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As New Zealand and 6 of the eight Australian states and territories have

contained, minimized or even eliminated Covid-19 virus in their

communities, the vast majority of social and business activities are

resuming outside the home for these key economies.

With signs that New Zealand’s domestic economic activity has

exponentially bounced-back with speed at or above pre-pandemic

levels, most Australian states are also regaining transactional and

audience movement levels in-line with pre-pandemic levels as their

economies reopen. This is coupled with early signs of other international

success stories, where citizens are adapting to life without a vaccine for

the interim, all the while remaining vigilant when it comes to halting the

spread of Covid-19 in their communities.

On home-soil Australians are navigating life, leaning-in to authority and

are becoming increasingly dependent on governments and businesses

to make decisions that impact current and future health, safety and

prospects.

This week’s report looks at indicators from around the globe and taps

into updated survey data, deep diving into the evolution of trust and

appreciation towards governments, institutions and businesses,

resurgence in leadership both politically and in business, and the

learnings that brands can leverage in a time when consumers are

leaning-in to authority and trusted sources.



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:

Insight into what the future may hold for 
Australia based on learnings from around the 
globe

Updated consumer attitudes and intentions 
data capturing the evolution of trust and 
appreciation towards governments, 
institutions and businesses 
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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 Jul 27th 2020 vs. same week 2019

Continued audience recovery across majority of the country 
steadies impact of Melbourne lockdown

Year on year audience volumes data  
shows stability in recovery of national 
audiences to 2019 levels despite 
lockdown in Melbourne. 

In the past week oOh! roadside and 
retail environments were at 77% of 2019 
levels.

While recovery has been slowed by 
restrictions in Melbourne, this impacted 
national results by just -2% WoW 
nationally as other markets continue 
recovery. 

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

Year on Year

77% of 2019 levels
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Source: Dspark data, Roadside and Retail locations, week ending Jul 27th 2020 vs. same week 2019, NSW, Qld, SA, WA

Audience impact limited to Victoria as remainder of country 
returns to 2019 levels

With community response to lockdown 
in Melbourne resulting in similar 
audience levels to that during the first 
phase of lockdown, across the 
remainder of the country audience 
recovery continues. 

In Melbourne over the past week, 
audiences declined to 46% of 2019 
levels. 

Across the remainder of the country 
regional Retail audiences reached 108% 
of 2019 levels and all centre types near 
or above 90% recovery. 

Regional roadside audiences hit 89% of 
2019 levels and suburban audiences at 
79% of 2019 levels, +10% points higher 
than CBD 

In markets outside Victoria: 
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National audience recovery at 76% of 2019 levels 
with restrictions in Melbourne flattening the return in 
recent weeks.

In markets outside of Victoria roadside audience 
recovery continues, at 83% of 2019 levels. 

Regionally, audiences continue to recover strongly 
towards 2019 levels as do assets in suburban areas 
where recovery is 12% points stronger than in CBD 
areas. 

68% of 2019 levels in Metro areas 

88% of 2019 levels in Regional areas 

69% of 2019 levels in Suburban areas 

57% of 2019 levels in CBD areas

Source: Dspark data, 3,200 Roadside locations nationally, week ending Jul 27th 2020 vs same week 2019

Roadside audience recovery driven by regional and 
suburban assets

76% of 2019 levels across oOh! Road locations
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Audience recovery at 78% of 2019 levels. Regionally
audiences continue to return to shops at levels 
higher than same time last year.

Victorian restrictions have impacted recovery, 
however in all markets aside from Victoria, 
audiences are 91% of 2019 levels which has 
maintained national audience. 

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

Source: Dspark data, 500+ Retail locations nationally, week ending Jul 27th 2020 vs same week 2019

Retail audience recovery fuelled by strong return in regional 
areas

78% of 2019 levels across oOh! Retail locations

72% of 2019 levels in 

Metro areas

104% of 2019 levels in 

Regional areas

84% of 2019 levels in 

Local centres

84% of 2019 levels in 

Medium centres

74% of 2019 levels in 

Large centres



A Look to the Future



International 
Success Stories



International markets provide a look into what the future 
may hold for Australia. From suppression strategies and the 

adoption of new necessary ways of life, through to 
elimination strategies and the hope of a return 

economically and behaviorally to a life once known.

This week we look at the success stories of Germany and New Zealand, and 
their adoption of suppression and elimination strategies respectively, to gain a 

view on Australia’s potential future. 
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Germany experienced only one-fifth of deaths recorded compared to Britain and 

an economy which is now pathing their recovery.1

While German residents have adjusted to life with Covid-19, adhering to strict 

guidelines, personal hygiene measures, mask usage and Covid-19 testing at 

Airports and Railway Stations, their participation has resulted in a prompt 

economic reopening, and so too their mobility back to pre Covid-19 levels for 

retail, recreation, supermarkets, pharmacy, park visitation and residential. 1/2/3

Source: 1 9News.com.au, Short German cruise 'tests the water' amid coronavirus pandemic, 26th 
July 2020. Source: 2 Forbes, Covid-19 Airport Testing: US To Europe, Here’s What To Expect, 27th July 
2020. Source: 3 Google Mobility Report- Germany, 21st July 2020, Graph Source: Google, 
Coronavirus Daily Change, accessed 28.7.2020. Source: 4 Toluna Wave 7 Global Barometer, 25th-
28th June 2020, across 19 countries including Germany n=1,078
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Retail and 
Recreation

+0%

Supermarket 
and Pharmacy

-2%

Parks

+153%

Public 
Transport

-21%

Workplaces

-30%

Residential

+5%

Compared to baseline…

Setting sail towards a new normal

German Cruise Ship "Mein Schiff 2" set sail in the north sea near Norway just over a 

week ago, welcoming 1200 passengers onboard for a weekend cruise trip. 

Passengers were required to keep social distance, wear masks and required to 

take temperature checks and health questionnaires before boarding.1
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Germans are the most satisfied compared to European countries of UK, France, 

Italy and Spain, with over 1 in 3 saying they are extremely satisfied with life over 

the last 2 weeks4

They are also the most confident amongst these European countries when it 

comes to their Governments response, with 31% expressing high levels of 

confidence in their Government in the wake of Covid-194



“The key learning from China is speed – it’s all about the 

speed. The faster you can find the cases, isolate the cases, 

and track their close contacts, the more successful you’re 

going to be,’ helped influence New Zealand’s strategy to ‘go 

early and go hard’”, New Zealand’s Director-General of 

Health Dr Ashley Bloomfield1

New Zealand’s ability to eliminate community cases has 

resulted in the Pacific Island country returning to a life pre-

outbreak, an economy that is fast bouncing-back and a 

sense of normalcy quickly returning to all aspects of New 

Zealand way of life well-supported by mobility data on 

resident travel behaviour.2

Source: 1 World Health Organisation, New Zealand takes early and hard action to tackle COVID-19, 15th July 2020. Source: 2 Google Mobility Report- New Zealand, 21st July 2020. Above chart 
source: Google, Coronavirus Daily Change, accessed 28.7.2020 Source: 3 Google Mobility Report- New Zealand, 21st July 2020, Graph Source: Google, Coronavirus Daily Change, accessed 
28.7.2020
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Retail and 

Recreation

+6%
Supermarket 

and 

Pharmacy

-1%

Parks

-13%

Public 

Transport

-26%

Workplaces

-3%

Residential

+3%

Compared to baseline…
3
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New Zealand’s exponential 
audience growth post level 4 lockdown

Landmarks ID
Weekly Unique Reach. Shown  WC 29/06 – 5/07

Weekly Unique Reach is defined as:  

Deduplicated unique audience moving past oOh! assets across New Zealand, each week

NZ COVID-19 update
powered by

Level 3 Level 2 Level 1Level 4Level 
2/3

89%36% 39% 52%86%National reach →

-100.00%

-90.00%

-80.00%

-70.00%

-60.00%

-50.00%

-40.00%

-30.00%

-20.00%

-10.00%

0.00%

10.00%

Auckland CBD Change  Auckland Suburb Change Wellington CBD Change Wellington Suburb Change National Change

Source: NZ Landmarks ID, w/c 29/6 – 5/7 



16 Source: Paymark spend trends, 7th July 2020. 

New Zealand’s sharp retail bounce-back 

Something unforeseen is going on in Retail in NZ

There's been no shortage of predictions about retail spend and 
most follow the theory that there would be a short spike of 
‘revenge’ spending post lockdown then a prolonged downturn 
made sharper Post-Sept where government support finishes.

The jury is still out on the post-Sept prediction, but nobody 
predicted the sustained bounce back retail has seen.

According to Paymark, which accounts for 70% of all NZ Retail 
spend, total retail spend was +1.6% on 2019 last week.

This is the seventh week in a row where spend is on or above 
2019 levels – at what point does a spike become a trend? 
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Source: 
1. DSpark, oOh! Road and Retail locations, total volumes week ending Jly 27th vs. same week 2019 (NSW, Qld, SA, WA)
2.  Google Mobility Report- New Zealand, 21st July 2020, Graph Source: Google, Coronavirus Daily Change, accessed 28.7.2020
3. ABC.com.au, Coronavirus elimination or suppression? That's the multi-billion-dollar economic question, 21st July 2020

Success on home soil: Similarities from around the globe

"The health experts are saying that we can grab this, we can move towards 

the success of places like New Zealand where their whole world is opening 

up for them" Alison Pennington, senior economist at The Australia Institute's 

Centre for Future Work.3

Retail and 

Recreation

-15%
Supermarket 

and 

Pharmacy

-2%

Parks

-15%

Public 

Transport

-39%

Workplaces

-11%

Residential

+8%

Compared to baseline…
2

In states outside of Victoria, audience recovery is at 87% of 2019 levels.1

Keeping an eye on localized outbreaks and following government advice, 

indicators show people returning to out of home with adjusted behaviours

towards more localized and essentials-based trips. 



Evolution of Trust and 
Appreciation for 
Governments, 
Institutions & Business



Source: 1 Edelman Trust Barometer, February 2020. Source: 2 Australian Newspoll Two-Party preferred, ending July 19th 2020. Source: 3 Research by Democracy 2025 initiative at the Museum of 
Australian Democracy and the TrustGov Project at the University of Southampton in the UK, 202019

In February 2020 before any signs of active cases on home-soil 

the Edelman Trust Barometer cited Governments were seen by 

Australians as both unethical and incompetent, both necessary 

measures in building national trust.1

Australian Newspoll Two-party preferred also shows leading up 

to the first few months of the outbreak Australians support was 

placed with the ALP, however actions taken during lockdown 

has swung in-favour of the Coalition in recent times.2 

Australians trust in government is being placed at far higher 

rates than countries badly affected by the virus such as the US, 

Italy and the UK.3

Australians are also exhibiting much higher levels of political trust 

in federal government, up a staggering 29% percentage points since 2019.3



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. Wave 4 results displayed above unless otherwise stated.

May 2020 June 2020 July 2020

66% 67% 71%

There has also been growing confidence in the domestic 

economy bouncing-back with 71% confident the 

Australian Economy will be maintained or positively 

impacted once all social distancing restrictions are 

removed, jumping 5% points over the last 3 months.1

And as international economies are returning to a form of 

normalcy, Australians are also confident world economies 

will be maintained or positively impacted once all social 

distancing restrictions are removed1…

May 2020 June 2020 July 2020

58% 60% 64%

This month, 86% believe their confidence in the Federal Government 

has maintained or grown as a result of their response to Covid-19.1

By comparison when it comes to confidence in State Governments 

response to Covid-19 sentiment varies1…

NSW VIC QLD SA WA

83% 86% 88% 92% 89%

Support in the direction Governments are taking is 
translating to growing confidence in the economy 
bouncing-back

Additionally 27% believe their appreciation for Politicians and/or 

Policy Makers has grown given their actions on Covid-19.1
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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. All four waves displayed above.

May 2020 June 2020 July 2020

80% 80% 84%

May 2020 June 2020 July 2020

79% 78% 84%

May 2020 June 2020 July 2020

69% 70% 76%

May 2020 June 2020 July 2020

72% 72% 78%

This month, 84% are confident they will hold their employment position

in the future once all social distancing restrictions are removed1

The overwhelming majority also believe their discretionary income (i.e. 

their ability to buy products and services) will also be maintained or 

improve, jumping by 5% points over the last 3 months1

Australians have also had a boost in confidence when it 

comes to maintaining or improving their investment portfolio

post the pandemic1…

And more Australians are confident their superannuation 

position be hold or improve on the horizon1…

2121



Source: 1 Edelman Trust Barometer, February 2020, Source: 2 Research by Democracy 2025 initiative at the 
Museum of Australian Democracy and the TrustGov Project at the University of Southampton in the UK, 2020
Source: 3 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 above unless otherwise stated. 
^ Question not asked in June 2020

The Edelman Trust Barometer in February this year cited Businesses
were seen by Australians as competent but unethical, although both 
are necessary in building consumer trust1 and arguably loyalty.

Interestingly Australians are now showing high levels of trust in 
institutions compared to countries badly affected by the virus – the US, 
Italy and the UK. This is particularly true for the health service (77%), 
cultural institutions (70%), universities (61%) and scientists and expert 
institutions (77%)2

The outbreak has also grown Australia’s appreciation for…

Healthcare workers (62%)3

School teachers (1 in 2 for those with children)3

The local community (1 in 3)3

May 2020 July 2020

84% 89%

With an appreciation across industries Australians are confident 

in the response Australian Businesses have taken as a result of 

Covid 19 outbreak, growing by 5% points this month1…

Australian Businesses^
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And as a result of their response to the outbreak, Australians trust has 
maintained or grown for…

9 in 10 Small Banks3

83% Large Banks3

87% Superannuation Providers3

79% Airlines3

Despite developing trust in institutions half of all Australians in July say 
they distrust the cruising industry given their actions towards to 
outbreak3



Confidence in Australian businesses response to Covid-19 is up 

5% points in July compared to three months ago1

Satisfaction in banking up YOY

“Australia’s banks are responding swiftly to the COVID-19 

pandemic and the supportive reaction of banks to the tough 

situations faced by many Australians is paying off with customer 

satisfaction in May at 79.5% up 1.1% points on a year ago”

Michele Levine, CEO Roy Morgan2

Trusted brands by Australians spans across industries with most 

trusted including Bunnings, Aldi, Woolworths, Coles, NRMA, 

Qantas, ABC, Toyota, Kmart and Bendigo Bank3

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. All four waves displayed above.
Source: 2 Roy Morgan, Satisfaction of Australia’s banks improves amid COVID-19 Finding No. 8471, July 21st, 2020
Source: 3 Roy Morgan, It’s official: Bunnings is Australia’s most trusted brand, with Coles the big mover Finding No. 8428, 
May 29th, 2020
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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


