 24 hours, whilst NSW reported 12 new 
cases over the same period1. 

Australia's national Covid-19 growth rate has been in decline for 
some weeks, supporting containment of Covid-19 community 
outbreak across all states apart from Victoria2.

States outside of Victoria represent approximately 75% of 
Australians national GDP, ensuring the economy continues to 
bounce-back to pre Covid-19 levels despite heavy restrictions 
placed on Victorians at present. 

Source: 1 Department of Health, States and Territories, reported 6th August 2020 (table above) 
Source: 2 ABC.net.au, The one COVID-19 number to watch, accessed 5th August 2020 (including image above)
Source: 3 oOh! Datascience

Current and new cases as at 6th August:
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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=2,953, Wave 1: 
n=2,212 / Wave 2: n=423/ Wave 3: n=318/ Wave 4: n= 773. Results displayed for all states except Victoria. Wave 4 
reported unless otherwise stated. ^ Question not asked in June 2020, Source: 2 McKinsey & Company (Global), 
How COVID-19 is changing consumer behavior-now and forever, 30th July 2020

Vigilance from a hygiene point of view remains strong as does 

the beginnings of mask adoption.

Maintaining personal hygiene such as washing hands for 

extended periods of time remains high at 82% for those living 

outside of Victoria1.

And in July 2020, 35% of Australians outside Victoria said they 

were now likely to wear a mask in public1

McKinsey & Company report consumers behavioural changes are 

not linear and their stickiness as a new way of life depends on 

consumer satisfaction with that behaviour. One projected upsurge 

post pandemic will be on consumers focus on health and hygiene2.

As Australians outside of Victoria re-embrace activities out of the 

home, latest research suggests an adoption of social distancing 

practices that may remain into the future. 

As of late July, 3 in 4 are practicing social distancing when out and 

about, consistent with levels in June and an increase of 8% points 

since May 20201.

May 2020 June 2020 July 2020

66% 75% 74%

Above average spend on essentials continues as Australians 

outside of Victoria take comfort in having a few extras stored in 

their cupboards.

May 2020 July 2020

42% 40%

In July 2020, 82% intend to buy health products in the future, of 

which over 8 in 10 intend to buy from a physical bricks and mortar 

store or a blend of in-store and online1.

% who are storing more hygiene products at home1
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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=2,953, Wave 1: n=2,212 / Wave 2: n=423/ Wave 3: n=318/ Wave 4: n= 773. Results displayed for all states 
except Victoria. Wave 4 reported unless otherwise stated. ^ Question not asked in June 2020, Source: 2 NHS, Coronavirus lockdown: we need nature now more 
than ever before, 2020, Source: 3 PWC, Mental Health in the age of Covid-19, 6th July 2020
Source: 4 The Australian, Elderly fears over wealth, not health, 3rd August 2020, Source: 5 Yahoo UK, Children will miss the outdoors when lockdown ends, 
research suggests, 8th June 2020

May 2020 June 2020 July 2020

40% 30% 29%

PWC Reports, “As we shift our focus from ‘flattening the 

pandemic curve’ to ‘flattening the mental health curve’ - the 

latter being strongly linked to how rapidly and well the economy 

bounces back…”3

McKinsey & Company report almost half of those aged under 45 

said they had been “emotionally affected” by the pandemic, 

compared to 8 per cent for the over 75s despite evidence of 

lower risk of getting Covid-19 than older groups4.

In July 2020, only 29% said their mental health would be positively 

impacted once all social distancing restrictions are removed, a 

decline of 11% points since 3 months earlier1. 

In July 2020, Australians outside of Victoria believe once all social 

distancing restrictions are removed…

85% believe their fitness levels will be maintained or 

improve1.

86% believe their overall physical health will be 

maintained or improve1.

NHS in the UK cited research shows that exercising outdoors 

is more beneficial than physical activity indoors2.

In July over half of all Australians outside Victoria cited they are 

eager to be outside for longer amounts of time compared to 

their pre Covid-19 levels1. And 62% are either intending to cancel 

their gym membership for good or are undecided as to whether 

to keep it1. 

Mental health curve on the rise…

Being outdoors boosts mental health…

Research from 3GEM Research and Insights reported during 

lockdown in the UK getting outside had given many families a 

mental health boost, with approximately 80% of parents 

believing that being outside with their children had “lifted their 

spirits” while being at home5.



With easing social distancing restrictions Australians outside Victoria 

are benefitting from their time outdoors. As recorded in July 2020, 

once all social distancing restrictions are removed in the future…

When it comes to outdoor destinations, Australians 
outside Victoria are reconnecting back with their 
communities and wider locations within their state. 

As recorded in July 2020, once all social distancing restrictions 

are removed in the future…
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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=2,953, 
Wave 1: n=2,212 / Wave 2: n=423/ Wave 3: n=318/ Wave 4: n= 773. Results displayed for all states except 
Victoria. Wave 4 reported unless otherwise stated. ^ Question not asked in June 2020

Over 2 in 3 generally happier to be out and about1. 

65% more appreciative of the outdoors and outdoor 

destinations1. 

71% more alert and aware of surroundings1. 

Over half more appreciative of once mundane day-

to-day tasks that allow them to be out and about1. Over 2 in 5 intend to 

visit cafes more 

compared to pre 

Covid-19 levels1. 

1 in 2 intend 

to take short 

road trips1. 

Over half intend to 

get out and about 

more compared to 

pre Covid-19 levels1. 
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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=2,953, Wave 1: n=2,212 / Wave 2: n=423/ Wave 3: 
n=318/ Wave 4: n= 773. Results displayed for all states except Victoria. Wave 4 reported unless otherwise stated. ^ Question not
asked in June 2020, Source: 2 Australian Government Institute of Family Studies 30th July 2020 Media Release, Families in Australia: 
Life during COVID-19 survey May 2020, n=7000+ Australians

In July 2020 over 2 in 5 of those who live outside of Victoria 

intend to celebrate festivities previously postponed, for 

example birthdays1. 

Research by Australian Government Institute of Family Studies found 

older Australians struggled more with staying in touch during 

national lockdowns, with just 23% of people over the age of 70 

reporting daily contact with their family – almost half that of people 

under the age of 40 (40%)2.

The importance of maintaining connections with older 
Australians as restrictions ease…

May 2020 July 2020

37% 30%

In July 2020 only 30% of Australians 

outside Victoria cited they were 

checking-up on the elderly, a 

decline of 7% points compared 

to 3 months ago^1.

And once all social distancing restrictions are removed Australians 

outside Victoria believe their inner circle relationships stand to benefit 

compared to their bonds held pre Covid-19 outbreak…

95% expect their relationships with family to be maintained 

or improve1. 

92% expect their relationships with friends to be maintained 

or improve1. 

92% expect their relationships with work colleagues to be 

maintained or improve1. 

93% expect their connection to their local community 

to be maintained or improve1. 
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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=2,953, 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


