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18m 
Australians visited an 

online retail site or app 
in July 2020.
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Source: Nielsen Digital Panel, Monthly Total, Text, July 2020, Digital (C/M), Market Line & Category/Sub-category market lines People 2+

Mass retailers
16.1m

Auctions
14.0m

Loyalty & rewards
13.6m

Food & alcohol
14.5m

Apparel & beauty 
12.2m

Home & garden 
11.6m

Monthly Australian online retail audiences
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Total time spent on mass retailers websites

18 million Australians 
visited a shopping 
website in July 2020.

Consumer time spent on 
mass retail sites over 
April to July 2020 
averaging higher than 
previous Christmas peak 
in December 2019.

Source: Nielsen Digital Panel text PC age 2+, Smartphone & Tablet age 18+ total time spent (YOY April - July 19 V April - July 20)

April up 44% 
year on year

April – July 
up 24% year 

on year



Supermarkets & 
mass retailers

+24%

Liquor retail
+17%
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Food at home-
Recipes
+60%

Home & garden
+84%

Food delivery -
fresh meal kits

+79%

Takeaway delivery 
aggregator apps

+52%

Source: Nielsen Digital Panel text PC age 2+, Smartphone & Tablet age 18+ total time spent (YOY April 19 v April 20; YOY April-Jul 19 v Apr-Jul 20)

Year on year changes in total online time spent by category  (Apr– Jul 20 v Apr-Jul 19)

Apparel & beauty
Some speciality 

stores, e.g. sports 
shoes, comfy clothes, 

beauty products. 



6

Hello Fresh

Booktopia

Marley Spoon

Koala

AussieBum

Dollar Shave Club

Who Gives a Crap

Vinomofo

BudgySmuggler

ModiBodi

ShowPo

Frank Body

Sleeping Duck

Princess Polly

HiSmile

Tesalate (beach towels)

AllBirds

Boden

Dimple

Little Flowers

Away

Carbon Coco

Scratch (pet food)
Source IAB Australia Direct Brands Study February 2020 conducted by Pollinate
Q - Which of these brands have you heard of before today? Base n=1000

SOME OF THE DIRECT 
BRANDS AUSTRALIANS ARE 
FAMILIAR WITH …
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54%

45% 45%
41%

52%

38%

28% 28%

22%

37%

Pride Partnership Protection Purpose Amplification

Direct Brands Other brands

Source; IAB Australia Direct Brands Study February 2020 conducted by Pollinate
For each statement, please select the brands that you believe the statement ‘fits’. Please select all brands that apply. Base n=436/856

My values align with 
the values of this 

brand

I am inspired by this 
brand more than the 

other brands

This is a brand I would 
be happy to use

This brand sets the 
standard for the 

category

This is a brand that would be 
there when I need it

I feel more connected to this 
brand than the other brands

I trust this brand to be 
honest with me

This brand is more 
honest than the other 

brands

This is a brand that will get 
me information when I need 

it

This brand uses all the right 
ways to get information to its 

customers

Retail brands the statement fits
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Source; IAB Australia Direct Brands Study February 2020 conducted by Pollinate
Q - And still thinking about what attracted you to [INSERT FAVOURITE BRAND AT E1] in the first place, what from this list did you find compelling?  Base n=1021

49%

34%

24%

22%

22%

18%

17%

14%

11%

11%

11%

8%

7%

6%

5%

5%

4%

2%

Value for money

Quick and easy delivery and returns

Choosing which product to buy was very simple

It was a unique product that I couldn’t buy anywhere else

The brand / product had great reviews

Superior craftsmanship/manufacturing quality

Australian owned company

I thought the product was innovative

The brand aligns with my values

My friends / family / colleagues were talking about it

The brand story resonated with me

The brand is socially responsible

The product is environmentally friendly

The advertising was engaging

I could personalise the product

The novelty factor

Ease of repeatable purchase (i.e. I could purchase a…

I always saw it advertised on my social media so just bought it

What attracted you to your favourite direct brand?

Hygiene 

Direct Brand Drivers 

Proof Points
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Source: NAB Online Retail Sales Index July 2020
*p – preliminary release from the ABS

The NAB Online Retail Sales Index accelerated in July 
2020, +62.6% year on year, breaking the previous 
record in April 2020 of the highest year on year 
growth rate in the series history (+58.5%).
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Source; IAB Australia Online Advertising Expenditure Report, financial year and quarter ending June 2020, compiled by PwC

0%

5%

10%

15%

20%

25%

30% Retail Finance Automotive

14.3%
retail advertising share of content 
publishers display revenue June 

quarter 2020
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