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HOW IT ALL STARTED

THINGS WERE LOOKING UP

THEN A SECOND OUTBREAK

IS THE WORST BEHIND US?

2020 has been a roller coaster with more ups and downs than we can count



1. Are we safe?

2. If the country goes into a recession, are we in trouble?

3. Will the workforce change forever?

4. Have we gone fully digital?

5. When will we be allowed to travel again?

6. Would migration help or worsen our recovery?

7. How can businesses support us in this time of need?

8. Which industries will be the most impacted?

9. How long until life is back to normal?

And Australians were left wondering…
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Conscious of the paramount need to support clients through these times of uncertainty, dentsu Intelligence has been mapping consumer signals through our proprietary dentsu 

DISCUS Weekly Tracker, a weekly study conducted since April to understand people’s attitudes, behaviours and the lasting impact of crisis, giving us exclusive insights into 

how coronavirus is affecting Australian consumers. 

To measure how sentiment is shifting, we have established parameters to define consumers’ mental space throughout the crisis. These stages can act as a guide to shifting 

public sentiment – though consumers may not always experience them linearly. 

Our approach: the stages of the crisis tracked weekly

The outbreak is spreading. I am 
uncertain about how it might 

impact my day to day life. I am 
feeling confusion, fear or anger 

about preparing.

I am modifying my daily 
routine. There are moments of 
frustration and anxiety, but I’m 

trying to focus on what I can 
control.

I am moving towards settling 
into a new routine while the 

outbreak is evolving. My 
routine is starting to feel 

familiar.

I feel there has been progress 
to reduce the outbreak in the 

nation and my community. I am 
slowly starting the journey back 

to my normal routines and 
schedules.

I am fully reconnected to work 
and life without having the 

threat of the outbreak 
hanging over me. I am back to 

my routine from before.

INITIAL SHOCK COMING TO GRIPS LIVING A NEW 
NORMAL

MOVING INTO 
RECOVERY

POST-
CORONAVIRUS LIFE



Now that we are passed the second outbreak and domestic borders have reopened, 
Aussies are feeling less anxious and more confident about the situation
The country was on the recovery track when the second wave of infections caught us by surprise. Many of those who were already familiarised with 
the new normal went back to a state of shock and confusions. Nonetheless, overcoming the new outbreak has helped calm the nerves.

Source: dentsu Intelligence DISCUS Weekly Tracker 
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Q: Which of the stages best describes your current situation?

QLD

124ix more likely to 

be in living a post-COVID 
life (16%)

NSW

108ix more likely to 

be moving into recovery 
(29%)

WA

218ix more likely to 

be living a post-
coronavirus life (29%)

SA

135ix more likely to 

be experiencing initial 
shock (11%) due to 

recent lockdown

VIC

118ix more likely to 

be moving into recovery 
(31%)

National breakdown



Australia’s success in handling the crisis and the prospect of a vaccine being available
soon is putting minds back at ease
In the early stages of the outbreak, people where confident that Australia would overcome the crisis in 2020 and life would return to normal at some 
point before the end of the year. As unexpected events unfolded, consumers had to face the harsh reality that the virus could follow us into 2021. 
Fortunately, the pandemic is now contained and consumers are becoming gradually less worried about the health crisis.

Source: dentsu Intelligence DISCUS Weekly Tracker 

dentsu Intelligence DISCUS Weekly Tracker

Q: Issues most concerning to you?



Despite being in a better position than most countries, it’s been a turbulent journey 
for the Fed Government and trust levels have declined after the second outbreak
Consumers claiming to have great or complete trust in the government remained consistent until the second wave of infections, however it dropped to 
its lowest during the new outbreak (-8pts) and is currently 5pts behind its initial evaluation (35% vs. 40% in April). The steps taken by the government
moving forward will be critical to keep the country united as we come out of the crisis and rebuild morale.

Source: dentsu Intelligence DISCUS Weekly Tracker 
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Q: How much do you currently trust the Federal Government?
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The vaccine rollout could be the light at the end of the tunnel

Australian Government Department of Health - COVID-19 vaccination prioritisation | ABC - COVID-19 vaccine attitudes differ in Australia as experts say we're at a 'precarious time'

Vaccine trials are at their latest stages, with countries like USA and UK having already started vaccinating their population. Australia is not far behind –
the Government announced the COVID vaccine rollout blueprint in mid-December, securing mass shipments of doses and establishing priorities. 

The AstraZeneca and Pfizer vaccines are

due rollout locally by March 2021. The 

initial priorities for immunisation will be:

1. Those who have an increased risk of developing severe 

disease, i.e. older Australians and those with pre-existing 

medical conditions, Aboriginal and Torres Strait Islander 

people;

2. Those at risk of exposure, being infected with and 

transmitting the virus, i.e. health and aged care workers;

3. Those working in services critical to society functioning, 

i.e. emergency service providers, defence forces, supply 

and distribution of essential service workers, etc.

Once priority groups are vaccinated, more Aussies will 

have access as doses become available throughout 2021.

Australians are mostly optimistic and eager 

for their doses of the vaccine

40%
30%

17%
3% 10%

0%

20%

40%

60%

Very safe Monthly safe Somewhat
safe

Not at all safe Don't know

How safe do you think the COVID-19 vaccine will be when it 
becomes available?

64%

21%
5% 7% 4%

0%

50%

100%

Very likely Somewhat
likely

Somewhat
unlikely

Very unlikely Don't know

How likely are you to get the COVID-19 vaccine when it 
becomes available to you?

Survey conducted by Vox Pop Labs for the ABC at the end of September
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Source: News.com.au Australia’s Economic Rebound: GDP rises 3.3 per cent | ABC – Australia emerges from recession after GDP figures show economy growing for the first time this year

The latest figures from the Bureau of Statistics show GDP grew 3.3 
per cent in the September quarter, but declined 3.8 per cent in the 
year to September 2020.

The quarter growth came after a 7 per cent economic contraction in 
the three months through June. Based on the textbook definition 
that a recession is defined by two consecutive quarters of economic 
contraction, Australia has entered and already emerged from 
recession. 

Though the outlook for growth is encouraging, with the high 
unemployment forecast to persist for several years, the effects of 
the recession will continue to be felt.

Technically, recession is already over. But Australia’s economic recovery is not (yet) 
Many Australians have struggled with losing their job, working reduced hours or working from home. As such, COVID-19 has posed significant financial 
challenges for several Australian families. In fact, the economy went into recession in the June quarter after the worst contraction in gross domestic 
product since World War II, but the September quarter recorded a strong growth for the first time in 2020 and put us on our path to recovery.

Australia’s GDP – Percentage change

Australian Bureau of Statistics

Australia has performed better on the 
health and on the economic fronts than 
nearly any other country in the world” 

- Josh Frydenberg, Federal Treasurer



Source: Sydney Morning Harold - Migration must play a role in Australia’s post-COVID economic recovery

ANZ-Roy Morgan Consumer Confidence increased 3pts to 107.5 on November 28/29, 2020 and 
was 12.3pts above the 2020 weekly average of 95.2 and only 0.6pts lower YoY(108.1). Sentiment 
has risen by more 60% since hitting 65.3 on March 29, the lowest level since 1973, following the 
relaxation of restrictions and positive perceptions about the performance of the Australian 
economy over the next year.

24% of Australians say their 

families are “better off” financially than 
this time last year

35% of Australians expect 

their family to be “better off’ financially 
this time next year

Consumer 
confidence is 
on the rise 
again

31% of Australians say their 

families are “worse off” financially than 
this time last year

15% of Australians expect 

their family to be “worse off’ financially 
this time next year



2 in 5 Australians (41%) 

have managed to save more 

money than usual in 2020 

despite the financial challenges imposed by the pandemic –

this is a result of reduced mobility, restrictions in the hospitality 

and travel industries and an overall change in lifestyle. Still, the 

average household savings decreased from 22.1% to 18.9%

Source: Mccrindle – Australians post COVID-19 (October 2020) News.com.au Australia’s Economic Rebound: GDP rises 3.3 per cent
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Research conducted by Roy Morgan in July 2020 
illustrates that two-thirds of working Australians 
(67%) have experienced ‘a change to their 
employment’ due to the impact of COVID-19.

Examples of some of these changes in working 
conditions include being stood down, having 
reduced hours, and having businesses slowed or 
stopped completely. However, the most significant 
change to employment due to the pandemic was 
found to be a move towards working from home. 

Nearly a two-thirds of workers 
had their employment changed

Roy Morgan - Nearly a third of Australian workers have been ‘#WFH’



Source: dentsu Intelligence DISCUS Weekly Tracker – DISCUS Dashboard | Swinburne University of Technology – Key working from home trends emerging from COVID-19

Working from home might just suit Aussies
2020 showed just how much Australians value working from home. And it suits them well, with 42% saying their productivity increased as a result, 
according to a study by the Swinburne University of Technology. Our proprietary DISCUS Weekly Tracker recorded equal trends, but following the 
sentiment on a weekly basis also highlighted the struggles of dealing with the instability of the health crisis. 

dentsu Intelligence DISCUS Weekly Tracker

For those working from home, what effect has this had on you in regards to work productivity?

Second wave hit Victoria, followed by a 
new lockdown and a declaration of state 
of disaster

School Holidays

Restrictions started 
to ease nationally

Once some started returning to their 
offices and working from home part-time 
only, the perception of productivity went 
into a downward trend



Source: Swinburne University of Technology – Key working from home trends emerging from COVID-19

At times, working remotely was a double-edged sword for many
It was inevitable for such an abrupt change in lifestyle to bear both benefits and challenges for remote workers. Whilst the lack of commute, a greater 
sense of flexibility and more time to spend with family and friends were critical factors to ease the burden of those working from work, Australians also 
had to navigate the new boundaries for work-life balance and deal with blurred work conditions and expectations – e.g. structure, responsibilities, 
performance measures and erratic routines. 
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Challenges of working from home
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Source: Swinburne University of Technology – Key working from home trends emerging from COVID-19

But the silver lining came in the form of mental health
When the crisis first started, we saw an immediate impact on the mental health of the workforce. However, the change in lifestyle caused by COVID-19 
also enabled many workers to dedicate more time to their personal relationships and self-care. 
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dentsu Intelligence DISCUS Weekly Tracker

As you are currently working from home, what effect has this had on you in regards to the following?



2 in 3
Australians want to work from 

home for at least part of the week 
(a hybrid model)

But expectation gaps are opening 
between employers and employees as 
major companies say hybrid models will 
only be available to 40% of staff as we 
move out of the pandemic

Source: Swinburne University of Technology – Key working from home trends emerging from COVID-19



The first switch in a life post-pandemic will be the revaluation of what is important and the desire to organise work around life.

Companies will focus more on productivity and outcomes, rather than hours worked.

Workers and employers alike will place a higher priority on health and well-being.

Diversity and inclusion will be fast-tracked, and regional areas will flourish more.

Source: Swinburne University of Technology – Key working from home trends emerging from COVID-19

Companies and employees will need to work together on a new way to function 
moving forward
It was inevitable for such an abrupt change in lifestyle to bear both benefits and challenges for remote workers. Whilst the lack of commute, a greater 
sense of flexibility and more time to spend with family and friends were critical factors to ease the burden of those working from work, Australians also 
had to navigate the new boundaries for work-life balance and deal with blurred work conditions and expectations – e.g. structure, responsibilities, 
performance measures and erratic routines. 

Workers expect their 
employers to support their 
work at home post-crisis, 
and a majority want to do 
an average of 2 days a week 
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Source: dentsu Intelligence DISCUS Weekly Tracker – DISCUS Dashboard | Mccrindle – Australians post COVID-19 (October 2020) | dentsu Intelligence DISCUS dashboard Wave 35 

Consumers’ digital habits have indeed skyrocketed during the pandemic
As our days in lockdown rolled into one, digital devices emerged as both a source of entertainment and a point of connection. This period of intense 
social isolation has shifted the way we use these devices.

We have increased our use of all screens in our 

search for ‘collective experiences’: using devices to 

connect over Zoom, through email, via networked 

gaming with friends and by plugging into pop 

culture to watch the same TV streaming shows as 

our friends and colleagues. (…) This focus on 

connection is likely to persist, along with the 

technology and devices that make it possible.”

- Peter Corbett, Partner and National

Telecommunications Lead at Deloitte



Source: The Global TV Group – The Global TV Deck (November 2020) | Roy Morgan - Subscription TV viewers soar during Aussie lockdown - Netflix, Foxtel, Stan, Disney+ & Amazon Prime all up significantly 

COVID-19 was a game changer for subscription video on demand
Globally, video streaming services, or Subscription Video on Demand (SVoD) have been a benefactor of COVID-19 quarantine, experiencing sustained 
growth. In Australia, a plethora of global and local streaming services have become available, with the launch of Disney+ and Foxtel’s Binge streaming 
services. Now almost 15.74 million Australians have access to a subscription TV service (up 5.9% in Q2 2020 alone).

+8.8%
1M new members 

+13.6%
658K new members 

+19.7%
729K new members 

+45.5%
678K new members 

+38.2%
689K new members 

By September 2020, more than 54% of Australians were 
already watching ad-supported broadcast video-on-
demand on a weekly basis, amounting to 1.6 million 

hours of BVOD content consumed every week

Growth in Australian subscriptions from. February to May 2020



Source: dentsu Intelligence DISCUS Weekly Tracker – DISCUS Dashboard | The Global TV Group – The Global TV Deck (November 2020) | PwC Australia – Entertainment & Media Outlook 2020-2024

• Free-to-air television consumption spiked in Australia 
as consumers sought COVID-19 news and currently 
reaches 89.1% of Australians every month.

• Podcasting grew, with monthly downloads hitting 48.7 
million in September compared to 13.2 million just a 
year before. 

• Music streaming’s Spotify accumulated 138 million 
subscribers globally, with monthly active users up to 
299 million.

• The Australian consumer book market, supported by 
audio and e-book growth, which sat at AU$1.979 billion 
in 2019 is expected to be worth AU$2.063 billion in 
2024, a CAGR of 0.84%.

But when it comes to media and entertainment, digital channels weren’t the only 
ones to see a sudden boost in consumption
Industry segments experienced the COVID-19 crisis in a variety of ways. Most dramatically, the pandemic made consumers embrace home-based 
entertainment like never before. 

dentsu Intelligence DISCUS Weekly Tracker

Thinking of the last 7 days, which of the following media channels have you engaged with?
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Source: dentsu Intelligence DISCUS Weekly Tracker – DISCUS Dashboard | Mccrindle – Australians post COVID-19 (October 2020) | dentsu Intelligence DISCUS dashboard Wave 35 

Coronavirus has not curbed Australians desire for travel
The travel industry was the first to bleed when the outbreak started. Yet, being the self-proclaimed wanderers we are, it is no surprise that Aussies 
were eager to travel as soon as domestic borders reopened. In fact, 55% of Aussies are planning a domestic trip for the next 6 months and 57% are 
confident they will be able to travel internationally within the next year.

According to a Mccrindle research, the most popular immediate 

destination will be interstate (21%), followed by international travel 

when the borders reopen (19%) and to regional Australia (18%).

As recorded in the dentsu Intelligence DISCUS tracker, holidays and 

visiting friends & family are the main drivers of travel intent at the 

moment in Australia.
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Source: dentsu Intelligence DISCUS Weekly Tracker – DISCUS Dashboard 

Queensland and NSW are the most desired destination within Australia
Intention to travel interstate continues to increase as social and border restrictions are lifted.

Intended domestic destinations 
(results from wave 35)
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Source: dentsu Intelligence DISCUS Weekly Tracker – DISCUS Dashboard 

New Zealand, Europe and Asia are the most appealing international destinations
With COVID vaccinations starting, the dream to go abroad is alive and well.
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Intended international destinations once travel bans are lifted
(results from wave 35)
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Source: Sydney Morning Harold - Migration must play a role in Australia’s post-COVID economic recovery | CEDA – Economic Recovery Series | SBS News – Australia could lose thousands of international students to Canada | MWJI, UTS & UNSW – As If We Weren’t Humans

Most temporary migrants suffered loss of income due to the pandemic

• A survey conducted in a collaboration between UTS, UNSW and 
Migrant Worker Justice Initiative uncovered that when lockdown hit, 
54% of temporary migrants lost their jobs, 29% had their hours 
reduced and another 45% claim to have had a decline in family 
support from overseas.

• When asked why they didn’t leave Australia, 20% reported that 
flights were unavailable, 19% could not return because their 
country’s (or key transit countries’) borders were closed  and 27% 
stated that flights were unaffordable to them.

Australia is home to over 1 million temporary visa holders, most of whom have work rights. As public facing businesses closed their doors to customers, many temporary 
visa holders lost their jobs in heavily casualised industries such as hospitality and retail. The widespread job loss had a devastating financial impact on these temporary 
migrants, including international students, backpackers, graduates, sponsored workers and refugees, among others. At the same time, many international students who 
were financially reliant on family found themselves with less or no support due to the financial impact of the pandemic in their home countries.

Australia’s reputation and appeal among international students was impacted

• According to ABS, only 350 international students arrived in Australia from April to August this year, 
compared to more than 200,000 arrivals for the same period last year. 

• IDP Connect conducted a study among international students with applications for Australian 
universities and found that 53% are considering switching destinations – Canada is fast becoming a 
destination alternative to said students. 

• International students currently in Australian soil are also less likely to recommend the country as a 
place to study following their experience during COVID-19 (59%), as per the UTS survey. 

• The survey participants also indicated that they had experienced racism, with 23% suffering verbal 
abuse and 25% claiming to have been avoided because of their appearance. The situation is particularly 
critical for Chinese students, with 52% experiencing some form of racism.

Border closures caused a migration crisis



Australia's dependence on economic 
growth via immigration will be tested

Source: Sydney Morning Harold - Migration must play a role in Australia’s post-COVID economic recovery | CEDA – Economic Recovery Series

Immigration has long been an important foundation for Australia’s economic 
development and prosperity, but the COVID-19 pandemic has caused a dramatic slowing 
of overseas arrivals. With unemployment rising sharply, many have already been 
questioning how bringing more workers into the country remains in the nation’s best 
interests. But contrary to what some might believe, previous CEDA (the Committee for 
Economic Development of Australia) modelling results suggest that at certain levels of 
qualification and experience, an increasing proportion of migrants can actually help 
boost wages and employment. 

Historically, migration trends have followed economic conditions, and we should not 
expect this crisis to be any different. CEDA’s Economic Recovery Series claims that 
Australia can benefit from tighter restrictions on migration being applied in other 
countries like the USA, by encouraging migration of highly skilled workers. According to 
their Immigration & COVID-19 report, there are three actions that governments can 
take to ensure that migration comes back better in the wake of COVID-19:

• Provide better financial support for temporary migrants through the crisis

• Continue to support the critical role of international education

• Lead the world in attracting the best global talent

To succeed in the economic recovery, Australia will need to identify skills gaps and 
ensure that temporary skilled migration is working in tandem with a responsive 
education and training system. 
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Businesses are expected to actively support the nation and enable a quick recovery

Source: dentsu Intelligence DISCUS Weekly Tracker – DISCUS Dashboard

Though there was an overwhelming concern with small businesses surviving the crisis and a willingness to favour local products and services, 
Australians also had high expectations from brands. Focus fluctuated throughout the year as consumers delt with the crisis, however two key attitudes 
stood out at any given moment and continue to do so as we move into 2021: offering discounts and looking after employees in this time of financial 
uncertainty should be the main priority for companies.

25%
want brands to offer 

discounts at this time.

20%
expect companies to look 

after their employees.

dentsu Intelligence DISCUS Weekly Tracker

Which of the following do you most want to see from brands?
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The impact of the pandemic across different categories

Source: AlphaBeta – illion Real Time Tracking: COVID-19 Economic Impact

Credit bureau Illion partnered with the economists at AlphaBeta to track how consumer spending index fluctuated throughout the crisis. As consumers 
were forced to change lifestyles and prioritise spending, products and services that enabled a safe and comfortable life indoor thrived the most during 
the pandemic, including food delivery, home and office furniture and health services.
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The impact of the pandemic across different categories

Source: AlphaBeta – illion Real Time Tracking: COVID-19 Economic Impact

As to be expected, categories heavily reliant on mobility and socialisation, i.e. public transport, hospitality venues, travel and gyms, were the most 
negatively impacted from the moment the pandemic started, sitting at the top bottom of consumer spending average index. 
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Whilst some industries have a way to go until they recovery fully, others will enter
2021 with the right foot

Source: IBIS World | McKinsey Corporate Performance Analytics 

Top

1. Pharmaceuticals

2. Personal Products

3. Software

4. Technology hardware

5. Media

Bottom

1. Banks

2. Telco 

3. Utilities

4. Energy 

5. Diversified Financial Services

Estimated business 

performance post-COVID
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3. Will the workforce change forever?

4. Have we gone fully digital?

5. When will we be allowed to travel again?

6. Would migration help or worsen our recovery?

7. How can businesses support us in this time of need?

8. Which industries will be the most impacted?

9. How long until life is back to normal?

And Australians were left wondering…



Source: dentsu Intelligence DISCUS Weekly Tracker – DISCUS Dashboard

Most dominant emotions currently Most pressing needs

dentsu Intelligence DISCUS Weekly Tracker

The uncertainty of the situation came with an avalanche of emotions, but we are 
confident on what we need to make next year a better one



Australians are optimistic that 2021 is the year life will return to normal

Australian Government Department of Health - COVID-19 vaccination prioritisation | ABS – Household Impacts of COVID-19 Survey (November 2020)

15%

3%

10%

15%

6%10%

15%

11%

5%

10%

How long in average Australians think 
it will take for life to return to normal

Life has already returned to normal

Less than a month

1 to 3 months

4 to 6 months

7 to 9 months

10 to 12 months

More than a year

Life will never return to normal

Life did not change

Not sure



Aspect of life to continue after COVID-19

Source: ABS – Household Impacts of COVID-19 Survey (November 2020)

RESIGNIFIED ENVIRONMENTS

With all of the disruption caused by the pandemic, our priorities have shifted. Here are some of the aspects of life Australians want to focus on a world 
post-coronavirus.

DEEPER HUMAN CONNECTIONS NEW HABITS PURPOSENESS

31.7%
Spending more time outdoors

29.8%
Taking more domestic holidays

25.7%
Spending more time at home

37.2%
Spending more time with family 

and friends

26.7%
Stronger sense of community

13.8%
Connecting with friends and 

family online

31.7%
Saving more/ spending less

30.2%
Work from home

25%
Spending more times on hobbies

30.3%
Less environmental impact

29.9%
Slower pace of life



This was without a doubt an unprecedented year.
What should brands take from it and how do we move forward?



Key implications and takeaway for brands

BE INFORMED AND MOVE QUICKLY
Significant disruption and uncertainty shuffles the deck and switches 
who is in the lead. Don’t pull back in times of rapid change, instead 
invest in tactics to make innovation and change happen.

TAKE YOUR TIME TO GET REACQUAINTED
Some aspects of the COVID-19 lifestyle are here to stay and more 
change is underway as we experience our first-ever post pandemic 
life. Consumers are no longer who they used to be. No matter how 
well you used to know them, it is time to meet the new them. 

CREATE COMMUNITIES & CELEBRATE CONNECTIONS
Find ways to enhance connection by bringing people closer and 
creating memories even in difficult times. Acknowledge the 
complexity of relationships. Use storytelling and humour to engage.

CONTEXT IS KEY, BE CULTURALLY RELEVANT
Create and be associated with content that resonates and informs 
consumers on current events in culturally & socially relevant and 
positive ways.

1

2

3

4



Looking forward, those yearning for a return to “precedented” times in 2021 may well be left disappointed. This 
year looks very much like what statisticians call a “series break” – a point in time when the methodology of a survey 

changes to such an extent it is no longer possible to reasonably compare results from one period to the other.

Life has changed. We have changed. But we’ve also proved ourselves up to the challenge in so many ways. So, as 
we prepare to wind down for the festive season, may I wish you a restful break and offer this reassuring thought for 

2021.

No one really knows what next year has in store for us. But however weird it gets, 2020 has proved: we will adapt”

- Excerpt from Sydney Morning Harold’s article 
“It's too soon to declare the recession over, but things 

are looking good” by Jessica Irvine 



Dentsu DISCUS Weekly Tracker is available.
As we look towards recovery, understanding how 
Australians are thinking and feeling is important. 

This weekly tracking study surveys 400 people 
each week, giving you valuable insights into the 

changing consumer landscape and a view on 
how people are emerging from COVID-19. 

VIEW THE DASHBOARD HERE

Additional resources to help 
brands navigate the year ahead

https://app.powerbi.com/view?r=eyJrIjoiNGNlMDIzMDMtZTE5My00ODU2LTgxMTYtNmE2MzQyZTNkYmYyIiwidCI6IjZlODk5MmVjLTc2ZDUtNGVhNS04ZWFlLWIwYzVlNTU4NzQ5YSIsImMiOjh9
https://app.powerbi.com/view?r=eyJrIjoiNmY5MmRmMzAtNjZhYy00MTVlLTgzMzYtMmRiMjZmZjBlZGI3IiwidCI6IjZlODk5MmVjLTc2ZDUtNGVhNS04ZWFlLWIwYzVlNTU4NzQ5YSIsImMiOjh9


Additional resources to help 
brands navigate the year ahead

The dentsu COVID-19 Content Hub 
offers the tools you need to win the 

battle. From the latest data, 
intelligence and guidance, our 

website is here to help you navigate 
through COVID-19 and prepare for 

the other side.

VIEW THE DASHBOARD HERE

https://www.dentsuaegisnetwork.com/au/en/our-latest-thinking/covid-19
https://www.dentsuaegisnetwork.com/au/en/our-latest-thinking/covid-19
https://www.dentsuaegisnetwork.com/au/en/our-latest-thinking/covid-19
https://www.dentsuaegisnetwork.com/au/en/our-latest-thinking/covid-19


Thank you

For questions or requests, please contact 

dentsu.intelligence@dentsuaegis.com


