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intfroduction.

For more than 20 years, Pureprofile has been helping brands and businesses understand
the power and necessity of research, especially when navigating turbulent times. We
have seen enormous upheaval in the last few years throughout the globe and across all
industries. With so many questions needing to be answered, we are both proud and
privileged to be able to work with the IAB Australia for a second consecutive year on the
Australian Ecommerce Report.

Last year we saw phenomenal ecommerce growth across all retail categories and
consumer demographics. In the face of persistent lockdowns, retailers were forced to
pivot to online and provide a smooth and convenient experience or face a certain
demise.

Today, those businesses that flourished now find themselves at an interesting juncture;
they need to maintain the growth they saw last year whilst also being very aware of the
current economic environment and how that will continue to have an effect on consumer
confidence. Consumers are highly conscious of their shopping behaviours and are driven
by choice and convenience more than ever. Being able to demonstrate excellent value
for money will be the determining factor for success.

Research has always formed a critical component of good business. In this period of
infense and continuous change, it's important for retailers to keep close to their
consumers and examine changing sentiment swiftly in order to send the right message,
with the right products at the right time.

Martin Filz
CEO

Pureprofile
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The IAB Australia brings together over 150 members to help build sustainable and
diverse investment in digital advertising. Our role includes understanding the digital
landscape and highlighting its opportunities to the broader market.

The I1AB are proud to partner with Pureprofile to release the second wave of the
Australian Ecommerce Report based on research examining consumer attitudes,
behaviours and influences driving ecommerce in Australia.

Since the onset of the COVID pandemic in early 2020, consumer online shopping
habits have changed from necessity and retailers have made investments in digital
transformation resulting in huge growth in ecommerce expenditure. While Australians
have been less restricted and able to return to physical stores this year, online retail
expenditure has still continued to grow.

With the expectation of future economic downturn, retailers will face a new set of
challenges. This report also provides an understanding of consumers who are cautious
spenders due to the potential for further interest rate rises. Retailers will need to service
customers who have embraced the convenience of home delivery as well as click-and-
collect but are increasingly price sensitive and seeking value for money in their brand
choices.

There are a range of digital channels consumers are using to discover brands.
Continuing investment in advertising, particularly brand building, throughout economic
uncertainty is the proven key to long term business success and coming out of a
downturn strongly.

Gai Le Roy
CEO
IAB Australia



executive summary.

There has been extraordinary growth in ecommerce expenditure since the onset of the
pandemic, particularly during lockdown periods. While this year shoppers have been
able to get back into physical stores, regular online purchasing has still increased.
Online shopping for both groceries and retail products has increased since last year.

It is expected we are heading into uncertain economic times, where retailers will
potentially face a new set of challenges, with consumers hesitant to spend due to
impending interest rate rises and cost of living pressures. Retailers understanding of
online shoppers and how their brands can deliver convenience and value for money is
going to be important to overcome spending hesitancy. Those currently experiencing
cost of living pressures are more attracted to online shopping for price comparisons and
for finding specific products. They are more likely to be looking for value in programs
such as store loyalty cards.

Fashion is the most popular online purchase. Getting out and about has driven a small
increase in shopping for new outfits. The largest growth since last year is in the purchase
of groceries online. eBay and Amazon are the most popular online retailers and online
shoppers have increased their purchasing at Amazon, Woolworths, BigW and Kmart.

Brand proof points such as innovation, personalisation, socially responsible,
environmentally friendly and Australian owned have become compelling reasons for
purchasing a brand and retailers should amplify communication of these brand proof
points. Consumers who are particularly cautious about spending still agree these things
are important. We would need to assess how this carries through to behaviour
particularly in tighter economic conditions, but this presents an opportunity for all
brands to authentically showcase their values and ethical credentials.
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Direct-to consumer brand shopping has also been maintained this year. These brands
sell goods entirely or primarily through their owned-and-operated digital channels.
Awareness has grown for brands like Canva, Koala and Marley Spoon, who are
contributing to a resilient direct brand landscape. We are also seeing that community
connections built during covid are maintained this year with shoppers saying they are
buying more things online from local retailers now.

Online search is the most popular source for inspiration and discovering brands when
buying something online. Social media plays a significant role for millennial shoppers.
Word of mouth has strengthened for discovering products with friends and family
increasing as a source of discovery and product reviews a strong driver of brand
choice.

Retailers themselves are a popular source of product inspiration with retailer marketing
channels such as websites, emails, catalogues etc playing an important role in
communicating to online shoppers. There is a dominance of digital touchpoints which
also provide rich behavioural data for retail marketers.

In collecting personal data from shoppers, trust and transparency and clear
communication of the data value exchange are key as online shoppers have at least
some concerns regarding how retailers use their data. Most online shoppers do
understand that their data is used for targeting advertising and marketing but there is a
level of uncertainty on whether retailers share their data with other companies.

Positive buying experiences continue to reinforce online shopping behaviors with
increased consumer confidence buying online. For retailers the report demonstrates the
importance of omnichannel shopping experiences, delivering convenience, value for
money, using a range of channels for brand discovery and building loyalty and trust
with shoppers.



methodology.

Survey in field: ], 0]0]0]

Wave 1 - June 2021 survey respondents
Wave 2 - June 2022 each wave

Respondents:

Nationally representative sample of Australians aged 18 to 70 who have
shopped online at least once in the last 12 months
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australian consumer online retail spend is now
growing at 14.5% year on year.

Australians spent

$55.72 billion

on online retail in

the last year,
around 14.5% of

the total retail

trade estimate.
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{]USfrﬂlla PureprOfil'e Source; NAB Online Retail Sales Index June 2022

-10
-20

NAB online retail sales and ABS retail sales

% chg.yoy

Jun-18 Dec-18 Jun-19 Dec-19 Jun-20 Dec-20 Jun-21 Dec-21 Jun-22

— ABS Retail Trade, s.a. = Nab Online, s.a.
= == == Nab Online, Trend


https://business.nab.com.au/wp-content/uploads/2022/07/NAB-Online-Retail-Sales-Index-June-2022.pdf

retail now the #1 digital ad spend category.

16%

retail category
share of online

display ad
expenditure in

CY21.
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Share of digital display advertising expenditure
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buying frequency for online shoppers.

frequency of online shopping

Increased frequency of online
shopping over the last year

31%

o - 28%

83%

o 24%  24%
of online
shoppers are 150,
shopping every o,
month, up from
6%
76% last year. 4% .
3% 99
| —

At least weekly About once every About once a  About once every About once every Less than every 6

2-3 weeks month 2-3 months 6 months months

2021 m2022
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GUSTrG 1a PUVePrOfll-e Source; IAB Australia and Pureprofile Australion Ecommerce Report August 2022 (n=1,000 per wave)
Q - How often do you shop online?



increased online shopping for groceries and retail.

online retail (non-grocery) shopping

., 86% .
7. 4(7 buy retail online R
51%
O every month I I I

f up from 70% last year

18-29 30-39 40-49 50-59 60-70
2021 m2022

online grocery shopping

s, 62%
. . % 2%
50% buy groceries online Gy I 0
30%
O every month I I I 23%.

f up from 40% last year
18-29 30-39 40-49 50-59 60-70

2021 m2022
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'UUS"GIIG PUFePVOfll-e Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - How often do you shop online for the following products? - Buy groceries online, Buy online retail (non- grocery)



increase in online shopping since onset of covid.

change in frequency of online purchasing since the onset of covid early 2020

increased during covid

53%

Online retail (non-grocery)

Online grocery

. 43%

Increased significantly M Increased somewhat B No change ™ Decreased somewhat M Decreased significantly = Purchase online for the first time

very few new
— online shoppers

iab. (.) during covid e

UUS"GhG Pureprofile Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - In simple terms, how would you say your frequency of purchasing online has changed since the onset of the COVID-19 Pandemic (since early 2020)2- Buy groceries online, Buy online retail (non- grocery)




covid-19 has influenced shopping behavior.

“as COVID-19 restrictions eased | have “I am more likely to buy from
returned to shopping in-store more” companies that | feel behaved well
during the pandemic crisis”

58% 47%

iab. ©

GUSITO ia PurePrOfll-e Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following? (Net agree}
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what is being purchased?

products bought online in the last 12 months
Clothing, shoes and fashion are the most popular online

purchase 72%

Clothing, shoes, fashion - | 7 1.
Groceries _54%64%
* The purchase of groceries online in the last 12 months increased (+10)

from 54% in 2021 to 64% in 2022 Meals & takeaways s4

* Since last year there have also been increases in the online purchase 45%
. . . . . Person01| care & beauty _ &
of fitness, sporting & outdoor equipment (+8), alcoholic drinks (+6) 50%

and personal care & beauty (+5) Books, toys, games 40%
e + I /3%

Electronics and technology ] 461?/%

Largest growth is in the purchase of groceries online

Some age and gender differences in purchasing:

* Females are more likely to purchase clothing, fashion and shoes

(81%), also personal care and beauty products (64%) Alcoholic drinks 30;?6/
00
*  Males are more likely to purchase electronics and technology (51%), . . 339
alcoholic drinks (45%) and slightly more likely to purchase groceries o, etsdrelelgeees tueppienezs | 3
(66%)

34%

Home & garden
I 32
* 30-39 year olds are more likely than any other age group to

purchose. all produ.c’rs online except for ]ewellsry, handbags, . Petfood and supplies _22(;;/?%
accessories (most likely age group 18-29, 33%) and electronics and
technology, incl mobile phones (most likely age group 40-49's, 49%) Jewellery, handbags, accessories — %gz/; 2021

Fitness, sporting & outdoor equipment _] 50/537 w2022

iab. ©

GUSITO ia PurePrOf"-e Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - Which products have you bought online in the past 12 months?



who are we purchasing from?

online retailers and marketplaces purchased from in the last 12 months

eBay and Amazon are the most popular online retailers eBay 60%
Year on year growth in purchasing from some online Amazon 52%
retailers: Kmart 41%
, th %
* Amazon (+8), Woolworths (+8), BigW (+8), Kmart (+6) LG 40%
Coles 37%
Some age and gender differences in purchasing: Big W 36%
* Males are more likely to shop at Amazon, eBay, Kogan, JB HiFi Target 31%
| kel h book JB HiFi 27%
* Females are more likely to shop at Kmart, Target, Faceboo Officoworks .
Marketplace, BigW, Etsy, Adore Beauty
Catch of The Day 23%
* 18-29's more likely than other age groups to shop at The Iconic, Asos, Kogan 299
Adore Beauty Myer 55
* 30-39's more likely than other age groups to shop at many retailers Bunnings 21%
including Amazon, Kmart, BigW, Target, JB HiFi, Myer Facebook Marketplace 18%
*  40-49's more likely than other age groups to shop at Woolworths, LIz 17%
Coles, Officeworks, Kogan, Catch, Bunnings Gumtree 13%
) kel th 1 A J The Good Guys 9%
 50-59 s more like y than other age groups to shop at eBay an David Jones -
Booktopia
Asos 9%
Harvey Norman 9%
Booktopia 9%

iab. @

GUSITQIIG PUVePrOfll-e Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)

Q - In the past 12 months, from which of the following retailers and marketplaces have you purchased online?



community connections built during covid are
maintained this year.

34% 48%

buying more things online buying more things online
from Sm(]”er bUSinesses 'I:rom Iocal rel’qilers
2021 34°% 2021 46%
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GUSTFG ie PUVePrOfll-e Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? {Net agree)



positive online shopping experiences continue
to reinforce behaviour.

66% 69%

my online shopping experience has | look forward to online
been is rewarding shopping again

2021 67% 2021 68%

iab. @
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l

Q - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? {Net agree}



influences

Pureprofile(') Iab



shoppers are cautious to spend due to current
and potential future cost of living pressures.

66% 65%

“cost of living pressures mean | “potential for further interest rate
don’t have as much to spend on rises means |'m more cautious
less essential retail shopping” about spending”

iab. ©

GUSITO ia PUVePrOfll-e Source; ; IAB Australia and Pureprofile Australion Ecommerce Report August 2022 (n=1,000 per wave )
Q - Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following? (Net agree)



a quarter of shoppers have less to spend.

24% strongly agree “cost of living pressures mean | don’t have as much to spend on less essential retail shopping”
gly ag agp P pping
This sentiment is more prevalent amongst families with younger children.

18-29

30-39

‘ | |
«Q
)

23%

26%

40-49
50-59

60-70

iab. @

1%

18%

22%

lifestage
Single, living with parents / family - 8%
Single, living alone [ 15%
Share house (group home of unrelated adults) - 6%
Live with partner / spouse, no children _ 16%
Family, youngest child under 12 years _ 30%
Family, youngest child 12 years or older [ 15%
Al children left home [N 10%

UUSWUIlCI PurePrOflle Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following? (Strongly agree)




convenience, research and trust can increase
confidence.

50% 6/ % 29%

| am prepared to pay more for If I'm buying a brand for the first time If | trust a brand | am happy to
products that make my life easier | always research it before making buy it without looking at the price

the purchase

iab. ©

GUSTFG e PUVePrOfll-e Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
p p 9 P
Q - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? [Net agree)



online purchasing drivers.

Convenience remains the #1 reason for purchasing online.
Fast shipping has declined as a driver

»  With disruptions in delivery times experienced due to covid, fast shipping
has declined year on year as a driver for online purchasing (-5)

* There have been slight declines in more product options (-4) and finding
certain products and brands (-4) as drivers, which also could be the result
of supply disruptions due to covid

Convenience is universal but there are some age differences in
other purchasing drivers:

* Lower prices (51%) and free delivery (55%) are greater drivers for 18-29's
* Fast shipping is a greater driver for 30-39's (28%)
* Click and collect is a greater driver for 40-49’s (32%)

* Finding certain products/brands (26%) and products only sold online
(26%) are greater drivers for 50-69’s

Safety (avoiding public places) is more of a concern amongst weekly
online grocer shoppers

*  32% of weekly online grocery shoppers are buying online to avoid the
shops

iab. @

reasons for buying online

Convenience

Free delivery

Lower prices

Discounts

Price comparison

More product options

Click and collect

Products only sold online
Finding certain products/brands
Fast shipping

Safety (avoid public places)
Free returns

Reviews from other customers

Find new brands

qUS‘TQhQ PurePrOﬁl-e Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)

Q - Why do you buy online?

76%

I, 7 %

50%

WA

45%

I 4 6%

37%

I 349

30%

I 2

33%

I 29%

25%

I 5%

25%

I 227%

25%

I 1%

26%

I 219

20%
I 207

13%
0

10%
IS

11%
| A

2021

m 2022



online purchasing drivers
for cost-of-living pressured.

For those who strongly agree “cost of living pressures mean |
don’t have as much to spend on less essential retail shopping” :

* Convenience is still the #1 reason for purchasing online, in fact they are
more likely to seek convenience options such as click and collect

* They are more attracted to buy online by the opportunity to find more
product options, certain products/brands and products only sold online

* They are more likely to have shopped at BigW, Kmart and Target
* They are also more likely to be heavy store loyalty program users

» Otherwise, these shoppers have very similar frequency and product
purchasing behaviour as other online shoppers

iab. @

reasons for buying online

Convenience

Free delivery

Lower prices

Discounts

Price comparison

More product options

Click and collect

Products only sold online
Finding certain products/brands
Fast shipping

Safety (avoid public places)
Free returns

Reviews from other customers

Find new brands

qUS‘TQhG PureprOfll-e Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - Why do you buy online2 , Q - Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following? (Strongly agree)

77%

I, 7 57%

48%

I, /0%

34%
I 35%

29%
I 5%

29%
I, 370

25%
I 327

22%
I 27

21%
I 27

21%
I 227

20%
I 257

11%
____IRRA

1%

IR
9%

11%

46%
47 %

All online
shoppers

m Cost-of-living
pressured online
shoppers



sources for inspiration and discovery.

sources used for product inspiration and discovering brands

Search remains key to discovering brands when shopping when shopplng online

online. Searching for products online 3

67%
Word of mouth has strengthened. 47
Speeiglohiesenenly | g
* Speaking to friends and family has increased over the last year as a 459
source of product inspiration (+6) Retailers and online stores | /07
Some age differences in inspiration sources: Social Medio [ 375,
* Females are much more influenced by social media (44%) and Online catalogues Ao
speaking to family and friends (58%) than males )
Online morketp|oces _ 31 (735 %
* Males are more influenced by price comparison and advice sites
(32%) Price comparison/advice sites E— 2279{3/
* 59% of 18-29’'s use social media for product inspiration Confent or adverfising online g 207
* 30-39's rely more heavily on friends and family (62%) and shopping Email from a retailer or brand D3,
) . X . KA
events such as Click Frenzy, Vogue online shopping night (19%)
, oo . . Content or odverﬁsing onTV _ 22220/;
*  Over 50’s more heavily influenced by searching for products online ° 2021
(77%) and emails from retailers (29%) : 16%
° I o Hard copy/physical catalogues I 5
Shopping events o
N 127 = 2022

9%
%

® Q Content or ads in a magazine or newspaper B s
Idb. e

qUS‘TQhG PurePrOﬁl-e Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - When buying something online, what sources do you use for product inspiration and discovering brands?




social media & influencers.

39% 28%

neft agree net agree
social media is now an important part of how | influencers on social media are a useful source to
find products | go on to buy help me discover new products

50% 37%

of millennials of millennials

iab. @

GU‘S"GIIG PurePrOﬁl-e Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave}
Q - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? (Net agree) Amongst millennials aged 18-39.



online shoppable advertising.

awareness of online shoppable advertising

Nearly half (48%) of online shoppers are aware of
shoppable advertising where you can make online

Yes, | have
retail purchases directly from the online seen/heard of
advertisement you are viewing, often without Uil Ee el
leaving the website, app or platform you were p‘v’;;hqj‘;g's
browsing. e

* 57% of 18-29’s and 54% of 30-39’s are aware of this type of
advertising.

No, I've never
seen/heard of

18% of online shoppers have made an online this, 52%
purchase this way.

Yes, | have
seen/heard of
this but have not

* 21% of 18-29's and 25% of 30-39’s have made an online purchase
this way.

made a purchase
this way, 30%

iab. Q (27

GUS"OIIO PurePrOfll-e Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022. (n=1,000 per wave) Q - Before today were you aware of shoppable advertising where you can make online retail purchases
directly from the online advertisement you are viewing, often without leaving the website, app or platform you were browsing?
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brand choice drivers.

Value for money stands out as the most compelling feature reasons for brand choice online

of brands purchased online.

Value for money 84%
* Value for money as a driver is highest amongst people aged 50-59 The brand / product had great reviews 309
(88%) and those who are more frequent online shoppers (88% . .
amongst those shopping online at least weekly) Quick and easy delivery and refurs 2
o ' Australian owned company 28%
* 87% of cost-of-living pressured online shoppers (those who strongly
It was a unique product that | couldn’t buy anywhere else 23%

agree “cost of living pressures mean | don’t have as much to spend
on less essential retail shopping”) rated value for money as the key sy Biemdls / ey / celleaguas wens el g ase i 239%
reason for brand choice

Choosing which product to buy was very simple 21%

Hygiene factors are also important. The brand aligns with my values 20%

. . . . . Superior craftsmanship / manufacturing quality 18%

* Hygiene factors such as being simple to buy and having quick and

. | thought the product was innovative 17%
easy returns are also important
The brand is socially responsible 16%

Retailers should amplify communication of brand proof The product is environmentally friendly 16%

points. The advertising was engaging 13%

* Brand proof points such as innovation, personalisation, socially e oselnel ety iesemailee! wily ime 1%
responsible, environmentally friendly and Australian owned have | could personalise the product 10%
become compelling reasons for purchasing a brand Ease of repeatable purchase 9%

Seeing it advertised on social media 7%

iab. @

GUS"QhQ PurePrOfll-e Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - Thinking about what attracts you to buy your favourite brands online, what do you find compelling?




purchasing ethical, sustainable and Australian
owned brands is important to online shoppers.

46% 47 %

Purchasing from ethical brands is | prefer to buy from brands that |

important to me know are sustainable
51% 52%
age 30 to 39 age 30 to 39

iab. ©

GUSTFG ie PurePrOfll-e Source; |AB Australia and Pureprofile Australian Ecomme rce Report August 2022 (n=1,000 per wave)
Q - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? Net agree

64%

| prefer buying from brands that
are Australian owned

80%
age 60 to 70
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retailer communications consumed.

Frequency read content produced and distributed by retailers

58% of online shoppers often read

content produced by retailers. Websites ak — -
: : : : Emails 6%
* Retailer websites and emails remain the most
frequently read content distributed by retailers Physical catalogues 17%
e The frequency of reqding physicql cqfq|ogue5 has Digital catalogues 14%
declined year on year (often/sometimes reading -8). Social posts 14% 37% 20%
* The frequency of reading free magazines has Mobile apps 19%
declined year on year (often/sometimes reading -5). ‘
Free magazines 27%
Mobile messages IEX8 30% 25%
There is a dominance of digital Online video content IR 35% 22%
touchpoints which also provide rich .
. . Packaging &3 33% 21%
behavioural data for retail marketers.
In-store digital screens and signage 13%
Events 3 24% 30%
W Often B Sometimes M Rarely Never

iab. @

GU‘S"GIIG PurePrOﬁl-e Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave}
Q - How often do you read content produced and distributed by retailers in the following ways?



rewards programs.

9 in 10 online shoppers remain signed up to at least 1
shopper rewards program.

40% of those signed up to a rewards programs have 4 or
more cards (down from 45% last year).

Some profile differences amongst heavy rewards program
users (4 or more cards):

* Heavy rewards program users are more likely to be female (49% of
females have 4 or more cards, compared to 30% of males)

* Under 50’s are more likely to be heavy rewards program users (42%
with 4 or more cards), compared to over 50’s (36% with 4 or more
cards)

*  More frequent online shoppers are heavy rewards program users
(45% of weekly online shoppers have 4 or more cards)

*  46% of cost-of-living pressured online shoppers (those who strongly
agree “cost of living pressures mean | don’t have as much to spend
on less essential retail shopping”) are heavy rewards program users

iab. @

QUS"UIlQ PureprOfll-e Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - How many retail loyalty programs or shopper rewards cards are you signed up to?

number of retail loyalty programs or
shopper rewards cards signed up to

Ten or more,
Seven to 5%

Four to Six,
28%
One to three,

60%




trust and transparency are key for retailers
collecting shopper data.

level of concern about how retailers use personal data

55% of online shoppers are somewhat or son 42

very concerned about retailer's use of ° 38%

data provided via their transactions. 34%

* Similarly, 51% are somewhat or very concerned
about retailers’ use of data provided via loyalty
cards.

* For a further 11% online shoppers, their level of 129 13% . .
concern depends on how much they trust the ° 1% 1%
particular retailer they are providing data to.

* Level of concern with providing data via loyalty cards
has not changed over the last year.

Very concerned Somewhat concerned Not at all concerned It varies depending on how

much | trust the particular
retailer

Retailers use of data provided via loyalty cards B Retailers use of data provided via any transaction

iab. ©

GUSTFG ie PurePrOfll-e Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave}
Q - How concerned are you about how retailers use the data about you that you provide to them via the loyalty program or reward card?



trust and transparency are key for retailers
collecting shopper data.

Overall, 55% are somewhat or very concerned about retailer's use of data provided via transactions.
Under 40's, those who have grown up online, have lowered expectations of privacy than older generations. Concern peaks amongst 40 to 49 year olds at 61%.

level of concern about how retailers use personal data

1% 1% 7% 12% 14%
It varies depending on how much
| trust the particular retailer

W Not at all concerned

B Somewhat concerned

B Very concerned

18-29 30-39 40-49 50-59 60-70

iab. @ o

{]USfrﬂlla PurePrOfll-e Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave}

Q - How concerned are you about how retailers use the data about you that you provide to them via the loyalty program or reward card?



retailer data usage.

Most online shoppers do understand
that their data is used for targeting
advertising and marketing.

However, a quarter (24%) of online
shoppers don’t know whether retailers
share their data with other companies.

* Older online shoppers aged 60- 70 are less sure
whether their personal data is being shared with
other companies (29%) but they are more
knowledgeable about all other marketing practices.

Retailers need to ensure they are using
clear communication around the data
value exchange to make shoppers more
comfortable to provide their data.

iab. @

what do shoppers think retailers do with their data?

Track my purchases to understand when, where and how _ 99, -
| am shopping :
Combine with other customer data to create profiles _ e -
producing a clearer picture of shoppers :
Share it with other companies within the same group or 5
. : 16%
with retail partners

H Yes No B | don't know

GU‘S"GIIG PureprOfll-e Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave}
Q - What do you think the retailers do with the data you are providing them via loyalty cards, transactions or online behaviour?
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direct brand shopping.

Direct-to consumer brands sell goods entirely or primarily through their owned and operated digital channels. Born and
bred online they have nimble business models, strong brand purpose and mission-based marketing.

number of different direct brands purchased
(amongst those who have purchased a direct brand in the last 12 months)

Nearly half (47%) of s ormor, 125
online shoppers have
ourchased a direct brand,

31% of all online shoppers have
purchased multiple direct brands.

One, 35%

Two or three,
53%

iab. @

GU‘S"GIIG PureprOfll-e Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave}
Q - How many different ‘direct to consumer’ brands have you purchased in the last 12 months2 (direct brand shoppers, n=479)



direct brand shoppers.

direct brand shoppers are not just millennials, but they are younger and more frequent online shoppers.

women age

4%
25%

18-29

53% 30-39

25%

40-49 19%
20%
men 0
50-59 18%
17%
60-70 17%

13%

M All online shoppers B Direct brand shoppers

iab. @

UUSfrﬂlla PureprOfll-e Source; |IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)

online shopping frequency

At least weekly 317

37%
About once every 2-3 weeks 28%
28%
About once a month 24%
22%

N%

About once every 2-3 months 5,

6%

Less than once every 3 months 5o,

m All online shoppers B Direct brand shoppers

Q - How many different ‘direct to consumer’ brands have you purchased in the last 12 months2 (direct brand shoppers, n=479)



direct brand shopper attitudes.

Direct brand shoppers

are more adventurous when it
comes to trying new brands.

iab. @
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shopping attitudes - net agree
(amongst direct brand shoppers v non-direct brand shoppers)

65%

If there is a brand | love, | tend to tell everyone
about it

| am very open to buying brands that aren’t 60%

well known

o

54%
| get excited about trying new brands
38%
| am always on the lookout for brands that are 53%
doing new and interesting things 37%

34%
| buy new products before most of my friends o1°,

B Direct brand shoppers B Non direct brand shoppers

Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)

Q -Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following? (Direct brand shoppers n=479, non direct brand shoppers n=538)



direct brand shopper attitudes.

Fthical and sustainable

propositions resonate more
strongly with direct brand shoppers.

iab. @
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shopping attitudes - net agree
(amongst direct brand shoppers v non-direct brand shoppers)

| am more likely to buy from companies that 52%
| feel behaved well during the pandemic
crisis
| prefer to buy from brands that | know are 4%
sustainable
52%

Purchasing from ethical brands is important
to me

M Direct brand shoppers B Non direct brand shoppers

Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)

Q - Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following? (Direct brand shoppers n=479, non direct brand shoppers n=538)



awareness of direct brands.

Awareness amongst direct brand shoppers has grown for direct brands Canva, Koala, Marley Spoon, Ecosa.

Hello Fresh

Catch

Marley Spoon
Booktopia

Koala

Sleeping Duck
Who Gives a Crap
ModiBodi

Canva

AussieBum

Dollar Shave Club
BudgySmuggler
Koh

Princess Polly

iab. ©

australia  Pureprofile

76%
73%

63%
65%

58%
64%

57%
56%

45%

51%

28%
30%

24%
27%

26%
26%

18%

25%

27%
%

27%

'\)
\w\

21%

%% m 2021

20%
17%

16%
15%

0% w2022
14%

Source; |AB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q -Which of these brands have you heard of before today? (direct brand shoppers, n=479)

Frank Body
ShowPo
HiSmile

Dimple

No Pong
Vinomofo
Bailey Nelson
Tesalate
Bellroy
Scratch
AllBirds
Boden

Away
Carbon Coco

Little Flowers

18%

13%

14%
13%

10%

12%
10%
10%
11%
9%
10%

32

0\
o)
0
32

%
5

32

6%

) I

5

5
5

32

3%2

7%
5

2

%o

I!
G
a2

N
8¢

!
I
I



direct brands maintain customer loyalty.

64% have purchased their favourite direct brand 61% would rarely or never buy their favourite direct brand
on multiple occasions product from different business
frequency favorite direct brand purchased frequency of buying product from a different business
(amongst those who have purchased a direct brand in the last 12 months) (amongst those who have purchased a direct brand in the last 12 months)
lamon a
10+ fimes, 5% subscription, 4% Always, 5%

Never, 16%
6-9 times, 5%

Once, 36%
Frequently, 34%
3-5 times, 26%
Rarely, 45%

Twice, 24%

iab. © o

GUSTFG ie PurePrOfll-e Source; IAB Australia and Pureprofile Australion Ecommerce Report August 2022. (n=1,000 per wave] Q -Thinking about your favourite ‘direct-to consumer’ brand, how many times have you bought from this brand? ;
Again, thinking about your favourite ‘direct-to-consumer’ brand, how often do you also buy this product from a different business? (direct brand shoppers, n=479)



direct brand subscription trends.

4 in 10 direct brand shoppers are subscribed to a product delivery service (e.g. for meals, cleaning products,
toilet paper, wine etc. There is a slight increase (+4) in subscribers year on year.

subscription to product delivery services
(amongst those who have purchased a direct brand in the last 12 months)

—

39%

amongst subscribers 63% are aged under 40.

34%

B Subscribed to 60-70, 7%

multiple product 50-59 12%
delivery services
}

B Subscribed to one

product delivery 40-49, 17%
service

18-29, 30%

2021 2022 30-39, 33%

iab. @

UUS"‘]IIG PurePrOﬁl-e Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
Q - Are you currently subscribed to any product delivery services (e.g. meals, cleaning products, toilet paper, wine etc)2 {direct brand shoppers, n=479)



direct brand subscription trends.

what is liked about subscription delivery services
(amongst those who have a subscription)

‘ R .| O It saves me time / is more convenient

72%

. | always know how much the product .
direct brand shoppers are il I -
subscribed to a product delivery
SerVice, Wlfh convenience fhe | don't have to worry about running out - 34%

main driver of subscription.

| find the products are better quality than - 999,

what | could get if | bought them myself °
| don't have to worry about deciding - 17%
which brand to buy each time | shop ‘

iab. ©

UUSiTUIlCl PurePrOﬂle Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)
P p 9
Q - What do you like about product delivery services? (direct brand shoppers, n=479)
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Five key takeaways for ecommerce.

Steady growth in
online retail is
expected to
continue even as
shoppers return
instore, however
retailers will likely
need strategies to
overcome
consumer
hesitancy if cost-of
living pressures
continue to
increase.

iab.

australia  Pureprofile

2,

Convenience and
value for money
are the key drivers
of online shopping
and brand choice.
Positive
omnichannel
experiences are
needed to
reinforce
behaviours as
shoppers have
returned instore.

3.

Retailers should
amplify
communication of
brand proof points
(e.g. innovation,
personalisation,
ethical and
sustainable
credentials) as
these are
compelling
reasons for brand
choice.

Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)

4.

Retailers should
continually build
trust with shoppers
as it can overcome
price barriers and
is key to
consumers being
more comfortable
in sharing data
valuable to retailer
marketing.

5.

There are a range
of digital channels
consumers are
using to discover
brands and for
retailers to
communicate their
brand story.
Advertisers that
continuve to invest
in brand building
during economic
downturn will
come out in a
stronger position.
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