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https://business.nab.com.au/nab-online-retail-sales-index-june-2024/
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https://business.nab.com.au/nab-online-retail-sales-index-june-2024/
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https://www.abs.gov.au/statistics/economy/finance/monthly-household-spending-indicator/may-2024#discretionary-and-non-discretionary-spending




https://iabaustralia.com.au/resource/online-advertising-expenditure-report-march-quarter-2024/
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