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introduction

We are proud to present Wave 4 of the Australian-commerce Report in collaboration with our long-
standing partner, IAB Australia. This report provides valuable insights into online consumer behaviour
in an unpredictable and challenging environment. This year, we're thrilled to expand our analysis to
include New Zealand, giving us a deeper understanding of spending habits across the Tasman Sea.

Our report is set against a backdrop of a shifting economic climate. With many consumers feeling the
pinch of inflation and interest rate hikes over the past year, there is a noticeable shift towards
conservative spending. Convenience remains the key driver for purchasing items online, but people
are being more cautious in their approach. Across Australia and New Zealand, consumers are
spending more time researching a potential purchase or delaying it altogether. Current and future
cost of living pressures have also seen them cut down on purchasing non-essential items.

In this quest for savings, consumers are prioritising the best possible deals and frequently switch
retailers or brands to secure better prices. Rewards and loyalty programs have also gained traction,
with our findings revealing that 9 out of 10 online shoppers are enrolled in at least one program to
earn rewards or cashback.

While budgets are tighter, retailers still have a great opportunity to capture attention with the majority
of consumers engaging with some form of retail marketing. Moreover, nearly all online shoppers are
willing to exchange personal information with retailers in exchange for benefits, as long as there is
transparency about how their data is being used.

We hope this report provides crucial insight to help businesses navigate the evolving landscape of
online consumer behaviour. Together with the IAB, we remain committed to delivering comprehensive
and actionable data to support strategic decisions in this dynamic market.

Martin Filz
CEO

Pureprofile
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The IAB are proud to partner with Pureprofile to release the fourth wave of the Ecommerce Report
assessing Australian consumer attitudes and behaviours and to include insights on the ecommerce
market and shoppers in New Zealand for the first time.

The IAB Australia brings together around 180 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.

Online shopping is firmly established as an essential part of the retail landscape. Consumers
continue to discover brands via a huge range of digital channels and ad formats available to
advertisers. With increased cost of living pressures this year, shoppers have relied on online
channels to provide the information and the tools to help them with more discerning decision making.

The increased importance of loyalty programs for shoppers and retailers is underpinned by trust,
transparency and a clearly understood value exchange. Consumers are increasingly looking to
loyalty and rewards programs for key benefits including lower prices.

As retailers ramp up retail media offerings, first party data and retailer content are key ingredients in
the opportunity for partnering with retailers to reach shoppers at the point of purchase. It is critical

that retail businesses carefully review communications to ensure they are providing clear information
about their use of shoppers' personal information, as new privacy regulation in Australia is imminent.

The Australian e-commerce sector has experienced significant growth over recent years and it is
clear that ecommerce will continue to present exciting opportunities for shoppers, retailers, media
owners and advertisers.

Gai Le Roy
CEO
IAB Australia



executive summary

Online shopping is firmly established as an essential part of the retail
landscape in Australia and New Zealand. The COVID pandemic changed
consumer attitudes and behaviours helping online shopping become a
mainstream retail avenue. Australian online shopping frequency has
increased from 2021 and been maintained year on year.

New online stores are entering the market and expanding product

ranges. There is a diverse range of products being purchased online with
clothing, fashion & shoes, groceries and meals & takeaways being the
most popular.

Retailers must look to win over online shoppers with added value and
relevant shopping experiences that are suited to the current economic climate
and deliver truly life enhancing convenience. Convenience remains the #1
reason for purchasing online but stands out less as a driver in recent years.
With cost of living pressures there is a heightened consumer quest for lower
prices and discounts.

With cost of living pressures, online shoppers are embracing more considered
spending behaviour, making careful changes to keep their budgets under
control. Most online shoppers currently feel like they don’t have as much to
spend on less essential retail shopping.

Retailers need strategies to overcome consumer hesitancy and possible
brand, product and retailer switching (particularly amongst 18-49s). Retailers
and brands should enhance their value proposition, loyalty programs,
delivering convenience as well as focus on brand trust and customer
experience and support. Having information available and an easy
research process will also enhance consumer confidence.
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There are many ways that various segments of online shoppers discover
products and brands. It is important for retailers and brands to show up in
these various avenues to discovery as online shoppers are spending more
time shopping around comparing features, prices, and reviews. Search
remains key and social media and influencers are key for 18-39s. Price
comparison sites and shopping events have increased in importance.

Content produced and distributed by retailers (in particular retailer
websites and apps, social posts and emails) is also an important way online
shoppers are discovering products and brands. The dominance of digital
content touchpoints along with loyalty programs provide rich data for retail
marketers.

Cost of living pressures have increased the usage of shopper loyalty and
rewards programs with the number of online shoppers signed up to paid
programs has also increased.

Trust and transparency are key for retailers collecting shopper data as
online shoppers concerns about how retailers use their data have increased
significantly over the last year. Retailers need to ensure they are using clear
communication around the data value exchange and transparency on
how shopper data is used, to make shoppers more comfortable to provide
their data.

Most online shoppers do understand that their data is used for targeting
advertising, marketing and personalising products shown to them. Nearly all
online shoppers are willing to share some type of personal data with
retail businesses in exchange for benefits from the retailer.
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gl"OWi’h in online australian online retail sales
. . NAB Online Retail Sales Index Report
retail expenditure

$57.81

$55.72

$53.29

$48.60
NAB estimates that in the 12 months to

June 2024, Australians spent

$57.81 billion $29.32

on online retail, growing 8.3% year on
year. This is around 13.5% of the total retail
trade estimate.

$35.69

2019 2020 2021 2022 2023 2024
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https://business.nab.com.au/nab-online-retail-sales-index-june-2024/

current economic NAB Australian online retail sales and ABS retail sales

conditions are 70 % chg.yoy
impacting expenditure 60
50
40
For the month of June 2024 growth
accelerated in year-on-year terms (14.0% 30
y/'y), with online retail recording continuous 20
growth by this metric since May 2023. 10
“The average spend also increased, and 0
beyond the rate of growth in volume of -10
transactions. While the seasonal factors should 20
account for larger baskets of goods purchased 30

in the June EOFY sales period, there may also

o . Jun-20 Dec-20 Jun-21 Dec-21 Jun-22 Dec-22 Jun-23 Dec-23 Jun-24
be an element of price inflation, evidenced by

strong year on year growth.”

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

= = = Nab Online, Trend
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https://business.nab.com.au/nab-online-retail-sales-index-june-2024/

australian hOUSEhOId ABS household discretionary and non-discretionary spending
discreﬁonary Spending current price, calendar adjusted
has been falling

75 115

In the latest month of ABS data, May 2024 150
household spending increased 0.1% through
the year on a current price, calendar @ 55
adjusted basis.

100
Through the year, household spending
increased for services (+2.3%) and e

decreased for goods (-2.5%).

®®* \\3\ (_)Q;Q éo \'z» V@ ®'8\ \&/ (,)QJQ éo \@ @Q’ @fb\\ N %eQ éo \@ @’0 @%\\ N (_)Q,Q éo \”b @”b @q?\
Through the year, household spending

increcsed for non-diSC retiona ry (+ ] . 8%) a nd ‘ Discretionary - Through the year change ' Non Discretionary - Through the year change
. . = Discreti - Ind = Non Discreti - Ind
decreased for discretionary (-1.9%). Rt N i e

Index reference period January 2019 = 100.0

Source: Australian Bureau of Statistics, Monthly Household Spending Indicator May 2024
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https://www.abs.gov.au/statistics/economy/finance/monthly-household-spending-indicator/may-2024#discretionary-and-non-discretionary-spending

nearly O" online most popular online retail and commerce subcategories in June 2024
I T3] di d 14+

australians visit a audience age

retail website

. A
or app in a month o] i
pp / \nnuEy
© o
A consumer electronics voucher/rewards grocery/supermarkets
21.16 million 18.4 million 17.7 million 16.5 million
99% of online australians aged 14+
visited an online refail or commerce
website or app on computer,
smartphone, tablet in June 2024. ﬁ"“"i‘ ° |
On average online retail visitors spent ) . .
6.6 hours on retail of commerce dept, discount stores  fast food and delivery fashion & beauty
15.4 million 14.6 million 14.3 million

websites and apps in June 2024.

°
|ab|. M Source: Ipsos iris Online Audience Measurement Service June 2024, Age 14+, PC/laptop/smartphone /tablet, audience (000s), Retail and commerce category and selected sub-categories
australia




rei-ail IS fhe australian online display advertiser expenditure, top categories
. (share of online display ad expenditure)
#1online .

OdVGI"I’ISIng 1 1% - go, —emmmmmRetail
expenditure 165 16% 16% A
utomotive
category
Finance

11%

Health & Beauty

18%

of digital display AN PP
- . . N ==” N - - /\ -—--
advertising expenditure is AT g N Lom=~ 2T ==, O Travel
. . \ ~ ‘A-- <4 - o —— - o
from retail advertisers. ~ —=" 0 Lo - - .
- N R -== FMCG
\\ ’ \\,I

share of digital display ad expenditure

Entertainment

10

°

<o,
Iab. . Source: |AB Australia Online Advertising Expenditure Report, quarter ending March 2024, prepared by PWC.
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https://iabaustralia.com.au/resource/online-advertising-expenditure-report-march-quarter-2024/

methodology

australia new zealand
r N (o N ( N ooa )
wave | - june 2021
rv - 1Y}
SUTYEY  wave 2- june 2022 o oo ?Uf- W g;(l)y24 v
in field: wave 3 - july 2023 1,000 cach wave in field: 1,000
wave 4 - july 2024
\_ VAN J L /. J
respondents: rgsrondgnts:l S
nationally representative sample of australians aged 18 to 70 who r]]ghfzn;oC:Ef;igg:g;;::gjl:e Zfﬁszooize(?;sfﬁge
have shopped online at least once in the last 12 months last 12 months

Comparisons between New Zealand and Australia for

Previous year reports are available to download from the IAB Australia website. :
wave 4 are made throughout this report.
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online shopping
behaviour

BAU Nz

Clothing, shoes & fashion

/ \ / Groceries

3%  77% e

Tickets
of Australian online shoppers are of New Zealand online shoppers

shopping every month : are shopping every month

Top products purchased online:

O,._m \ o_ﬂ « Clothing, shoes & fashion
iUi ﬂ]%-\ | U; /”1'.,3'\ - Groceries

49% for 76% for other 42% for 71% for other + Meals & takeaway
groceries retail products groceries retail products

 Travel

\ / \ / « Books, toys & stationery

iab. @
Ia Ad . Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 13
australia  Pureprofile



buying frequency of
online shoppers

australian frequency of online shopping

maintained frequency of
shopping since 2022
A

. [ !
6in 10 31%
o . . 31% 309 °
(60%) are shopping online - 29% g9, 2%
every 2-3 weeks, maintaining ’ 26% oae,
. 24°o ° )
frequency of shopping over the P e, 23%
last two years (up from 53% in
2021). 15%
n% % e
83% of Australian online ’ S oy
shoppers are shopping every 6% 6% 6%
month. I I
At least weekly ~ Once every 2-3 weeks ~ Once a month Once every 2-3  Every 6 months or less
months
2021 m2022 2023 m 2024
[ ]
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave) 14
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buying frequency of
online shoppers

60%
of Australian online shoppers
are shopping every 2-3 weeks.

35%

of New Zealand online shoppers
are shopping every 2-3 weeks.
77% of New Zealand online
shoppers are shopping every
month.

iab. @
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frequency of online shopping

A

29%
27%

At least weekly

31%
28%

23% 299

15%

N%

6% %

Once every 2-3  Every 6 months or

Once every 2-3 Once a month

weeks months less

B Australia New Zealand

Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 15



frequency of online shopping for
groceries and other retail
products has been maintained

australian frequency of buying groceries online

49% buy monthly in 2024

A
[ 26%250 26%

19% 199, 20%
17%17%16%
MAI I MAI I MA |

34%

% 6%
25% 1 4oy, 207

At least weekly Once every 2-3  Once a month  Less than monthly Never

weeks

m 2021 m2022 © 2023 m2024

Online shopping for groceries at least once a month has remained stable at
49% of online shoppers since 2022 (up from 40% in 2021)

australian frequency of buying other retail products online
76% buy monthly in 2024
)\

32%
30%

28% 28% 0, 28% g, 29%
2 25%25% -
9%
17o .
& 15% 16%
I I 0/ % % ]%

At least weekly Once every 2-3  Once a month Less than monthly Never

weeks

m 2021 m2022 2023 m 2024

Online shopping for non-grocery retail products at least once a month has
steadily increased to 76% (up from 73% last year and 70% in 2021).

°
Iqb' Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave) 16
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buying frequency of online
shoppers for groceries and other
retail products

frequency of buying groceries online

49% Australians and 42% of New Zealanders
buy monthly in 2024

frequency of buying other (non-grocery) retail products online

76% of Australians and 71% of New Zealanders
buy monthly in 2024
)

o 32%
| | | o 0% 8% 28% 28%
27 % ° ° °
26% 26%
23%
20% .o
18% 16% 16%
14% 13% 13%
10%
I 1% 1%
At least weekly Once every 2-3 Once a month Less than Never At least weekly Once every 2-3 Once a month Less than Never
weeks monthly weeks monthly
M Australia New Zealand M Australia New Zealand
o
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000) 17
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18-49’s are the key demographic for
regular online shopping in australia

buying groceries online monthly

68%

°8% 559 56%
49%
40% 37%
I -

All online  Male Female 18t029 30to 39 40to 49 50t0 59 60to 70
shoppers

59% of Australian online shoppers aged 18-49
buy groceries online each month

iab. @

buying other (non-grocery) retail products online monthly

% 81% 81% %
76% 80% 80%

72% 70%
I I I I I 63%

All online Male Female 18t029 30to 39 40to 49 50to0 59 60to 70
shoppers

81% of Australian online shoppers aged 18-49 buy retail products
(non-grocery) online each month.

Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000) 18
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18-49’s are the key demographic for
regular online shopping in new zealand

buying groceries online monthly buying other (non-grocery) retail products online monthly
82%
N% gy T3 75%  75%
2% 599
o 49% 2% 499
42% 45%
38%
33%
I I 2
Allonline Male  Female 181029 30to 39 40 to 49 50t0 59 60 to 70 Allonline  Male  Female 1810 29 30to 39 40to 49 5010 59 60to 70
shoppers shoppers
50% of New Zealand online shoppers aged 18-49 77% of New Zealand online shoppers aged 18-49 buy retail products
buy groceries online each month. (non-grocery) online each month.
[ ]
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000) 19
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products bought
online over last year

Clothing, shoes and fashion remain
the most popular online purchase by
Australians over the past 12 months.

Purchasing petfood online has steadily increased to
35% of online shoppers, up 7% pts from last year
(28% in 2023 and 26% in 2021).

Cost-of-living pressures have reduced online
shopping for furniture, household goods and
appliances to 29%, down -8% pts from last year

(37% in 2023 and 33% in 2021).

There is minimal change in other products being
purchased since last year.

Travel, hotels and airline bookings; Tickets to events, shows,
sports, movies & exhibitions; Content subscriptions (e.g video,
music, ebooks); Gift vouchers have been added to the survey for
the first time in 2024. Prescription medication was added to the
survey for the first time in 2023.

iab. @
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products bought online by ausiralian online shoppers

Clothing, shoes, fashion

Groceries

Meals and takeaways

Travel, hotels and airline bookings

Tickets to events, shows, sports, movies & exhibitions
Content subscriptions (e.g video, music, ebooks)
Books, toys, games, stationery and craft

Electronics and technology

Makeup and beauty

Petfood and supplies

Alcoholic drinks

Home, garden and hardware

Furniture, household goods and appliances

Gift vouchers

Jewellery, handbags, luggage, accessories
Personal care (e.g prescription eyeglasses, hearing aids etc)
Fitness, sporting goods and outdoor equipment

Prescription medication

Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave)
Q - Which products have you bought online in the past 12 months?

I, 7 0%
I, 58%
I, 5 6%
I 48%
I 45%
I 42%
I 42%
I 37%
I 37 %
I 350 A
I 33%
I 31%
I 25
I 27%

I 25%

I 239

I 229

I 227

20



Clothing, shoes, fashion

I 0%

67%
pI'OdUCI'S bOUQ hi‘ Grocerics N
[ ]
—  56'%
online over last year Meals and fakeaways 367
il i I 48%
Travel, hotels and airline bookings 479,
Clothing, shoes and fashion are Tickets to events, shows, sports, movies & exhibitions _39% 45%
the most popular online purchase Content subscriptions (e.g video, music, ebooks)  NEGEG__—__—_—_————
in both Australia and New .
Zealand. Books, toys, games, stationery and craft e 4%é°%
. DN 37 %
Ranking of purchased items is similar in both Flectronics and technology 34%
markets. Makeup and beaury EGEGEG_—_—_
Australians are more likely than New Petfood and supplics EG_—--IS———— 5%
Zealanders to have purchased alcohol and
content subscriptions online in the last year. Alcoholic drinks 0% 33%
. I 31%

New Zealanders are more likely than Home, garden and hardware 31% 50,
Australians to have purchased home, garden I ©O°

P . ' 9 Furniture, household goods and appliances 29%,
and hardware products online. 31%

Gift vouchers - 27,
Jewellery, handbags, luggage, accessories _2] %5%
Personal care (e.g prescription eyeglasses, hearing aids etc) _222%% B Australia
Fitness, sporting goods and outdoor equipment 22230/8/0
999, New Zealand
Prescription medication 18%
. . . . .
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 21
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online retailers and marketplaces
australian’s have purchased from in the last year

most popular online

re‘l‘ailers and Amazon [N 54%

mquefplqces eBay I /1%
Woolworths I /0%
pUI"ChGSEd from over Kmart I /0%
Big\W I 35

the IaSt year Coles 34°% Priceline I 12%

Adore Beauty IS 1%
Catch of The Day IEEEG—— 1%

Chemist Warehouse NG 32°%

Amazon continues to be the most

Bunnings

. 29%

Petbarn
David Jones

I 10%
I 10%

popular online retailer Australians JBHiFi I 247 lkeo  I— 5%
have purchased from in the last 12 Temu N /4% Rebel Sport  IG—— 07
AliExpress I Y%

months, usage is up 12% pts on last

Facebook Marketplace

I 23 %

Spotlight

I 9%

ear to 54%. Officeworks I 3% Kogan IS 9%
) 4
i onli Ticketek INEEGEG—_— 20% The Good Guys  IEG— %
There has been modest growth in online Harvey Norman NS 5%
: : : I 19% 9
purchasing from BigW, Bunnings, Adore Beauty Target 19% Gumiree N 8%
and Aldi since last year. Myer I 19% Etsy IS 87
Shein I 17 liqguorland IEEEGG— 6%

iab. @

Asos

I 5%

Dan Murphys I 16% Temple & Webster I 6%
Ticketmaster NG 146% MyDeal mEm— 5%
. o Wish ml 2%
The lconic I 14% OzBargain WM 2%
BWS I 14% Mitre10 B 2%

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave)

australia  Pureprofile  Q - In the past 12 months, from which of the following retailers and marketplaces have you purchased online?
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retail and commerce category
australian audience (000s) visiting websites and apps in June 2024

[ ]
retail category top 20 Amozon N 1
[ ]
online brands, monthly Apple - I 13,145
. Woolworths | 12,968
audience aged 14+
eBay Australia | 12,816
Temu | 11,634
ills Everyday Rewards | 10,951
21.16 million e v
Flybuys | 10,655
Coles Group | 10,233
Google NN ©,159
Kmart | 5 019
Bunnings Warehouse | o 745
Big W [ s 449
McDonalds | 7,792
Audience includes Australian visitors ey MYy
brow§|ng and purchasing from retail Chomist Warshouse N ¢ 27
websites and apps (and app stores for
Samsung | NN ¢ 204
Apple and Google).
Officeworks || N N 5,534
AliExpress | IENEEEEE 5 546
Ubereats | 5016
Catch.com.av [ NENGNGEGEGEEGEGE 4915

Australians aged 14+ used a retail or
commerce website or app in June 2024.

Amazon has the largest website and app
audience in the online retail and
commerce category with over 15.8
million Australians in June 2024.

Audience (000s)

iab
!]qufr(]“; M Source: Ipsos iris Online Audience Measurement June 2024, Age 14+, PC/laptop/smartphone /tablet, retail or commerce category top 20, audience 000s
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most popular online
retailers and
marketplaces

new zealanders
purchased from over
the last year

The top retailers New Zealanders
have purchased online from in the
last year are a mix of local and
global retail brands.

iab. @

online retailers and marketplaces

new zealanders have purchased from in the last year

Chemist Warehouse
Temu

Kmart

The Warehouse
TradeMe
Briscoes
Woolworths
Facebook Marketplace
Farmers

Mighty Ape
AliExpress
Amazon

Mitre 10
Bunnings

Rebel Sport
Ticketmaster
Noel Leeming
Shein

JB HiFi

Ticketek

Harvey Norman
Spotlight

The Market

I 43%
I, A3 Yo
—— 3970
I 39%
I 34%
I 31%
I 29%
I 26%
I 25%
I 24%
. 23%
I 22
I 21 %
. 21%

N 15%

I 14%

I 14%

I 14%

I 129

I 2%

I %

I 7%

I 7Y

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000)
Q - In the past 12 months, from which of the following retailers and marketplaces have you purchased online?

24



there is continued caution in spending
due to current and potential future
cost of living pressures

@@@/o $°
1% 70% 75% 80%

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

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000}

iab
!Juash'(]llt.} PureprOfi l,e Q - Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following?



a third of australian

usage of online shopping amongst australian online shoppers

h.cve.decreased. ’rheir usage since the recent 40 1o 49 309
rises in costs of living.

16%

5010 59 23% 17%

44% of Australian online shoppers aged 30-
39 have increased their usage of online
shopping since the recent rises in costs of
living (up from 40% in the year prior).

Online Shoppers have since recent rises in costs of living
increased online All 18+ 199%
shopping since recent " -
rises in costs of living . .
181029 25%
In these times of cautious spending, 34% of
Australian online shoppers have increased 30 to 39 199%
their usage of online shopping, while 19%
L 39%
23%
2%

N
w

60to 70 22% 15%

M Increased No change M Decreased

°
Iqb. Q Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave)
australia  Pureprofile Q - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living? (increased significantly or somewhat)



a th|rd °f NZ Onllne usage of online shopping by new zealand online shoppers

while 21% have decreased their usage 40 1o 49 38%
since the recent rises in costs of living.

20%

5010 59 27 % 22%

42% of New Zealand online shoppers
aged 30-39 have increased their usage of
online shopping since the recent rises in
costs of living.

Shoppers have since recent rises in costs of living
increased online 18+ 2%
shopping since recent Male 7%
rises in costs of IIVIl'Ig Female 59,
181029 277

In these times of cautious spending, 35% of
New Zealand online shoppers have 30to 39 20%
increased their usage of online shopping,

L 38%

7%

L 23%

60to 70 23% 18%

B Increased No change M Decreased

°
Iqb' Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000)
australia  Pureprofile Q - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living? (increased significantly or somewhat)



online shopping behaviour

Online shopping is firmly established, continuing to be
an essential part of the retail landscape in Australia
and New Zealand.

The COVID pandemic changed consumer attitudes and behaviours
helping online shopping become a mainstream retail avenue.

Australian online shopping frequency increased from 2021 and has
been maintained over 2022-2024. Online shopping frequency in
NZ is slightly lower than in Australia.

18-49’s remain a key demographic for regular online shopping.

New online stores are entering the market and
expanding product ranges.

Clothing, fashion & shoes, groceries and meals & takeaways are the
top 3 products purchased online.

Purchasing petfood online has continued its steadily increase
amongst Australian online shoppers this year.

Amazon continues to be the #1 retailer for online purchasing in
Australia but has not gained the same foothold in New Zealand
where Chemist Warehouse and Temu are the most popular for online
retail purchasing. Temu has grown significantly in popularity since it
started operations in Australia and New Zealand in March 2023.

Continued steady growth in online retail is expected,
however retailers need strategies to overcome
consumer hesitancy as cost-of living pressures
continue.

Online shopper caution with spending has been maintained at
similar levels to last year in Australia.

New Zealand online shoppers are slightly more likely than
Australians to not have as much to spend on less essential retail
shopping.

Cost of living pressures have likely driven the reduction in online
shopping for furniture, household goods and appliances in the
Australian market from last year.

The frequency of online shopping remains resistant to cost of living
impacts in both markets with few online shoppers reducing frequency
of online shopping since the recent rises in cost of living.

iab.

australia

Pureprofile
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online shopping drivers

03. online shopping
drivers
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online shopping
drivers

Convenience is

~

the #1 reason

for purchasing
online

58%

of 18-49 online shoppers will pay more
for convenience

.

Top drivers for purchasing online:

Convenience
Discounts =[5 Free delivery

]ﬁ Lower prices

é é Price comparison

[

/

iab.

0
Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000)

australia  Pureprofile

Value is the #1

reason for

purchasing
brands online

46%

of online shoppers prefer to buy from
sustainable brands

Top drivers for brand choice online:

@ Value for money

Convenience &
4 availability

ﬁ Consistent quality

[b Great reviews

@ Positive experience

5@ Quick delivery &

returns

/
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drivers for buying online amongst australian online shoppers

Convenience |G 43%
Lower prices | 529
Discounts || NN 472
Free delivery | NEGGEGEGEGEGEEEEEE /4%
Price comparison || GGG 3%
More product options [ NN 32%
Fast shipping N 30%
Products only sold online | 28%
Click and collect (buy online, pick-up in-store) [N 27
Finding certain products/brands | NG 26%

online purchasing drivers

Convenience remains the #1 reason
for Australians purchasing online
but has declined as a driver for
buying online over 2023 and 2024.

With the growth in usage, number of online
shopping retailers and marketplaces and
improvements in retailer efficiency and
experience, convenience does not stand out as
much as a driver for online shopping as it used

Free returns

to. 15%
Reviews from other customers 13%
Pricing and free delivery now also dominate the
. . . . Safety (avoid public places) 1%
top key drivers for online shopping. With
increasing cost of living pressures this year, lower Find new brands 1%

prices has increased as a driver and the gap to

Shopping recommendations and personalisation 6%
the #1 driver of convenience has reduced.
Visualisation tools 5%
Collect from a 24/7 parcel locker 5%
Online shopping assistants (chatbots) | 1%

iab. @

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave)
australia  Pureprofile @ - Why do you buy online?
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change in key online
purchasing drivers

Convenience remains the #1 reason
for purchasing online but has
declined -8% pts since 2021,

Pricing has also dominated the top key drivers for
online shopping over the last two years. Lower
prices has increased 4% pts on last year and 7%
pts since 2021.

Some areas of convenience such as enabling
price comparison, fast shipping and free returns
have increased in importance to online shoppers
during this year when consumer are under
greater financial pressures.

iab. @

drivers for buying online amongst australian online shoppers

Convenience

Lower prices

Discounts

Free delivery

Price comparison

More product options

Fast shipping

Products only sold online

Click and collect (buy online, pick-up in-store)

Finding certain products/brands

Free returns

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave)
australia  Pureprofile @ - Why do you buy online?

w2021

m 2022

2023

m 2024
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Convenience R, 68 7o

67%
. . . Lower prices | 5%‘%%
online PU"ChGS"‘Q drivers Di I /7
iscounts 43%
Free delivery _42152%
Convenience is the #1 reason for Price comparison  IEG—__—SS———— 8% .
purchasing online in both Australia  — o,
More product options 45%,
and New Zealand. °
Fast shipping _27%0%
Pricing and free delivery also dominate the to o
g Y P Products only sold online 2278<yf’

key drivers for online shopping in both markets.

Click and collect (buy online, pick-up in-store) ~EEG_-I————— /% 359

Click and collect and price comparison are more

prominent drivers of purchasing online for New

: ] %
Zealanders than for Australians. Free returns ' ]%] 5%

Reviews from other customers N EG_—_—_ ]]32/?%

Safety (avoid public places) T ]]]]c;f

Finding cerfain products/brands 262/80

(o]

Find new brands 9‘%1%
Shopping recommendations and personalisation -4%%

calieat Bl 5%
Visualisation tools peh B Australia

Collect from a 24 /7 parcel locker -30/50%

9 New Zealand
Online shopping assistants (chatbots) g ]2/5% ew Zealan

°
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 33
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time poor 18-49s are prepared to pay more for convenience

58% 37%

australia new zealand

18-49’s agree
| am prepared to pay more for products
that make my life easier

42% of Australians age 50+ and
34% of New Zealanders age 50+ agree

Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000)
Q - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? (Net agree) - amongst aged 18-39 and 40+

34
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brand choice drivers

Value for money continues to be
the key driver for buying brands
online for Australian shoppers.

However, value for money has declined on
previous years (down -4% pts on last year and
down -11% pts on 2022) and must be delivered
in combination with other brand drivers
including convenience, positive experience and
consistent quality (and competitive pricing).

While most brand drivers have declined slightly
on last year, being an Australian owned
company (-8% pts), purchase simplicity (-7%
pts) and great reviews (-6% pts) have declined
more significantly.

Brands must deliver great customer experience,
adjust o suit current cost of living pressures,
deliver on hygiene factors such as simplicity and
ease and amplify communication of unique
brand proof points.

drivers for buying brands online amongst australian online shoppers

I —— 73%

Value for money

Convenience and availability

Past positive experience

Consistent quality and experience

Quick and easy delivery and returns

The brand / product had great reviews

Suited for current cost-of-living pressures
Australian owned company

My friends / family / colleagues were talking about it
Unique product that | couldn’t buy anywhere else
Choosing which product to buy was very simple
The brand is socially responsible

The brand aligns with my values

The product is environmentally friendly

| thought the product was innovative

Ease of repeatable purchase (eg subscription)
The advertising was engaging

The brand story resonated with me

| could personalise the product

Celebrity or influencer endorsement

The novelty factor

Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave)
Q - Thinking about what attracts you to buy your favourite brands online, what do you find compelling?

I 507
I /6%
I 9%
I 34%
I 337§
I 33%
I 2%
I 23%
I 22%
15§
14%
14%
14%
N%
10%
9%
9%
8%
7%
6%

35



iab. @

australia  Pureprofile

brand choice drivers

Value for money is the key brand
driver for brand choice in
Australia and New Zealand.

The ranking of drivers is very similar for
Australian and New Zealand online shoppers.

Value, convenience, customer experience and
price are key drivers for online shopping
choices and retailers should look for new ways
to demonstrate these aspects.

Brands should amplify communication of brand
proof points on brand values, innovation,
product volume and range, uniqueness,
reputation and social responsibility.

Value for money

Convenience and availability

Past positive experience

Consistent quality and experience

Quick and easy delivery and returns

The brand / product had great reviews

Suited for current cost-of-living pressures

My friends / family / colleagues were talking about it
Unique product that | couldn’t buy anywhere else
Choosing which product to buy was very simple
The brand is socially responsible

The brand aligns with my values

The product is environmentally friendly

| thought the product was innovative

Ease of repeatable purchase (eg subscription)
The advertising was engaging

The brand story resonated with me

| could personalise the product

Celebrity or influencer endorsement

The novelty factor

I /3%
70

I 50%
52%

I 46%,

47%
I 39%
41%
I 34%
34%
I 33%
37%
. 33%
32%
I 23%
23%
I 22%
25%
I 18%
1%
I 4%
13%
S 4%
15%
I 14%
16%
. 1%
12%
. 10%
10%
. 0%
10%
—
10% B Australia
B 3%
8%
7%
6% New Zealand
Bl 5%
7%

Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000)
Q - Thinking about what attracts you to buy your favourite brands online, what do you find compelling?

%
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purchasing ethical and sustainable brands
is important to online shoppers

Q

v

46% 39% 46% 42%

australia new zealand australia new zealand
Purchasing from ethical brands is | prefer to buy from brands that |
important o me know are sustainable
(% agree) (% agree)
iab. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 37
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product delivery
subscription services

24% of Australian and 20% of News
Zealand online shoppers are currently

subscription to a product delivery service

53%

. . . 50%
subscribed to a product delivery service . .
. . 24% of Australian online shoppers and
such as meals, cleaning products, toilet 20% of New Zealand online shoppers
paper, wine etc. ! are subkscribed |
. . 16%
The level of Australian subscriptions have not changed 13%
year on yedar. 9% 7%
Thodse curren’rl); SUbscrlbecf_are }Tore likely aged 18-39 Currently subscribed  Currently subscribed Not currently
and are more frequent online shoppers. to one service to multiple services  subscribed to any
service
W Australia New Zealand
@
Iab. Q Source; |AB Australia and Pureprofile Australic & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000)

Q - Are you currently subscribed to any product delivery services (e.g. meals, cleaning products, toilet paper, wine etc)2

30%
22%

Never been
subscribed to a
service

38



benefits of product delivery
subscription services

Amongst online shoppers currently
subscribed to a product delivery service
(eg. meals, cleaning products, toilet

what subscribers like about product delivery services

57%
convenient 58%

It saves me time / is more

paper, wine etc), convenience is still | always know how much the _ 45%
the maior driver. product will cost me 44%
In th; Aus’rrohon m<.:1rke’r wﬁl;curre;nf economic T R " _ 33%
conditions, convenience and not having to worry running out 30%
about running out have declined slightly as drivers
since last year, while control over cost has been | don't have to worry about - .
maintained and not having to decide a brand in the deciding which brand fo buy ) °
shop has slightly increased as drivers since last year. each time | shop 15%
B Australia
| find the products are better
20%
quality than what | could get if | - i New Zealand
bought them myself 147%
(]
Source; |IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000
|qb. Q s ] Pzt | oo 8 4 (Austral B e ) 39

australia  Pureprofile Q@ - What do you like about product delivery services?



online shopping drivers

Retailers must look to win over online shoppers with
added value and relevant shopping experiences
that are suited to the current economic climate and
deliver truly life enhancing convenience.

Consumers seeking convenience, value and competitive prices
continue to drive demand for online products.

Convenience remains the #1 reason for purchasing online but
stands out less as a driver in recent years.

With cost of living pressures there is a heightened consumer quest
for lower prices and discounts but also convenience and ease
(fast shipping, free and easy returns).

Click-and-collect options are a greater attraction to provide
convenience benefits for New Zealand shoppers than for
Australian shoppers.

Retailers should look for new ways to demonstrate value and
convenience and amplify communication of brand proof points
on brand values, innovation, product volume and range,
uniqueness, reputation and social responsibility.

Top drivers for purchasing online:
e Convenience

* Lower prices

e Discounts

* Free delivery

* Price comparison

Top drivers for brand choice online:
* Value for money

* Convenience & availability

* Positive experience

» Consistent quality

*  Quick delivery & returns

e  Great reviews

iab.

australia

Pureprofile
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cost of living impact
on online shopping

b

(53
75% | 80%

Australia New zealand

\

“cost of living pressures mean | don’t
have as much to spend on less
essential retail shopping”

-

/

iab. @
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=

Cost of living impacts on
shopping behaviour:

\

More

Time spent
researching

Brand, product and
retailer switching

Delaying purchases

Usage of shopper
loyalty/rewards

.

Less

Spending on
non-essentials

Frequency of

/

Readily available information and
easy research process will increase
shopper confidence

78% | 80%

Australia New zealand

! !

Cost of living pressured shoppers
agree ‘If I'm buying a brand for the
first time, | always research it before

shopping
(W L/
W |/
|\ 1/
© © J

Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000)

making the purchase’

5

\

/
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there is continued caution in spending
due to current and potential future
cost of living pressures

@@@/o $°
1% 70% 75% 80%

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

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000}

iab
!Juash'(]llt.} PureprOfi l,e Q - Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following?



75% of Australian online shoppers agree
“cost of living pressures mean | don’t have as much to spend on less essential retail shopping”

This sentiment is most felt and has intensified amongst 30 to 49’s.
86% of 30-39’s agree (up from 80% last year) and 80% of 40-49’s agree (up from 76% last year).

40%417%
33% 34%

s 30%31% 29%
27% 28% :

Agree

24% 20%
° 23% o
22% 21%
18%
11%
| = Strongly Agree
21%
18+

18 to 29 30to 39 40 to 49 501to 59 60to 70

% strongly agree

i 34%

18+ 18to29 301039 40to49 501059 60to 70
w2022 2023 m2024

44

°
|db. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave;
australia  Pureprofile Q@ - Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following?2



most online shoppers agree
“cost of living pressures mean | don’t have as much to spend on less essential retail shopping”

This sentiment is most felt amongst 30 to 39’s (86% agree in Australia and 90% agree in New Zealand).
18-29’s in New Zealand are more likely to agree with the sentiment than in Australia (71% in Australia agree, compared to 81% in NZ).

australian online shoppers new zealand online shoppers
45 418%
44% 40% . 46% 46% 497 A% 7%
45% Agree 44% Agree
31% 9 e Strongly A 36% 427
6 31% 28% " Strongly Agree ° S EZd PP mStrongly Agree

18+ 181029 301039 401049 501059 60to70 18+ 181029 301039 401049 501059 60to70
°
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 45
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cost-of-living impacts
on australian shopping

behaviour

Continued similar impact has been
experienced since last year.

more

* tfime spent researching

* brand, product and retailer switching
* delaying purchases

 usage of shopper loyalty/ rewards

less

* spending on non-essentials

» frequency of shopping

% increased shopping behaviour amongst australians
PpIng g

due to current rises in cost of living

Spending time shopping-around and researching
Switching products or brands to cheaper alternatives
Switching retailers to find cheaper alternatives
Delaying purchase of big items

Using shopper loyalty and rewards programs
Switching to discounters

Shopping at sales events

Shopping closer to home

Shopping online

Purchasing pre-owned items

Spending on essential items

Sticking to brands | trust

Using buy now, pay later methods

Shopping in-store

Using credit cards

Needing to return items to the store

Frequency of shopping

Spending on discretionary (non-essential) items

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000})
Q - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living? (increased significantly or somewhat)

e, 63 %
N 62%6
. 61%
. 60%
. 58%

50%
49%
38%
34%
33%
32%
29%
27%
27%
21%
18%
17%
16%
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cost of living impacts
on shopping behaviour

Australian and New Zealand
shoppers have increased time
spent researching along with
brand, product and retailer
switching, delaying purchases
and usage of shopper loyalty/
rewards due to current rises in
cost of living.

New Zealand shoppers are more likely than
Australian shoppers to have increased their
purchasing of pre-owned items and less likely
to have increased their in-store shopping due
to cost of living pressures.

iab. @

australia  Pureprofile

% increased shopping behaviour due to current rises in cost of living

Switching products or brands to cheaper alternatives
Spending time shopping-around and researching
Switching retailers to find cheaper alternatives
Delaying purchase of big items

Using shopper loyalty and rewards programs
Switching to discounters

Shopping at sales events

Shopping closer to home

Purchasing pre-owned items

Shopping online

Spending on essential items

Sticking to brands | trust

Using buy now, pay later methods

Shopping in-store

Using credit cards

Frequency of shopping

Needing to return items to the store

Spending on discretionary (non-essential) items

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000})
Q - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living? (increased significantly or somewhat)

I 2%

%

. 3%
64%

I — 61

%

I 60%
57%

L 58 %
549

(]

50%
48%
49%
45%
38%
40%
33%
38%
34%
35%
32%
34%
29%
27%
27%
26%
27%
21%
21%
19%
17% B Australia

15%

18%
13%

16%
12%

New Zealand
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brand trust is essential in maintaining loyalty and
preventing brand switching

changes in ‘sticking to brands | trust’ since recent rises in costs of living

australia new zealand
18+ 18+
Male Male
Female Female
18 10 29 18 10 29
3010 39 300 39
40 to 49 4010 49
5010 59 5010 59
600 70 14% 600 70
B Increased No change M Decreased M Increased No change M Decreased
Most Australian online shoppers have not changed or have Most New Zealand online shoppers have not changed or
increased purchase of brands they trust, with only 11% have increased purchase of brands they trust, with 14%
moving away from brands they trust. moving away from brands they trust.
in. Q Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zecland n=1000) A8

australia  Pureprofile Q - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living?
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cost-of-living impacts

on shopping behaviour

82% of the most cost of living

pressured online shoppers have
increased switching products or
brands to cheaper alternatives.

Australian online shoppers who are most cost
of living pressured are more likely to have
increased a range of shopping behaviours
including brand, produce and retailer
switching.

Compared to all online shoppers, the group of
online shoppers who strongly agree “cost of
living pressures mean | don’t have as much to
spend on less essential retail shopping” (31%
of Australian online shoppers), are more likely
to have impacted shopping behaviour.

% increased shopping behaviour amongst australian online shoppers
due to current rises in cost of living

Switching products or brands
you buy to cheaper alternatives

Delaying purchase of big items

Spending time shopping-around
and researching

Switching retailers to find
cheaper alternatives

Using shopper loyalty and
rewards programs

Switching to discounters

Shopping at sales events

Shopping closer to home

Purchasing pre-owned items

50%

62%

60%

63

61%

58%

49%

38%

47%

33%

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000})
Q - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living? (increased significantly or somewhat)

40%

59%

82%
80%
%
79%
78%
73%
68%
m All online
shoppers

B Cost of living
pressured
shoppers
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cost-of-living impacts
on shopping behaviour

% increased shopping behaviour amongst new zealand online shoppers
due to current rises in cost of living

Switching products or brands 64%
you buy to cheaper alternatives 83%

.. Switching retailers to find 63%
pressured online shoppers have
brands to cheaper alternatives. Aropne ana researening °
New Zealand online shoppers who are cost of Delaying purchase of big items ‘ o~
living pressured are more likely to have °
increc.sed a range of shopping behcviours Using shopper loyalty and 549
|nc.|tuc}|1|.ng brand, produce and retailer rewards programs 66%
switching.

. _ . 48%

Compared to all online shoppers, the group of Switching to discounters ‘ (o)
online shoppers who strongly agree “cost of
living pressures mean | don't have as much to 459,

. 6 m All online sh
spend on less essential retail shopping” (34% Shopping at sales events - 52% onine SnoppeEr
of New Zealand online shoppers) are more N
likely to have impacted shopping behaviour. Purchas: dit 38% m Cost of living

urchasing pre-owned items 51% pressured shoppers
H o
Iqb. o Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000}) 50

Q - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living? (increased significantly or somewhat)



online purchase and brand choice drivers
for australians most impacted by cost of living pressures

Outside of demonstrating value and using pricing levers, retailers can amplify convenience (particularly in the form of delivery, click and collect options), as
well as consistent quality and customer experience, to drive online purchasing and brand choice amongst cost of living pressured shoppers (those 31% of
online shoppers who strongly agree “cost of living pressures mean | don’t have as much to spend on less essential retail shopping”).

online purchasing drivers brand choice drivers

: 9 Value for mone
Convenience 68/0" Y
69%
599, Convenience and availability
towerprices |-~

Suited for current cost-of-living pressures
five experi 53%
. Past positive experience (o)
oo ceivery | B
ree delivery 52% of australian

Consistent quality and experience )
online shoppers

47 %

Discounts 539

Price comparison 38% 499, il ’
o W Cost of living The brand / product had great reviews will pay more ror
5 pressured convenience
Click and collect 2% shoppers . .
34% Quick and easy delivery and returns
S [ ]
Iab. o Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; ) 51
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online purchase and brand choice drivers
for new zealand shoppers most impacted by cost of living pressures

Outside of demonstrating value and using pricing levers, retailers can amplify convenience (particularly in the form of delivery, click and collect options),
as well as consistent quality and customer experience to drive online purchasing and brand choice amongst cost-of-living pressured shoppers (those 34%
of online shoppers who strongly agree “cost of living pressures mean | don’t have as much to spend on less essential retail shopping”).

online purchasing drivers brand choice drivers
. 67% o
. 54% °
Lower prices _ 56% Convenience and availability 5§§’%
. . 43% o,
Price comparison - 519 Past positive experience - igf; o
» 48%
Free delivery _ 47% m All online Suited for current cost-of-living pressures of new zealand
. 43% shoppers ne online shoppers
Discounts 46% Consistent quality and experience - o -
6 - 41% will pay more for
m Cost of living _
. 35% . convenience
Click and collect - o pressured The brand / product had great reviews 37%
38% 40%
shoppers
o L)
Iab. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000) 52
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having information readily available and an easy research process
will increase shopper confidence

=0
72% 72%

australia new zealand

If I'm buying a brand for the first
time, | always research it before
making the purchase

78% AU cost of living pressured shoppers &
80% NZ cost of living pressured shoppers

63% 64%

australia new zealand

Have increased spending time
shopping-around and researching due
to the current rises in costs-of-living

79% AU cost of living pressured shoppers &
77% NZ cost of living pressured shoppers

°
Iab. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 53
australia  Pureprofile Q- Thinking about when you shop either online or in person, how much do you agree or disagree with the following?



cost of living impact

Generation gap in online shopping behaviour driven by

Online shoppers are embracing more considered ! -
economic conditions.

spending behaviour, making careful changes to keep
their budgets under control. Retailers need strategies * Sentiments around cost of living pressures and caution with spending are

to overcome consumer hesitancy and possible brand, most felt and have infensitied amongst 30 to 49"s.

product and retailer switching. * 18 to 49 are far more likely to have increased switching products and

brands to buy cheaper alternatives than online shoppers aged 50+.
» Concerns over the cost of living remain elevated. Y > = <

Significant numbers of online shoppers are switching products and
brands to cheaper alternatives due to cost of living pressures. Retailers should enhance their value proposition and

* Due to the current rises in cost of living, Australian and New Zealand loyalty programs, as well as focus on brand trust and

shoppers have also increased time spent researching along with customer experience and support.

brand, retailer switching, delaying purchases and using shopper *  Building and maintaining brand trust is exceptionally important as most

loyalty/ rewards programs. online shoppers have not changed or have increased purchase of brands
* New Zealand shoppers are more likely than Australian shoppers to they trust.

have increased their purchasing of pre-owned items due to cost of «  Online shoppers are spending more time shopping around, so having

living pressures. information readily available and an easy research process will increase

shopper confidence.

Idh. Pureprofile 54
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discovering products
and brands

/

Search remains key to discovering brands when
shopping online

\

N

Top sources used by online shoppers for
product inspiration:

6{ Search @f:— Retailers and online

stores

: : 2
5% Friends & family 2 ‘o Online marketplaces

@ Price comparison sites

% Social media

/

iab.

L)
o Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000)

australia  Pureprofile

In Australia 62% of 18-39's are aware of this type of
advertising and 23% have purchased this way

Social media is key to millennial and gen z

online shoppers
9% 47%
New Zealand

Australia

18-39’s agree social media is now an important
part of how I find products | go on to buy

56



sources of inspiration
and discovery

Search remains key to
discovering brands when
shopping online, particularly for
over 50’s (71%).

Social Media plays a greater role for 18-29’s
(58%) and 30-39’s (46%).

Price comparison/advice sites have been
more important over the last 2 years.

Shopping events such as Click Frenzy and
Vogue online shopping night have increased
as a source of inspiration.

sources used by australian shoppers for product inspiration and discovery

Searching for products online
Retailers and online stores
Speaking to friends or family
Online marketplaces

Social Media

Price comparison/advice sites
Online catalogues

Email from a retailer or brand
Content or advertising online
Shopping events (e.g. Click Frenzy etc)
Content or advertising on TV
Hard copy/physical catalogues

Content or ads in magazine or newspaper

°
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave)
australia  Pureprofile Q- When buying something online, what sources do you use for product inspiration and discovering brands?

16%
111‘7%
I 29,
. 6%

m 2021

m 2022

2023

m 2024

57



— 64%

Searching for products online 66%
sources of inspiration E— 5
. Retailers and online stores °499,
and discovery
- - v N 40%
Speaking to friends or family 429
- I, 37 %
Online marketplaces 28%

Search is key to discovering
brands when shopping online, Social Medic N 369

. 31%
particularly for over 50’s. o
_ oO

Price comparison/advice sites A%

Social Media plays a greater role for 18-29’s
(568% AU and 52% NZ) and 30-39’'s (46% Onli D 319
nline catalogues

AU and 41% NZ). 23%
i i i - I 24%

For New Zealand online shoppers, retailers Email from a retailer or brand 24/28%

and online stores and price comparison &

advice sites are greater sources of discovery Content or advertising online I 2]2/§<y

than for Australian online shoppers.

i i I 207%
For Australian online shoppers, shopping Shopping events (Click Frenzy efc) 7%

events, online catalogues and online c et . 7
Swarketplaces have a greater role in product ontent or adverlising on TV 16% ® Ausiralia
iscovery. o
Hard copy/physical catalogues _97 14%
o
s New Zealand
Content or ads in a magazine or newspaper 89
o
@
Iab. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000) 58

australia  Pureprofile Q- When buying something online, what sources do you use for product inspiration and discovering brands?



social media and influencers
key to millennial and gen z online shoppers

-3 oB
L
59% 47% 52% 39%

australia new zealand australia new zealand

18-39's agree 18-39s agree

influencers on social media are a useful

social media is now an important part of
source to help me discover new products

how I find products | go on to buy

63% of Australians18-29; 55% 30-39 56% of Australians18-29; 48% 30-39
54% of New Zealanders18-29; 40% 30-39 43% of New Zealanders18-29; 34% 30-39
iab. (.) Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000)

australia  Pureprofile @ - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? (Net agree) - amongst aged 18-39
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millennial and gen z online shoppers
get excited by new brands and will tell others about them

-3 oB
L
57% 52% 68% 61%

australia new zealand australia new zealand

18-39's agree 18-39s agree

| get excited about trying new brands If there is a brand | love, | tend to tell

everyone about it

60% of Australians18-29; 55% 30-39 70% of Australians18-29; 65% 30-39
55% of New Zealanders18-29: 50% 30-39 64% of New Zealanders18-29: 57% 30-39
iab. (.) Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000)

ausfralia  Pureprofile @ - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? (Net agree) - amongst aged 18-39 and 40+

60



discovering products and brands

There are many ways that various segments of online
shoppers discover products and brands.

* Itisimportant for retailers and brands to show up in these various
avenues to discovery as online shoppers are spending more time
shopping around comparing features, prices, and reviews.

*  Search remains key to discovering brands when shopping online.

*  Millennnials and Gen z are generally more excited by new brands
and social media is a key way they come across new products and
brands. Influencers and content creators play a significant role in
shaping purchasing decisions.

*  For Australian online shoppers, shopping events such as Click Frenzy
and Vogue online shopping night have increased as a source of
inspiration.

For New Zealand online shoppers, retailers and online stores and
price comparison & advice sites are greater sources of discovery
than for Australian online shoppers.

Continuing investment in advertising across multiple channels,
particularly for brand building, is the proven key to long term
business success and coming out of economic downturn strongly.

Idh. Pureprofile

australia
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retail marketing

o

6 in ] 0 online shoppers have read

or looked at content produced and
distributed by retailers, including:

@E Websites Ef___ Mobile apps

>4 Emails ' Catalogues
9

c% Social posts @ Online video

/

iab.

australia

Q

Pureprofile

4 N

9 in ] 0 online shoppers are signed up to at least one
shopper rewards program (92% in AU and 89% in NZ)

45% of Australian online shoppers and 43% of New Zealand
online shoppers have 4 or more cards

- /

o

4 N

5 8% 5 4% have increased their usage of

shopper loyalty and rewards
of Australian ~ of New Zealand  programs since the recent

online shoppers  online shoppers rise in costs of living

/

Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 63



retailer communications consumed

Around 6 in 10 online shoppers have read or looked at content produced and distributed by retailers.
Retailer websites and apps, emails and social posts are the most consumed content from retailers. Australian online shoppers are more likely than New Zealand
online shoppers to consume retailer content in mobile messages or digital catalogues, whereas New Zealand online shoppers are more likely to consume
websites and social posts.

Australia

Websites

Emails

Mobile apps

Social posts

Digital catalogues
Physical catalogues
Online video content
Packaging

Free magazines
Mobile messages
In-store digital screens and signage

Events

17% 36%

15% 39%

12% 41%

8% 36%

61%

8% 27% of Australian

online shoppers

8% 33%

often read or

look at retailer
6% 40%

4% 32%

content

H Often M Sometimes

iab. @

New Zealand

Websites 35% 5ok
Emails 24% 47%
Social posts
Mobile apps
Online video content
Physical catalogues
Packaging [EZ& 37%
Digital catalogues |8 43% 57%
In-store digital screens and signage of New Zealand
online shoppers
Mobile messages often read or

look at retailer

Free magazines FA 28% content

Events %A 29%

m Often M Sometimes

Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000) 64

australia  Pureprofile Q@ - How often do you read or look at content produced and distributed by retailers in the following ways? (Often/Sometimes)



iab. @

australia  Pureprofile

australian retailer
communications
consumed

There is a dominance of digital
touchpoints which also provide rich
behavioural data for retail marketers.

Over the last 4 years there has been gradual
increase in consumption (often/sometimes) of
online video content (from 44% in 2022 to 53% in
2024) and events {from 28% in 2021 to 36% in
2024).

The usage of physical catalogues and free
magazines have declined over the 4 years.

retailer content ausiralian online shoppers
often/sometimes read or look at

¥
I  72%

Websites

Emails

Digital catalogues
Mobile apps

Physical catalogues
Online video content
Social posts

In-store digital screens and signage
Packaging

Mobile messages
Events

Free magazines

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave)
Q - How often do you read or look at content produced and distributed by retailers in the following ways? (Often/Sometimes)

I 557
I 5%
I 54%

I 5o A

I 53c
I /6%
. pra
-
L A
I 35

Increased

consumption

of retailer
online video
and events.

65



cost-of-living pressures

australian online shopper usage of shopper loyalty and

drlvmg Incre(]SEd usage rewards programs since recent rises in costs of living
OIF Shopper onalty and All online shoppers 58% 39% 3%
rewar r ram
e a ds p og a S Male 48% 49% A%
Female 69% 29% 29
58% of Australian online 890
- 3 t % oo A
shoppers have increased their ° S e >
usage of shopper onalty and 3010 39 T 30% T
rewards programs since recent
rise in costs of living. 40 to 49 60% 309 T
7 in 10 (69%) Australian online shoppers
aged 18-39 and female online shoppers have 2010 59 i e e,
increased their usage of shopper loyalty and . . .
rewards programs. 6010 70 35% 22% B4
M Increased m No change B Decreased
H o
IQb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave)

australia  Pureprofile @ - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living? (increased significantly or somewhat)



australia  Pureprofile

cost-of-living pressures
driving increased usage
of shopper loyalty and
rewards programs

54% of New Zealand online
shoppers have increased their
usage of shopper loyalty and
rewards programs since recent

new zealand online shopper usage of shopper loyalty and
rewards programs since recent rises in costs of living

All online shoppers 54% 42% 4%
Male 48% 48% 4%

Female 59% 37% A%

18 to 29 67% 29% 5%

3010 39

rise in costs of living. 40 1o 49 559, 1% 49
0 :
67% of New Zoeclond online s.hoppers aged 5010 59 48% 50% 5o
18-29 and 59% of female online shoppers
have increased their usage of shopper loyalty 60 to 70 309, 509, 5o
and rewards programs.
M Increased B No change B Decreased
H o
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000) 67

Q - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living? {increased significantly or somewhat)



retail loyalty and
rewards programs

9 in 10 online shoppers are signed up to at least

one shopper rewards program (92% in AU and 89% in

NZ).

45% of Australian online shoppers and 43% of New
Zealand online shoppers have 4 or more cards.

Heavy rewards program users (4 or more cards) are more likely:

* Female: 53% of Australian females and 51% in New Zealand females

*  Age 40-49: 57% of Australian 40-49’s and 45% of New Zealand

40-49s.

* Frequent online shoppers: 54% of Australians shopping online at least
weekly and 52% in New Zealanders shopping online at least weekly.

58% of Australian online shoppers and 37% of New Zealand

online shoppers are subscribed to a retail loyalty program

where they pay a fee to join for example Amazon Prime, eBay Plus,

Westarmers OnePass, Woolworths Delivery Unlimited, Costco
Membership etc.

iab. @

australia  Pureprofile

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

44% of Australian and 43% of New Zealand online
shoppers have 4+ shopper loyalty cards.

I
! \
31%
29%

47% 46%

9% o o
6% 5% 7% 7% 5% 5 6%

None One to three  Fourto Six Seven to Nine Ten or more Don’t know

B Australia New Zealand

Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 68

Q - How many retail loyalty programs or shopper rewards cards are you signed up to?



cashback website or
app accounts

44% of Australian online shoppers and 29% of
New Zealand online shoppers have set up a
cashback website or app account. 44% of Australian and 29% of New Zealand online

66% shoppers have a cashback account

number of cashback accounts set up

With these cashback accounts shoppers receive money back
when making purchases with a retailer via the cashback site or 54% A
app for example Cashrewards, Shopback, Kickback, Super-
Rewards efc. 42%

In Australia - 26%

* Online shoppers with cashback accounts are more likely
female (55%), aged 30-39 (59%) and frequent online
shoppers (59% of those who shop online weekly) 2% 2%  o% 1%  o% on 2% 4%

In New Zealand - . ' ,
None One to three  Fourto Six Seven to Nine Ten or more Don’t know

* Online shoppers with cashback accounts are more likely
aged 18-39 (40%) and frequent online shoppers (34% of
those who shop online weekly).

W Australia New Zealand

®
Iab. (') Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 69
australia  Pureprofile @ - How many cashback website or app accounts do you have set up where you receive money back when making purchases with a retailer via the cashback site or app?



popular retail
loyalty, rewards

and cashback

online brands

18.6 million

Australians aged 14+ visited a voucher,
reward or loyalty points website or app in

June 2024.

Australians visit a range of retail loyalty,
rewards and cashback websites and apps
with Woolworths Everyday Rewards
(10.95 million) and Coles Flybuys (10.65

million) being most popular.

°
Iabl. & Source: Ipsos iris Online Audience Measurement Service June 2024, Age 14+, PC/laptop/smartphone /tablet, Vouchers/Reward and Loyalty Retail subcategories and selected retail loyalty, rewards and
australia

cashback brand groups, audience (000s)

selected retail loyalty, rewards and cashback brands
audience (000s) aged 14+ in June 2024

Everyday Rewards

Flybuys

ShopBack - Cashback & Coupons
Cashrewards: Cashback Rewards
OzBargain

Velocity Frequent Flyer

7-Eleven 7Rewards

OnePass

Qantas Airways Loyalty

Qantas Wellbeing

BP Rewards

Myer one

Receiptlar

Honey Paypal

Sweatcoin

Coupert

Australian Football League
Mistplay

Rewardlink

FlashRewards

10,951
I 10,655
I 3,776

I 3,516

. 2,613

I 2,408

I 2,570

B 2,006

BN 1,902

B 1,756

I 1,675

B 1,374

Bl 1,014

Bl 956

Bl 3858

Bl 351

W 627

M 538

B 429

B 329
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retail marketing

Retail media helps consumers discover products that
match their interests and needs.

* Around 6 in 10 online shoppers have read or looked at
content produced and distributed by retailers, most
commonly retailer websites and apps, social posts and
emails. Over the last 4 years there has been gradual
increase in consumption of retailer online video content and
retailer events.

* There is a dominance of digital touchpoints which also
provide rich behavioural data for retail marketers.

Loyalty programs offer shoppers a variety of benefits
designed to encourage continued shopping and provide
the data for retailers to tailor promotions and
recommendations.

»  Cost of living pressures have increased the usage of shopper loyalty and
rewards programs with the number of online shoppers signed up to paid
programs also increasing.

* 9in 10 online shoppers are signed up to at least one shopper rewards

program with high proportions of online shoppers signed up to multiple
cards.

!g,ﬁ; Pureprofile
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retailer data exchange

Retailers need to ensure they are using clear communication around the
data value exchange and transparency on how their data is used to
make shoppers more comfortable providing their data.

/4' of online shoppers think it is VERY IMPORTANT that

retail businesses provide clear information about how they ==
use shoppers' personal information __-\Slj
e

8 in] 0 online shoppers do understand that their

data is used for targeting advertising and marketing

iab. @
Ia Ad . Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000)
australia Pureprofile

Nearly all online shoppers are willing
to share some type of personal data
with retail businesses in exchange
for benefits

Nearly ¢ in will share their
email address

Discounts

Free Delivery

Reward points

73



providing clear
information on how
retailers use
shopper information
is critical

It is critical that retail businesses
provide clear information about
how they use shoppers' personal
information, nearly three-
quarters of online shoppers think
this is very important.

importance of retail businesses providing clear information
about how they use shoppers' personal information

97% of Australian and New Zealand
online shoppers ihink its important
/ )
73% /A%

24% 23%

2% 2% 1% 1%
I
Very important Somewhat important Not important Don't know
B Australia New Zealand

°
Iab. (’) Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000)

australia  Pureprofile

Q - How important is it for you that retail businesses provide clear information about how they use your personal information?

74



concern with how retailers use australian shopper data has
significantly increased over the last year

level of concern about how retailers use data provided

via loyalty cards

Very concerned

Somewhat concerned

Not at all concerned

It varies depending on how much |
trust the particular retailer

iab. @

australia  Pureprofile

2%

17%

B 3%
DR 39%

42%

_____EX
I 8%

31%

B 20%
I

10%

B 9%

Total concerned:

- 51% 2022
59% 2023
71% 2024

m 2022
2023
m 2024

Very concerned

Somewhat concerned

Not at all concerned

It varies depending on how much |

trust the particular retailer

Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000)
Q - How concerned are you about how retailers use the data about you that you provide to them via the loyalty program/reward card or general transactions?

13%
18%

I 277

I 5%

B 7%

1M%
10%

B s

level of concern about how retailers use data provided
via any transaction

Total concerned:

L 55% 2022
60% 2023
42%

5% 2024

42% /

34%
30%
75



trust and transparency are key for retailers collecting shopper data

level of concern about how retailers use data provided
via loyalty cards

71% of Australian and 68% of New Zealand
online shoppers are concerned about
how retailers use their data provided via
loyalty progrcnls/rewcrd cards

level of concern about how retailers use data provided
via any transaction

75% of Australian and 72% of New Zealand
online shoppers are concerned about
how retailers use their data provided via
transactions

A
4 \
o,
48% 4% 48% 459
27%  27%
23%  22% ° 21%
20% - 2% 7% 18%
9%  10% . g, 1%
Very concerned Somewhat Not at all concerned It varies depending Very concerned Somewhat Not at all concerned It varies depending
concerned on how much | trust concerned on how much | trust
the particular retailer the particular retailer
M Australia New Zealand M Australia New Zealand
o
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000) 76

australia  Pureprofile Q - How concerned are you about how retailers use the data about you that you provide to them via the loyalty program/reward card or general transactionse



trust and

fra nsparency ke)’ fOI" australian online shoppers
reiailers co"ecﬁng level of concern about how retailers use shopper data via transactions

shopper data

W It varies depending
on how much | trust

the particular retailer

75% of Australian online

shoppers are concerned about -
how retailers use the data they 48 4¢ L ‘. | 56 49%
collect via transactions. o .

Not at all concerned

Somewhat concerned

. . 36%
-
B Very concerned

All online Male Female 18t029 301039 40to49 50t0 59 60to 70
shoppers

A further 8% say it depends on the trust they
have with the particular retailer.

Those aged over 40 years are more
concerned than those aged under 40 years.

80% of 40-49’s are concerned about how
retailers use their data.

°

Iab Q Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 77
A ; Q - How concerned are you about how retailers use the data about that rovide to them via the loyalty program/reward card |t tions?

ausiralia  Pureprofile you about how u ata about you that you provide to them via the loyalty program/reward card or general transactions?



iab. @

australia  Pureprofile

trust and
transparency key for
retailers collecting
shopper data

72% of New Zealand online
shoppers are concerned about
how retailers use the data they
collect via transactions.

A further 11% say it depends on the trust they
have with the particular retailer.

Those aged over 40 years are more
concerned than those aged under 40 years.

80% of 40-49’s are concerned about how
retailers use their data.

new zealand online shoppers
level of concern about how retailers use shopper data via transactions

45%

12% 14% W It varies depending

on how much | trust
the particular retailer

Not at all concerned

479
450 48% Somewhat
concerned
B Very concerned
33% /

. 30%
26% 21% 22%

All online  Male Female 181029 301039 401049 501059 601070
shoppers
Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 78

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



retaller data usage what do australian shoppers think retailers do with their data?

Most Australian online shoppers do

understand that their data is used for

targeting advertising and marketing. Market products fo me

However, 22% of online shoppers don't know

whether retailers share their data with other
Somporin ookt st iy o

Understanding on these aspects has remained stable

over the previous years of survey data. Track my purchases to understand when,
. 77% 13%
where and how | am shopping

Online shoppers do value personalisation (49% of
weekly online grocery shoppers would pay more to Combine with other customer data to create

ersonalise products to suit them) and most : : :
Enderstand tiot retailers use ’rheir) data to determine profiles producing a clearer picture of
what products to display to them. shoppers
Retailers need to ensure they are using clear Share it with other companies within the same
communication around the data value exchange and group or with retail partners
transparency on how their data is used, to make
shoppers more comfortable to provide their data. B Yes No  m!don't know

o
Iab. Q Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 79
australia  Pureprofile Q- What do you think the retailers do with the data you are providing them via loyalty cards, transactions or online behaviour?



what do new zealand shoppers think

retailers do with their data?
Most New Zealand online shoppers do

understand that their data is used for
targeting advertising and marketing. Market products to me

However, 26% of online shoppers don’t know

whe’rherlretollers share their data with other Determine what products fo display fo me
companies.

Online shoppers do value personalisation (40% of

those buying groceries online regularly would pay Track my purchases to understand when, 76% 159
; ; h d how | hoppi . .

more to personalise products to suit them) and most where and how | am shopping

understand that retailers use their data to determine -
Combine with other customer data to create

what products to display to them.
P play profiles producing a clearer picture of

Retailers need to ensure they are using clear shoppers
communication around the data value exchange

and transparency on how their data is used, to Share it with other companies within the same
make shoppers more comfortable to provide their group or with retail partners
data.

retailer data usage

H Yes No | don't know

o
Iab. Q Source; IAB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 (Australia n=1,000 per wave; New Zealand n=1000) 80
australia  Pureprofile Q- What do you think the retailers do with the data you are providing them via loyalty cards, transactions or online behaviour?



retailer data
Value eXChOnge personal data shoppers are willing to share

with retail businesses in exchange for benefits

Nearly all online shoppers are willing to I ©7°
share some type of personal data with Email address 889
retailers in exchange for benefits such as e e
discounts, free delivery or rewards Location or postcode 55%
points. .
Mobile phone number _522/3
An email address is the data point online shoppers are °
far more willing to share with retailers. Dot of bt 2121;4,
The types of personal data shoppers are willing to
share is similar across markets, except for sharing Shopping preferences _323%
location. New Zealand shoppers are less likely than °
jutstrollon shoppers to be willing to share their location Home address 25;/57
ata. o
Retailers need to ensure they are using clear Browsing history -72/%
communication around the data value exchange and ’
transparency on how their data is u§eo|, to.mc:ke Social media profiles m ;Z; B Australia
shoppers more comfortable to provide their data. .
This question was added to the Australian survey for the first time in wave None of the above H 5%’ New Zealand
4, no trend data is available. 5%
@
Iab. (') Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000) 81

australia  Pureprofile ~ Q - Which of the following types of personal data are you willing to share with retail businesses (online or in-store) in exchange for benefits (such as discounts, free delivery, rewards points etc)?



retailer data
value exchange

benefits valued as compensation in exchange
for the personal data shared with retail businesses

Discounts and coupons

Free delivery

I 69%
729

I 63%

%

- . . . 65%
Benefits tied to personal financial
. ; e 62%
compensation are valued the most for Rewards points 64%
the ?xcha.nge of personal data with Cash back or money off your next shop I %]QZZ
retail businesses.
Birthday rewards I 4A4%
Online shoppers are more willing to share their data 43%
with retailers in return for discounts, coupons, free Free returns or extended return period _20202%
delivery, rewards points and cash back. )
Warranty extensions _] 6]‘;34)
Australian shoppers are slightly more open to seeing
value in some of the mid-tier benefits such as free Priority customer service ~ — ]]46%4’
returns or extended return period and warranty s
extensions. Early access to product releases ]:],)?/f’
Retailers need to ensure they are using clear Exclusive confent o
communication around the data value exchange and o booo _ ————
transparency on how their data is used, to make ISR SCH O I, 10%
shoppers more comfortable to provide their data. Sy clpetons | L%
8% B Australia
This question was added to the Australian survey for the first time in wave 5
4, no trend data is available. Participation in social or environmental initiatives 49
New Zealand
None of the above B g’cyf:
(]
Iab. (') Source; |AB Australia and Pureprofile Australia & New Zealand Ecommerce Report 2024 {Australia n=1,000 per wave; New Zealand n=1000) 82
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retailer data exchange

Trust and transparency are key for retailers collecting
shopper data as online shoppers concerns about how
retailers use their data have increased significantly
over the last year.

*  Most online shoppers are concerned about how retailers use their
data. In Australia, where this has been measured for the previous
two years, concern has increased significantly.

* Nearly all online shoppers think it is important for retail businesses to
provide clear information about how they use shoppers' personal
information.

* In particular information on how retailers share their data with other
companies needs more transparency as a high proportion of online
shoppers don't think or don’t know whether retailers share their data
with other companies.

Driving impactful customer experiences is dependent
upon a value exchange between retailer and shopper.

*  Most online shoppers do understand that their data is used for targeting
advertising and marketing. Most also understand that retailers use data to
determine what products to display to them. Personalisation is valued by
shoppers (some segments of online shoppers would pay more for
personalised products) and can lead to a better shopping experience.

* Nearly all online shoppers are willing to share some type of personal
data with retail businesses in exchange for benefits (most are willing to
share an email address).

»  Benefits tied to personal financial compensation {(discounts, coupons, free
delivery, rewards points cashback) are valued the most for the exchange
of personal data with retail businesses.

* Retailers need to ensure they are using clear communication around the
data value exchange and transparency on how their data is used, to
make shoppers more comfortable to provide their data.

Idh. Pureprofile

australia



E iabaustralia@iabaustralia.com.au
A Suite 7, 16-22 Cooper St, Surry Hills, NSW 2010

iabaustralia.com.au

!95,3; Pureprofile@



	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10: retail is the  #1online advertising expenditure category
	Slide 11
	Slide 12
	Slide 13
	Slide 14: buying frequency of online shoppers
	Slide 15: buying frequency of online shoppers
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20: products bought online over last year
	Slide 21: products bought online over last year
	Slide 22: most popular online retailers and marketplaces purchased from over the last year
	Slide 23: retail category top 20 online brands, monthly audience aged 14+
	Slide 24: most popular online retailers and marketplaces  new zealanders purchased from over the last year
	Slide 25
	Slide 26: a third of australian online shoppers have increased online shopping since recent rises in costs of living
	Slide 27: a third of NZ online shoppers have increased online shopping since recent rises in costs of living
	Slide 28
	Slide 29
	Slide 30
	Slide 31: online purchasing drivers
	Slide 32: change in key online purchasing drivers
	Slide 33: online purchasing drivers
	Slide 34: time poor 18-49s are prepared to pay more for convenience 
	Slide 35: brand choice drivers
	Slide 36: brand choice drivers
	Slide 37: purchasing ethical and sustainable brands  is important to online shoppers
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46: cost-of-living impacts on australian shopping behaviour
	Slide 47: cost of living impacts on shopping behaviour
	Slide 48: brand trust is essential in maintaining loyalty and preventing brand switching
	Slide 49: cost-of-living impacts on shopping behaviour
	Slide 50: cost-of-living impacts on shopping behaviour
	Slide 51: online purchase and brand choice drivers  for australians most impacted by cost of living pressures
	Slide 52: online purchase and brand choice drivers  for new zealand shoppers most impacted by cost of living pressures
	Slide 53: having information readily available and an easy research process  will increase shopper confidence  
	Slide 54
	Slide 55
	Slide 56
	Slide 57: sources of inspiration and discovery
	Slide 58: sources of inspiration and discovery
	Slide 59: social media and influencers  key to millennial and gen z online shoppers
	Slide 60: millennial and gen z online shoppers  get excited by new brands and will tell others about them
	Slide 61
	Slide 62
	Slide 63
	Slide 64: retailer communications consumed
	Slide 65
	Slide 66: cost-of-living pressures driving increased usage  of shopper loyalty and rewards programs
	Slide 67: cost-of-living pressures driving increased usage  of shopper loyalty and rewards programs
	Slide 68
	Slide 69
	Slide 70: popular retail loyalty, rewards and cashback online brands
	Slide 71
	Slide 72
	Slide 73
	Slide 74: providing clear information on how retailers use shopper information is critical
	Slide 75: concern with how retailers use australian shopper data has significantly increased over the last year
	Slide 76: trust and transparency are key for retailers collecting shopper data
	Slide 77: trust and transparency key for retailers collecting shopper data
	Slide 78: trust and transparency key for retailers collecting shopper data
	Slide 79
	Slide 80
	Slide 81
	Slide 82
	Slide 83
	Slide 84

