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infroduction

Pureprofile is proud to partner once again with the IAB Australia for the fifth wave of the Commerce
Report, charting the evolving behaviours, expectations, and priorities of today’s retail and commerce
consumers.

As the economy shows early signs of recovery, with interest rates easing and some cost-of-living
pressures softening, consumer confidence is beginning to stabilise. Against this backdrop, online
shopping continues to dominate, bringing with it a more fragmented digital ecosystem and
increasingly complex consumer behaviours.

For retailers, this presents both challenge and opportunity. With a broader mix of digital channels
influencing discovery and purchase decisions, and with consumer priorities shifting, the need for
deep, data-driven understanding has never been greater. From price sensitivity and convenience to
sustainability and brand values, today's shopper expectations are high.

So too is the focus on trust. As reforms to Australian privacy laws unfold, transparency becomes
central to the online experience. Brands must navigate a delicate balance between data-driven
engagement and ethical responsibility.

This report unpacks the latest insights shaping the path forward for retailers, providing a detailed
view of what matters most to consumers and how businesses can adapt to meet them.

Martin Filz
CEO

Pureprofile
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IAB Australia, in partnership with Pureprofile, is proud to release the fifth wave of the Commerce
Report, highlighting evolving commerce and retail marketing trends - now shaped by convenience,
reward, sustainability, transparency, and immediacy.

|AB 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.

As cost-of-living pressures show signs of easing, shoppers continue to prioritise value. Loyalty
programs, rewards, cashback offers, and increased purchasing of pre-owned items are key ways
consumers are saving money.

Brand discovery is increasingly complex, blending digital and physical channels. While online
search is critical, other influential touchpoints include retailer environments, social media, influencers,
content creators, and emerging Al-driven tools. Brands must consider how different audiences find
them—and how that's evolving.

With new privacy regulations taking effect, it's essential that retailers ensure data collection practices
are compliant. First-party data is a key ingredient in the opportunity for partnering with retailers to
influence consumers across the full purchase funnel, but it must be underpinned by trust,
transparency, and a clear value exchange.

IAB Australia looks forward to working with retailers, media owners, agencies, and advertisers to
explore innovation and maximise retail marketing opportunities.

Gai Le Roy
CEO
IAB Australia



key insights for 2025

Cost of living pressures have eased. Consumer confidence is regaining as
interest rates have been cut this year. These pressures are still influencing shoppers
as they continue to delay purchase or switch brands and retailers to cheaper
options, but these behaviors have reduced since last year.

A diverse online retailer landscape is dominated by marketplaces and
supermarkets. Global online marketplaces with vast product selections across
categories are driving the range of products being purchased online. Weekly
online grocery shopping has steadily increased. Online stores of traditional
retailers, food delivery, subscriptions and purchasing directly from social media
platforms are also thriving outlets to purchase.

Shopper expectations are high with aspects like free shipping, easy returns,
and real-time availability considered standard to meet demands. Younger
generations have significantly different expectations of their shopping experience
particularly for faster delivery, scheduled delivery and subscription options.

Shopper behavior and expectations differ significantly across generations.
As Gen Z are expected to become a more dominant spending force in coming
years, retailers and marketers need to understand and cater to different shopper
behaviours and expectations, as well as having a well-rounded discovery
strategy.

There's an increase in purchasing of second-hand goods which has cost
saving, environmental and economic benefits. While shoppers see the key
benefit of purchasing second-hand is to save money, there are some shoppers
who will pay more for higher quality, durability and sustainably sourced and
produced products.
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Multiple channels and touchpoints are used to discover products. Search
remains the top discovery tool, but social media, influencers, content creators and
retailer owned assets and content are increasingly pivotal, along with a myriad of
other avenues emphasising the need for multi-channel marketing strategies across
target audiences who have diverse ways of discovering brands.

A variety of different retail loyalty programs continue to provide value to
online shoppers. Free-to-join loyalty programs are widely valued, particularly
during economic hardship. Cashback incentives, subscription loyalty models,
continuity and collectable programs also provide value to shoppers.

With Australian Privacy Law reforms, transparency in data usage and
consumer understanding of the data exchange is critical. Most are willing to
share personal information in exchange for tangible benefits like discounts or free
delivery but demand clear communication and trustworthy handling of their data.

Trust remains a key ingredient for success in today’s market. Trust is a key
element in shopper willingness to provide data to retailers. Authenticity and trust
are also requirements for influencing consumers in newer emerging channels.
Some shoppers are willing to pay a bit extra for a premium, trusted brand.

There are key differences in shopper behavior and expectations across
Australia and New Zealand. Amazon does not have the market dominance in
New Zealand as it has in Australia, which changes shopper expectations.
Shopping for second-goods is also more prevalent in New Zealand.

This report underscores the need for retailers and marketers to embrace
consumer expectations for convenience, value, ethical practices, and
transparent data use, while leveraging digital channels and loyalty
programs to deepen engagement in a competitive environment.
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gl'OWi'h in online NAB Australian online retail sales and ABS retail sales

retail sales 10 % chg.yoy
30

NAB Online Retail Sales Index 0

estimates that in the 12 months

to May 2025 Australians spent 10

$63.27 billion 0

on online retail, around 14% of 10

the total retail trade estimate.

-20
In the latest month of NAB's
Online Retail Sales Index (May
2025), online retail sales grew

15.4% year on year (ABS retail
frade growing Qround 4%) — ARS Reta]l Trade, 5.d. — Nab Online, 5.4.

= = = Nab Online, Trend

_30
May-21 Nov-21 May-22 Nov-22 May-23 Nov-23 May-24 Nov-24 May-25
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https://business.nab.com.au/nab-online-retail-sales-index-may-2025/

nea I'IY 0" online most popular online retail and commerce subcategories in May 2025
austrqlians ViSi" a australian audience aged 14+
retail website

[ J q
or app in a month (o) o
3 —
consumer electronics voucher/rewards grocery/supermarkets
21.8 million 18.5 million 18.2 million 16.8 million
99% of online australians aged 14+
visited an online refail or commerce
website or app on computer, E
smartphone or tablet in May 2025. MALL
On average online retail visitors spent dept, discount stores fashion & beauty fast food and delivery
7.5 hours on retail or commerce . .
15.6 million 15.9 million 15.0 million

websites and apps in May 2025.

°
|ab|. M Source: Ipsos iris Online Audience Measurement May 2025, Age 14+, PC/laptop/smartphone /tablet, audience {000s), Retail and commerce category and selected sub-categories
australia




retail is the
#1online
display
advertising
expenditure
category

17%

of digital display
advertising expenditure is
from retail advertisers.
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share of digital display ad expenditure

australian online display advertiser expenditure, top categories
(share of online display ad expenditure)

25%
20%
15%
10%

5%

0%

L

0 0 A\ A\ A
W0 oo P e o eee?t o gep?® o cep ot

Source: |AB Australia Internet Advertising Expenditure Report, quarter ending March 2025 prepared by PWC
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https://iabaustralia.com.au/resource/internet-advertising-revenue-report-march-quarter-2025/

methodology

To understand how evolving consumer behaviors and expectations are
c}ﬁ influencing shopping and commerce trends in Australia and New
( ) Zealand, with a focus on shopper motivations, discovery channels,
loyalty program engagement, and attitudes toward data sharing.

... Respondents are a nationally representative sample of 1000 Australians and 850 New Zealanders
'.‘ aged 18 to 70 who have shopped online af least once in the last 12 months.

Australia: wave 5 annual online survey
New Zealand: wave 2 annual online survey

Previous year reports are available to download from the IAB Australia website.
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bUYing frequency australian frequency of online shopping

of inine shoppers maintained frequency of
shopping since 2022
A

. . . 31%qn0 31%nno
6 in 10 Australian online 30%20%29% 0g9,29% g 307
. 27% o ¢
shoppers (59%) are shopping 26% o149,
online every 2 to 3 weeks. 22%23%929
8 in 10 Australian online shoppers are 15% 3 139
shopping every month. 1% 0 1%
9%
The surge in online shopping frequency 6% 6% 6% o%
driven by covid has been maintained I
over the last three years.
At least weekly Once every 2-3 Once a month Once every 2-3 Once every 6
weeks months months or less
2021 2022 2023 m2024 m2025
@
Iab. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 11
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buying frequency
of online shoppers

Nearly half of New Zealand
online shoppers (49%) are
shopping every 2-3 weeks.

75% of New Zealand online shoppers
are shopping every month.

There has been a slightly reduction in
weekly online shopping year on year.
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new zealand frequency of online shopping

slight reduction in weekly
online sboppers

279 28%  28%

21%

At least weekly  Once every 2-3
weeks

26%
22%

17%
15%

7% 8%

Once amonth  Once every 2-3  Once every 6
months months or less

2024 m 2025

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850) 12



australian frequency
of online shopping

buying groceries online buying other retail products online

73% buy monthly in 2025

51% buy monthly in 2025 , : \
34%
f : \ 205327
26%) 5027 D6W6% 5o, 26% 28% 28% 28%75,28%28% 29%
© DA% 239 o o, o, 26/0
20 29% % 25% 25%25%,
0 0, /
Q%1 9%~ ©
17%17% 9,1 7% 9% 19%
14% 14% I o A 4% 39 17% 5o,16%
I II I 1% 1% 1% 1% g
At least weekly  Once every 2-3  Once a month  Less than monthly Never
weeks At least weekly  Once every 2-3  Once amonth  Less than monthly Never
weeks

2021 2022 2023 w2024 m2025
2021 2022 2023 m2024 m2025

Weekly online shopping for groceries has increased slightly to 22%. Online shopping for non-grocery products at least every 2-3 weeks is stable.

°
Iab. (.) Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 13
australia  Pureprofile @ - How often do you shop online for the following products2 - Buy online retail (non- grocery), Buy groceries online



new zealand frequency
of online shopping

buying groceries online buying other retail products online

66% buy monthly in 2025 (71% in 2024)
I

[

33%
, 32% 5 30%
39% buy monthly in 2025 (42% in 2024) 3% rre, 3% oo 28% 2% 28%
[ A
18%
14% 14% 14% 13% o
107 ” % LLfz
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 monthly Never
weeks monthly weeks
m 2024 m2025 m 2024 m2025
°
Iab. (’) Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850) 14
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a third of online shoppers aged 30-39

are buying groceries online weekly

buying groceries online weekly

33%

28%
200 B% L 2%
I I I B

all online male female 181029 30t039 40to49 50t059 60to070
shoppers

30-49s are the key demographic for regular purchase of
groceries online in Australia.

buying other (non-grocery) retail products

o 23% 21% 22%
19% . ° o

all online  male female 181029 30t039 40t049 50to 59 60to 70
shoppers

B At least weekly About once every 2-3 weeks

Over half of Australian online shoppers aged 18-49 buy retail products
(non-grocery) about every 2 to 3 weeks.

o
Iqb. Q Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 15
australia  Pureprofile @ - How often do you shop online for the following products2 - Buy online retail (non- grocery), Buy groceries online



types of retailers
bought online from

Online marketplaces hosting multiple
sellers across a range of categories
(e.g. Amazon) are the most popular
type of retailer Australians have
purchased from over the last year,
followed by online supermarkets.

There are significant differences in the types
of retailers bought online from across
demographics, with the except of
marketplaces of multiple sellers and discount
department stores which are more
universally used across demographic groups.

types of retailers ausiralian shoppers have purchased online in last year

Marketplaces of multiple sellers across categories ||| NG 52%
Supermarket | 527
Department store || NG 432
Food delivery service |GGG £
Fast food delivery directly from restaurant || R 39%
Brand owned store focused on a specific brand || NG 33%
Discount department store _ 29%
Specialty store focused on a product/category |GG 27 %
Marketplaces of classifieds, often second-hand _ 27%
Subscription service _ 14%
Social media where purchasing is integrated || NN 14%

Member wholesale warehouse _ MN%

°
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 16
australia  Pureprofile @ - Which of the following types of retailers have you purchased from online in the last 12 months? (new question added to 2025 wave)



types of retailers
bought online from

Female online shoppers are significantly more
likely to have purchased online from
department stores and specialty stores focused
on a product, category or brand.

Male online shoppers are significantly more
likely to have purchased fast food delivery
directly from the restaurant, on social media
where purchasing is integrated and from a
member wholesale warehouse (eg Costco).

iab. @
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types of retailers’ australian shoppers have purchased online
from in the last year where there is significant difference by gender

43%

Fast food delivery directly from the restaurant

Department store
46%

Brand owned store focused on a specific brand

35%

Specialty store focused on a product/category

31%

16%
Social media where purchasing is integrated

o

14%

Member wholesale warehouse

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
Q - Which of the following types of retailers have you purchased from online in the last 12 months2

B Male

B Female

17



types of retailers’ australian shoppers have purchased online
from in the last year where there is significant difference by age

types of retailers
bought online from

Supermarket

Online shoppers aged18-39 are

significantly more likely than older

age groups to have purchased online Fast food delivery directly from the restaurant
from supermarkets (60%), fast food

delivery directly from the restaurant

(47%) and from a food delivery Food delivery service
service (e.g. Ubereats, Doordash,

53%).

Online shoppers aged 18-29 are significantly Department store

more likely to shop on social media where
purchasing is integrated.

Online shoppers aged 30-39 are significantly Marketplaces of classifieds, often second-hand 181029
more likely to shop online at department
stores and on online marketplaces of m 30 o 39
classifieds, often second-hand.
Social media where purchasing is integrated W 40to 49
m 50to 59
Subscription service m60to 70
. . . . .
Iqb. Q Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 18
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types of retailers
bought online from

types of retailers new zealand shoppers have purchased online in last year

Marketplaces of multiple sellers across categories _ 53%
Online marketplaces hosting multlple sopermarke N ;7
sellers across a range of categories
(e-g- Amazon) are the most popular Fast food delivery directly from the restaurant || R 40%

type of retailer New Zealand online

shoppers have purchased from over Department store || R 37 %
the last year, followed by online

supermorkets. Marketplaces of classifieds, often second-hand || N 37%
New Zealand online shoppers are less likely Food delivery service | MMM 3%

than Australians to have shopped online at

supermarkets and discount department stores Specialty store focused on a specific product/category [ MMM 337%
but are more likely to have shopped at online B

marketplaces with classified type listings of Brand owned store focused on a specific brand | MMM 3' %
often second-hand goods (e.g. Facebook

Marketplace). Discount department store _ 16%

Subscription service _ 15%

Social media platform where purchasing is integrated - 1%

Member wholesale warehouse - 9%

°
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 {Australia n=1,000 per wave; New Zealand n=850) 19
australia  Pureprofile Q@ - Which of the following types of retailers have you purchased from online in the last 12 months?



australia  Pureprofile

products bought
online over last year

Clothing, shoes and fashion remain

the most popular online purchase by
Australians over the past 12 months,
driven by female online shoppers.

There are significant demographic differences
in product purchasing.

Groceries are the most popular product
purchased online by males (54%), followed
by clothing, shoes, fashion.

Clothing (74%) followed by make up and
beauty (50%) are the most popular purchases
for females.

Meals and take aways are a more popular
purchase for shoppers aged under 50, while
travel, hotels and airline bookings are more
popular amongst over 50s.

iab. @

products bought online by ausiralian online shoppers

Clothing, shoes, fashion

Groceries

Meals and takeaways

Travel, hotels and airline bookings

Tickets to events, sports, movies & exhibitions
Books, toys, games, stationary and craft
Makeup and beauty

Electronics and technology

Furniture, household goods and appliances
Content subscriptions (e.g video streaming etc)
Home, garden and hardware

Petfood and supplies

Alcoholic drinks

Gift vouchers

Jewellery, handbags, luggage, accessories
Over-the-counter medication, vitamins, weight loss
Fitness, sporting goods and outdoor equipment
Personal care (e.g prescription eyeglasses etc)
Medical supplies and equipment

Prescription medication

Automotive accessories and tyres

Hampers and flowers

Baby and childcare

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
Q - Which products have you bought online in the past 12 months?

I —— 64 7o
I 51 %
I 46%
I 39%
I 37 %
I 35%
N 32%
I 30%
. 29%
I 28 %
I 28%
I 26%
N 26%
I 229

. 227

I 21 %

I 20%

I 187%

N 14%

I 13%

I 13%

I 129

I 11%

20



gender differences in
products purchased online

top products purchased online by Australian males

Groceries

Clothing, shoes, fashion

Meals and takeaways

Electronics and technology

Travel, hotels and airline bookings

Tickets to events, sports, movies & exhibitions

Content subscriptions (streaming services,
music etc)

Books, toys, games, stationary and craft
Alcoholic drinks

Home, garden and hardware

iab. @
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I,
N -
I -
I
I
I

top products purchased online by Australian females

I -

Clothing, shoes, fashion

Makeup and beauty

Groceries

Meals and takeaways

Travel, hotels and airline bookings

Tickets to events, sports, movies & exhibitions
Books, toys, games, stationary and craft
Furniture, household goods and appliances
Petfood and supplies

Home, garden and hardware

Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave;)
Q - Which products have you bought online in the past 12 months?

I ;o
I
I
I
I
I
I o

21



top 5 products purchased online across age groups

There are significant demographic differences in products purchased by Australian online shoppers in last 12 months.

age

Clothing, shoes,
fashion

Meals and

takeaways
Groceries

Tickets to events,
sports, movies efc

Travel, hotels and
airline bookings

iab. @
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18 - 29

54%

e

35%

B

age 30 - 39

Clothing, shoes,
fashion

Groceries

Meals and
takeaways

Books, toys,
games, stationary
and craft

Travel, hotels and
airline bookings

50%

44%

43%

68%

63%

age 40 - 49

Clothing, shoes,
fashion

Groceries

Meals and

takeaways

Travel, hotels and
airline bookings

Tickets to events,
sports, movies etc

Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
Q - Which products have you bought online in the past 12 months?

age 50 - 59

Clothing, shoes,
fashion

Groceries

Travel, hotels and
airline bookings

Meals and

takeaways

Books, toys,
games, stationary
and craft

38%

38%

36%

31%

60%

age 60 - 70

Clothing, shoes,
fashion

Travel, hotels and
airline bookings

Groceries

Books, toys,
games, stationary
and craft

Home, garden and
hardware

36%

35%

32%

32%

56%
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products bought
online over last year

Clothing, shoes and fashion are the
most popular online purchase in both
Australia and New Zealand.

Australians are more likely than New
Zealanders to purchase groceries online and so
meals and take aways are the second most
popular online purchase for New Zealanders.

Australians are also more likely than New
Zealanders to have purchased alcohol online.

iab. @

products bought online by new zealand online shoppers

Clothing, shoes, fashion

Meals and takeaways

Groceries

Travel, hotels and airline bookings

Tickets to events, sports, movies & exhibitions
Books, toys, games, stationary and craft
Electronics and technology

Home, garden and hardware

Content subscriptions (e.g video streaming etc)
Makeup and beauty

Furniture, household goods and appliances
Petfood and supplies

Over-the-counter medication, vitamins, weight loss
Fitness, sporting goods and outdoor equipment
Gift vouchers

Jewellery, handbags, luggage, accessories
Personal care (prescription eyeglasses etc)
Alcoholic drinks

Baby and childcare

Automotive accessories and tyres

Prescription medication

Medical supplies and equipment

Hampers and flowers

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 {Australia n=1,000 per wave; New Zealand n=850)
Q - Which products have you bought online in the past 12 months?

I 59%
I 4/ %
I 4 3%
I 3 8%
I 34
I 347
I——— 00
I 29%
I 07 %
I 26%
I 6%
I 02%

I 9%

I 9%

I (9%
7%

I 16%

I 15%

1%

— 1%

0%

0%

8%

23
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online retailers and
marketplaces
purchased from over
the last year

Amazon continues to be the most popular online
retailer Australians have purchased from in the
last 12 months. This is across all age groups,
peaking amongst 18-29's (62%).

Coles and Woolworths are particularly
appealing to 30-39 year old online shoppers.

45% of 30-39's have purchased at Coles online.

UberEats is the #2 most popular online retailer
for 18-29s (40% of 18-29 online shoppers have
purchased from UberEats).

Big W and Kmart are also appealing to 30-49s.
43% of 30-49’'s have shopped online at BigW.

eBay is most appealing to older age groups,
45% of 60-70 aged online shoppers have
shopped at eBay.

iab. @

Amazon
Coles

Big W

eBay

Kmart
Chemist Warehouse
Woolworths
Temu
UberEats

JB HiFi
Bunnings
Target

Myer
Facebook Marketplace
Officeworks
Shein
Ticketek

BWS

Dan Murphys
Doordash
Ticketmaster
The Iconic
AliExpress
Priceline
Petbarn
Adore Beauty
David Jones

online retailers and marketplaces
australians have purchased from in the last year

I — 52 %o

I—— 3 6%
I 3%
— 35 %6
I 33%
I 31%
I— 3%
I 28 %
I 28%
I 23%
I 23%
I 20%
I 19%
I 19%

I 7%
I 16%
I 16%
I 15%
I 14%
I 4%
I 13%
I 1%
I 10%
I 10%
I 10%
I 10%
I 10%

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
Q - In the past 12 months, from which of the following retailers and marketplaces have you purchased online?

lkea I 9%
Rebel Sport I 09
Harvey Norman I 9%
Mecca I 9%
Spoflight I 37,
Aldi I 89
The Good Guys I 39%
Etsy I %
liqguorland I 7%
Supercheap Auvto I 7Y%
Kogan I 7%
Sephora GGG 7Y%
Booktopic NI 5%
Costco Wholesale s 5%
Gumiree IS 5%
Kathmandu . 4%

24



retail and commerce category
australian audience (000s) visiting websites and apps in May 2025

retail category top 20
Online brands, monthly Temu I 18,758
- Amazon I 16,309

. ,
OUdlence aged 14 Apple I 13,835
Woolworths I 13,163
2] 8 mi"iOn eBay Australia I 12,281
: Flybuys I 11,013
Coles Group I 10,736
Everyday Rewards [ 10,000

Australians aged 14+ used a retail or
commerce website or app in May

2025. S

S Kmart I 9,855
Temu's mcrketing has SUCCGSSfU”Y gengro’red § Bunnings Warehouse 9,782
the largest website and app audience in the o 81 W
online retail and commerce category with 2 '9 2,589
18.8 million Australians in May 2025 = Google NN 0,125
(growing 66% year on year). 5 AliExpress G 7,409
Audience includes Australian visitors browsing Chemist Warehouse NN /335
retail and commerce websites and apps (and McDonalds I 7 313

app stores for Apple and Google) measured ,
by the IAB endorsed Ipsos iris passive online Shein 6,059

measurement. JB-Hi-Fi I 4,050
Officeworks [N 5,550
Ubereats NN 4,095
Samsung NG /. 975

iab.

australia M Source: Ipsos iris Online Audience Measurement May 2025, Age 14+, PC/laptop/smartphone /tablet, retail and commerce category top 20 brand groups, audience 000s
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online retailers and
marketplaces
purchased from over
the last year

Temu has far greater purchasing
reach in the New Zealand market
than in Australia where Amazon
dominates purchasing.

Females are more likely to have purchased
from Temu (50%) but is universally purchased
from across age groups.

Chemist Warehouse is the #1 online retailer
for shoppers aged 18-29 (51%), followed by
Temu (49%) and Ubereats (47%).

iab. @

online retailers and marketplaces
new zealanders have purchased from in the last year

Temu

Chemist Warehouse
The Warehouse
Kmart
TradeMe
Woolworths
Facebook Marketplace
UberEats
Mighty Ape
Briscoes
Amazon
Farmers
Bunnings
AliExpress
Ticketmaster
Pak n Save
New World
Shein

JB HiFi

Rebel Sport
Doordash
Ticketek

Noel Leeming
Harvey Norman
Supercheap Auto
Mecca
Kathmandu
eBay
Liquorland
Sephora
Spotlight

The Market

I 45%
I A2%
I ——— 32 %
I 32%
I ——— 30%s
I 30%
——— 28 %o
————— 26%
I—— 1 9%
——— 9%
I 9%
I 8%
I——— 1 8%
I 18%
I—— 7%
I 7%
I 6%
I 5%

I 5%

I—— 4%

I—— 13%

I 13%

I 1%

I 1%

I 9%

I 8%

I 8%

I 5%

I 5%

I 5%

6%

. 5%

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850)
Q - In the past 12 months, from which of the following retailers and marketplaces have you purchased online?
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marketplaces of multiple sellers are
dominating the online retail landscape

Australian online shoppers purchasing from marketplaces New Zealand online shoppers purchasing from marketplaces
62%
56%
52% 52% 52% 50% )
46% 45% 45% 430, 45% St 48% 46%
35% 38% 38% 39%
28% 28% 28% 28%
% . 24% i
I 21 19% 19% 19% 18% 18% 2115 17%
I I I I I I I I i |
all Male Female 181029 30t039 40t049 50to59 601070 AllNew  Male Female 181029 301039 40t049 501059 60to 70
Australian Zealand
online online
shoppers shoppers
B Amazon HTemu B Amazon M Temu
62% of Australian online shoppers aged 18-29 have purchased from 49% of New Zealand online shoppers aged 18-29 have purchased from
Amazon in the last 12 months. Temu in the last 12 months.
[ ]
Iab. (.) Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850) 27
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shopper motivations

03. shopper motivations
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important online
retailer offerings

Free shipping thresholds and free and
easy returns process are important for
nearly all online shoppers when buying
from an online retailer.

Consumer expectations for convenience,
immediacy and responsiveness in online
shopping have increased significantly due to
faster technology and competitive services.
These expectations, shaped by leading
platforms, are fast becoming standard across
online retailers.

importance of offerings for Australians buying from an online retailer

Free shipping threshold (e.g. free shipping over $50)
Easy and free returns & exchanges

Text or email updates for delivery tracking etc
Real-time product availability information

Loyalty or rewards program

Real-time delivery tracking (eg live map)

Fast shipping options (same-day, next-day, 2-day)
Scheduled delivery, | choose when packages arrive
Flexible purchase options eg buy-now pay later
Click and collect

Live chat or virtual assistants for questions

Subscription option for frequently used items

B Very important

°
|db. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
australia  Pureprofile Q- How important are each of the following when buying from an online retailer2

61%

57%

49%

48%

43%

41%

40%

38%

30%

28%

20%

17%

Somewhat important

54%

96%
95%
93%
93%
88%
89%
84%
84%
70%
77%
69%
29



important online
retailer offerings

Females have significantly higher
expectations of retailers, placing
greater importance across all the top
retailer offerings.

importance of retailer offerings for Australian online shoppers
where there is significant difference by gender
% very important

67%
Free shipping threshold
64%
Easy and free returns & exchanges
53%
'Text or email updates for delivery tracking etc
6%
52%
Real-time product availability information
47% B Female
Loyalty or rewards program
0% B Male

°
Iab. (’) Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)

australia  Pureprofile

Q - How important are each of the following when buying from an online retailer2
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important online
retailer offerings

Delivery options have the greatest
differences in importance across age
groups.

18-29 year old online shoppers place greater
importance on retailers having fast shipping
options (same-day, next-day, 2-day). 48% of
18-29s rate fast shipping as very important,
compared to 40% of all online shoppers.

30-39 year old online shoppers place
significantly more importance on click and
collect (41% compared to 28% amongst all
online shoppers).

iab. @
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importance of retailer offerings for Australian online shoppers
where there is significant difference by age
% very important

Free shipping threshold

Fast shipping options

'Scheduled delivery, choose package arrival

Click and collect

Subscription option for frequently used items

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
Q - How important are each of the following when buying from an online retailer2

53%
62%
64%
60%
66%

48%
46%
41%

34%
S 28%

43%
39%
39%
37%
L] 30%
33%

41%
W 181t029
H 30to 39
25% H 40 to 49
B 50to 59
m460to 70
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important online
retailer offerings

Free shipping thresholds and free and
easy returns process are important for
nearly all New Zealand online shoppers
when buying from an online retailer.

New Zealand online shoppers place slightly
greater importance than Australian online
shoppers on retailers having real-time product
availability information.

They place less importance on scheduled

delivery (being able to choose the time for
package arrival).

iab. @

importance of offerings for New Zealanders buying from an online retailer

Easy and free returns & exchanges

Free shipping threshold

Real-time product availability information
Text or email updates for delivery tracking etfc
Real-time delivery tracking (eg live map)
Loyalty or rewards program

Fast shipping options

Scheduled delivery, choose package arrival
Click and collect

Flexible purchase options

Live chat or virtual assistants for questions

Subscription option for frequently used items

B Very important

60% 95%

% 97 %

53% 94%

46% 88%

40% 88%

37% 87%

34% 79%

29% 77%

29% 77%

27% 62%

II O
o

18% 63%

47%

_.
—
32

Somewhat important

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850) 32
Q - How important are each of the following when buying from an online retailer?



willingness to pay for
quality Ond frust Australians' willingness to pay extra for product/brand features

. . 11 High lity, durabilit 15% 45% 31% 9%
6 in 10 Australian shoppers are willing ‘gner quality, durabilly e

fo P<.JY a b.” exira for-o product or brand Premium or trusted brand ~ REA 38% 38% 14%
that is of higher quality or durability.
Greater convenience, time or effort saving KA 34% 41% 15%

Nearly half (49%) are willing to pay a bit extra
for a premium or trusted brand, a further 38% A loyalty or rewards program with greater benefits K32 29% 47% 15%
are interested but rarely pay extra.

Locally made  [EFA 32% 44% 17%
This willingness to pay a bit extra for quality and
trust is more prominent in 18-39 year old online More sustainably sourced and produced |32 28% 42% 22%
shoppers.
Personalisation or customisation  P&A 24% 42% 27%
Higher levels of customer service or expertise  ERANSVLTA 49% 21%
B Yesoften M Yes sometimes Interested but rarely pay extra Not at all interested

®
|db. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
australia  Pureprofile G - How often are you willing to pay a bit extra for a product or brand because it includes the following features?



18-39’s willingness to pay
for quality and trust

67% of Australian 18-39’s are willing to pay a bit extra for 57% of Australian 18-39’s are willing to pay a bit extra for
igher quality or durabili a premium or trusted bran
higher quality or durability B e e
45% S507% 427 39%
o 4% . L 38% L 33% L
159, 18% 139 B BN P . N 13% ’ 13% 16% . 12
: : i : @ :
allonline  Male Female 18t029 30to39 40to49 501059 60to70 allonline  Male Female 181029 30to39 401049 50to 59 60to70
shoppers shoppers
M Yes, | am often willing to pay extra Yes, | am sometimes willing to pay extra M Yes, | am often willing to pay extra Yes, | am sometimes willing to pay extra
[ ]
Iab. Q Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 34
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willingness to pay for
convenience

6 in 10 (59%) of Australian online
shoppers aged 18-29 and nearly half

Australians' willingness to pay extra for greater convenience, time or effort

47%
(48%) of 30-39s are willing to pay a bit 37% 33%
. . 3460 cfs
extra for greater convenience, time or 32% - L
effort. o
e
A 4% [ 377 |
all online Male Female 18 to 29 30to 39 40 to 49 5010 59 601070
shoppers
M Yes, | am often willing to pay extra Yes, | am sometimes willing to pay extra
[ ]
Iqb. Q Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave] 35
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willingness to pay for

qUGIIl')’ Ond frust New Zealanders willingness to pay extra for product/brand features
Nearly 7 in 10 New Zealand shoppers Higher quality, durability 26 (34
(68%) are willing to pay a bit extra for

a product or brand that is of higher Premium or trusted brand 20

quality or durability (compared to 60%

S

A loyalty or rewards program with greater benefits &2 16%

) Greater convenience, time or effort saving  BK¢)
of Australians).

This willingness to pay a bit extra for higher

quality and durability is more prominent in 18-39 More sustainably sourced and produced 23%
year old online shoppers.
ocoly moce
Over half (52%) of New Zealand online
shoppers are also willing to pay a bit extra for a Personalisation or customisation 27%
premium or trusted brand, a further 37% are
interested but rarely pay extra Higher levels of customer service or expertise 20%
H Yes often Yes sometimes M Interested but rarely pay extra Not at all interested
H o
Iqb. o Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 2025 (Australia n=1,000 per wave; New Zealand n=850) 36
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buying Australian
owned brands

‘| prefer buying from brands that are Australian owned’
Australian online shoppers level of agreement

Nearly 6 in 10 Australian online
shoppers prefer to buy from brands that
are Australian owned. This sentiment
was higher during pandemic years

2021 - 2022.

64% 65%

59% 58% 59%

16% 16%

Some global retailers have flagged spreading
out the cost of recent US imposed tariffs by
imposing more modest price rises across all
markets, rather than a big hike in the cost for US
consumers. While economists and retailers focus
on the risk to the global economic growth
outlook posed by the trade war, there is so far
no impact on consumer preferences for
Australian brands.

B Strongly Agree

B Agree

2021 2022 2023 2024 2025

°
Iqb. Q Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
australia  Pureprofile @ - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? - | prefer buying from brands that are Australian owned
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there is continued caution in spending
due to economic uncertainty and
cost of living pressures

@@@/o $°
80% 82% 72% 74%

australia new zealand australia new zealand
Y/) - - /) l_ f I' L3 I d Ii_
current economic uncertainty means cosr of living pressures mean | don
I'm more cautious about spending” have as much to spend on less

essential retail shopping”

Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850)

iab
!Juastrohc.z PureprOfi l,e Q - Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following?



“cost of living pressures mean | don’t have as much to spend

cautious SPe“ding on less essential retail shopping” % agree
on less essential

retail has eased a
little since the same 74% 75% 72% 80% 49,

australia new zealand

. I 66%
fime last year
% 44% %
» 42% 440 46% "
Recent interest rate cuts in 7
Australia and New Zealand have Agree
reduced the proportion of online
sh?ppers tightening th(.-:‘ purse 8o m Strongly
strings due to cost-of-living Agree
pressures.
2022 2023 2024 2025 2024 2025
L ]
Iqb. S Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave, New Zealand n=850) 40
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72% of Australian online shoppers agree
“cost of living pressures mean | don’t have as much to spend on less essential retail shopping”

Females still hold the highest levels of agreement at 77% (compared to 66% of males).
Over the last year this sentiment has eased for the age groups 30 to 59. In the 30-39’s age group where the sentiment has been most
strongly felt, agreement has declined year on year from 86% agree to 74% agree.

Agree

. 34% 4%, 7% 30% 28% 33% [ | S’rrong|y
21% Agree

all online Male Female 18t029 30to39 40to49 50to59 60to70
shoppers

°
|db. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 11
australia  Pureprofile @ - Thinking about your shopping over the last 12 months, how much do you agree or disagree with the following?



cost-of-living impacts
on shopping behaviour

Cost of living pressures have continued
to result in more delaying of purchases,
more brand, product and retailer
switching, more time spent researching
and greater usage of shopper loyalty/
rewards.

Compared to last year there has been an
average 4% pt decline across the top 5
behaviours.

Purchasing pre-owned items has increased, up
4% pts year on year.

iab. @
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% increased shopping behaviour amongst australians
due to current rises in cost of living

Delaying purchase of big items

Switching products or brands to cheaper alternatives
Spending time shopping-around and researching
Switching retailers to find cheaper alternatives
Using shopper loyalty and rewards programs
Shopping at sales events

Switching to discounters

Bulk-purchasing larger quantities for lower unit price
Purchasing pre-owned items

Shopping closer to home

Shopping online

Sticking to brands | trust

Spending on essential items

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 Commerce Report 2025 (Australia n=1,000 per wave)
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 5 5% |
I 5%
I 57 %
I 5 6%

Y

. 54%
A 46%
A 44%
—— 43%
I 37% A
I 36%
— 34%
I 31%
A 30%
I 27 %
I 25%
I— 22%

I 18%

I 18%

I 15%

42
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cost of living impacts

on shopping behaviour

Cost of living pressures have
continued to result in New Zealand
shoppers delaying of purchases,
more brand, product and retailer
switching, more time spent researching
and greater usage of shopper
loyalty/ rewards.

Compared to last year there has been an
average 4% pt decline across the top 3
behaviours.

Purchasing pre-owned items has increased, up
4% and shopping in-store is up 6% pts year on
year.

% increased shopping behaviour amongst New Zealanders
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
Shopping at sales events

Switching to discounters

Bulk-purchasing larger quantities for lower unit price
Purchasing pre-owned items

Shopping closer to home

Spending on essential items

Sticking to brands | trust

Shopping in-store

Using buy now, pay later methods

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 Commerce Report 2024 (Australia n=1,000 per wave; New Zealand n=850}
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 61 %
L A
I 59%
. 57 %
I 52%
I 46%
S A4%
. 43%
I 42% A4
I 38%
I 29%
I 29%

e 7%

I 25%

. 18%

I 15%

N 14%

B 10%
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05. ethical and sustainable
shopping

ethical and sustainable shopping
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purchasing ethical and sustainable brands
is important to online shoppers

Q

v

50% 41% 51% 44%

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 Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850} 45
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paying more for
sustainability

Nearly 4 in 10 Australian online
shoppers (36%) are at least
sometimes willing to pay extra for
a product or brand because it is
more sustainably sourced and
produced.

This is willingness is highest amongst
online shoppers aged 18-39s. 46% of
18-29s and 42% of 30-39s are at least
sometimes willing to pay extra for
sustainably sourced and produced
products and brands.

% of Australian online shoppers willing to pay a bit extra for a product or
brand because it is more sustainably sourced and produced

33%
30%
28% 0%
° 27% 33%

21% 22%

Sometimes

° 10% . 12%
 Ofen

all online Male Female 181029 30to39 40to49 50to 59 60to 70
shoppers

®

0
Iab. o Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 {Australia n=1,000 per wave) 46
australia  Pureprofile Q- How often are you willing to pay a bit extra for a product or brand because it includes the following features? - More sustainably sourced and produced



purchasing
second-hand goods

4 in 10 Australian online shoppers agree they have
increased buying second-hand goods

4 in 10 Australian online shoppers in thrift shops or online marketplaces over the last few years
(41%) have increased buying

second-hand goods over the last , A \

few years. 31%

26%

For the first time in 2024 the Australian
Government committed to a national
circular economy transition. By 2035,
Australia aims to double its circularity —
transforming how we use, reuse, and
regenerate resources across the economy ™.

21%

12%

10%

Strongly Agree Agree Neither agree Disagree Strongly
nor disagree Disagree

iqb Q Source; |IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
°

47
AT Gnes Q - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? ; Why have you increased buying second-hand goods in thrift shops or online marketplaces over the last few years?
P * DCCEEW 2024, Australia’s Circular Economy Framework, Department of Climate Change, Energy, the Environment and Water



purchasing
second-hand goods

Amongst those who have increased
buying second-hand goods, most
say this due to the opportunity to
save money.

Modelling by the CSIRO ™ indicates that

reasons for buying second-hand goods
amongst those who have increased their buying of second-hand
goods over the last few years

74%

Provides the opportunity to save money

i > ol ! Allows you to find unique items _ 55%
doubling Australia’s circularity can:
 Add $26 billion in Gross Domestic . — e landil .
Product each year by 2035 dves fiems oM going 1o fandil _ 2%
. Re‘juce greenhouse gas emissions by An effective way to become more _ 489,
14% by 2035 sustainable °
* Divert 26 million tonnes of materials
from landfill each year Gives a greater sense of accomplishment - 25%
@
Iab. (’) Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 48

australia  Pureprofile  Q - Thinking about when you shop either online or in person, how much do you agree or disagree with the following? ; Why have you increased buying second-hand goods in thrift shops or online marketplaces over the last few years?
* DCCEEW 2024 Australia’s Circular Feconomy Framewaork Denartment of Climate Chanae Fnerav the Environment and Water



purchasing
second-hand goods

Nearly half (49%) of Australian % agree “| have increased buying second-hand goods in thrift shops or
online shoppers aged 18-29 agree

they have increased buying second-
hand goods in thrift shops or online
marketplaces over the last few
years.

online marketplaces over the last few years”

The reasons for 18-29’s increasing their
second-hand shopping are more diverse and
they are less likely than other age groups to
see it as strongly as an opportunity to save
money (64% compared to 74% of all online Agree

shoppers).
o & % % 12% o o | St ly A
Over 50’s who have increased their second- 10% 10% rongly Agree

hand shopping (36%), are more likely to be

37% )
3% 139% 30% 31% 31%
31% 25%

motivated by sqving items from going to all online Male Female 181029 30to 39 401049 50t059 601070
landfill. shoppers
~ 0
Iab. o Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 {Australia n=1,000 per wave) 49

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)



new zealanders purchasing
second-hand goods

46% of new zealand online shoppers agree they have
increased buying second-hand goods
in thrift shops or online marketplaces over the last few years

Amongst those who have increased their buying of second-hand
goods, most are say this due to the opportunity to save money.

I
' \ Provides the opportunity to save money _ 90%
32%
25% : : :
Saves items from going to landfill 52%
18%
14% . o o
19 Allows you to find unique items 52%
(e}
An effective way to become more .
. 45%
sustainable
Strongly Agree Agree Neither agree  Disagree Strongly
nor disagree Disagree Gives a greater sense of accomplishment - 24%
@
Iab. Q Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave, New Zealand n=850) 50
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06. discovering products
and brands

discovering products and brands
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sources used by ausiralian shoppers for product inspiration and discovery

fi .. Searching for products online G %,
sources of inspiration Online refail stores G /| %
and di scovery Physical retail sfores G 4 %
Speaking to friends or family I 37%
Product reviews from other consumers | INNNRNEREGEGEGEGEGEGEGEGEGNNNNNNNE 379
. . . i iac NN 33%
Search remains key to discovering Social Media 33%
brands when shopping online. Online catalogues  INEEG_—G—— 31
Shopping sales events GGG 257
Email from a retailer or brand | 249

Retail stores, shoppers' personal
connections, other consumers and social

media are also important sources of Online price comparison/advice websites and apps [ INNNNINGGGE 4%
product inspiration and discovery. Product reviews from independent experts [ RN 2%
On average online shoppers use 4.8 of Online marketplaces with classified type listings [ RN 15%
these touchpoints as sources for Hard copy,/physical catalogues [N 16%
discovering brands they buy online. Content or ads on traditional broadcast TV |1 I 13%

There are significant benefits for marketers Content or ads online [N 12%

reaching shoppers with a multi-channel

strategy including greater ROI. Content or ads on streaming video services | 10%

Text message from a retailer or brand | 10%
Content or ads in magazine or newspaper [ 7%
Content or ads in podcasts and streaming audio I 7%
Content or ads on traditional radio I 6%
Shopping experiential events [ 6%

°
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 52
australia  Pureprofile Q- When buying something online, what sources do you use for product inspiration and discovering brands?
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sources of inspiration
and discovery

Search remains key to discovering
brands when shopping online and is
search is slightly more used by New

Zealanders (61% compared to 56%
of Australians).

New Zealand online shoppers are more like
than Australians to use online price
comparison/advice websites and apps

(34% compared to 24%).

On average New Zealand online shoppers
have used 5.1 of these touchpoints as
sources for discovering brands they buy
online.

iab. @

sources used by new zealand shoppers for product inspiration and discovery

Searching for products online

Speaking to friends or family

Online retail stores

Physical retail stores

Product reviews from other consumers

Social Media

Online price comparison/advice websites and apps
Product reviews from independent experts
Shopping sales events

Online catalogues

Email from a retailer or brand

Online marketplaces with classified type listings
Content or ads online

Hard copy/physical catalogues

Content or ads on traditional broadcast TV
Content or ads on streaming video services
Content or ads in a magazine or newspaper
Text message from a retailer or brand

Content or ads on traditional radio

Content or ads in podcasts and streaming audio

Shopping experiential events

. 61%
I 45%
I 45%
I 45%
I 42%
I 34%
I 34%
I 28%
N 27 %
I 25%
I 24%

I 18%

I 14%

B 12%

I 1%

B 10%

B 99

B 7%

7%

Bl 6%

5%

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850)
Q - When buying something online, what sources do you use for product inspiration and discovering brands?
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sources of inspiration
and discovery

sources used by australian shoppers for product inspiration and discovery

age 18 - 29 age 30 - 39
Amongst Australian18-39 year old

online shoppers, social media plays Searching for
a significantly greater role for producis online
inspiration and discovery.

50% Searching for 55%

products online

. . . Social Media 48% Online retail stores - 41%
Online retail stores have a greater influence
than physical stores.
Online retail stores - 38% . . -
. © | %
18-29’s are also more likely to use Social Media 39%
shopping sales events and digital video and . _
.. . . . Speaking to friends . .
digital audio content and advertising. o ol 37% Product reviews from - 200,
4 consumers °
30-39’s are also more likely to use online
. . Physical retail .
adverhsmg. 36% Speaking to friends or
stores ) 38%
family
@
< Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 54
@
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sources of inspiration

and discovery

Australian online shoppers aged
60-70 are significantly more likely
to use search for discovering
products.

Product reviews from other consumers
feature in the top sources of inspiration and
discovery from age 30+.

Physical stores have a greater influence than
online retail stores from age 40+.

Those aged 60-70 are also more likely to
be using online and physical catalogues as
well as emails from retailers and brands.

iab. @

sources used by australian shoppers for product inspiration and discovery

age 40 - 49

Searching for
products online

Physical retail
stores

Online retail stores

Product reviews
from consumers

Speaking to friends
or family

52%

43%

40%

40%

36%

age 50 - 59

Searching for
products online

Physical retail
stores

Online retail stores

Speaking to friends
or family

Product reviews
from consumers

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
Q - When buying something online, what sources do you use for product inspiration and discovering brands?

47 %

e

42%

e

age 60 - 70

Searching for
products online

Physical retail
stores

Speaking to friends
or family

Online retail stores

Product reviews
from consumers



search and social are important
sources of inspiration and discovery

7 in 10 (69%) of 60-70 year old Australian online shoppers are nearly half (48%) of 18-29 year old Australian online shoppers are

using search for product inspiration and discovering brands using social media for product inspiration and discovering brands

69%
61% o 59%
50% oo S
33% 7%
’ 31% 26%

allonline  Male Female 181029 30to39 401049 50to59 60to70 all online  Male Female 181029 301039 40t049 50t059 60to 70
shoppers shoppers
@
Iab. Q Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 56

australia  Pureprofile  Q - When buying something online, what sources do you use for product inspiration and discovering brands2
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australia  Pureprofile

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

> oB
C
59% 59% 69% 66°%

australia new zealand australia new zealand

18-39s agree

18-39’s agree
If there is a brand | love, | tend to tell

social media is now an important part of

how I find products | go on to buy everyone about it

Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850}
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

57



influencers and
content creators

Australian online shoppers frequency of discovering information about
products and brands promoted by influencers or content creators

8 in 10 Australian online shoppers
aged 18-29 (82%) have discovered =
information about a brand or product e B o) . 1 21%

promoted by an influencer or content 35% Never
creator they follow online in places
like social media, video platforms and
podcasts.

Nearly 7 in 10 (68%) of 30-39s have done
so, compared to 56% of Australian online
shoppers.

20%

51%

25%

21% 21% 22%
Rarely

27%

24% B Sometimes

Social media, video and podcast influencers
have community building talents well suited to
fostering the deep emotional connections that
drive influence in the Creator Economy (valued dllonline  Male  Female | 181029 301039 | 401049 501059 60to70
at $250 billion in 2023 and expected to shoppers
nearly double to $480 billion by 2027).*

22%
B Often

O,
o

®
Iqb. Q Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 [Australia n=1,000 per wave) 58

Q - How often do you discover or find out information about brands and products promoted by influencers or content creators that you follow online in places like social media, video platforms and podcasts?

australia  Pureprofile
b *Source; According to Goldman Sachs, IAB Podcasting in the Creator Economy



influencers and content
creators' authenticity

importance of aspects when considering brands and products to buy that are

and brand SUItObIII"Y promoted by influencers or content creators

Authenticity and trustworthiness, as

well as their suitability to the brand = Not at all
or product are at least somewhat important
important to nearly all Australian 47%

50%

online shoppers when they are
considering brands and products to
buy that are promoted by influencers
and content creators.

Somewhat
important

94% of online shoppers say authenticity and
trustworthiness of the influencer or creator is
at least somewhat important and 92% say
brand suitability is at least somewhat
important. This sentiment is universal across

B Very important

age groups. . ) o
ge group The authenticity and trustworthiness of  The suitability of the brand or product to
the influencer or creator the influencer or creator
L ]
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 59

australia  Pureprofile Q- How important are the following when you are considering brands and products to buy that are promoted by influencers or content creators?



influencers and
content creators

The effect knowing that an influencer or creator is paid to promote a product has on
Australian online shoppers' likelihood of acting on their recommendation

For 55% of online shoppers

knowing that an influencer or o
g_ ) 13% 11% 16% 12% 11% 11% 9% Depends on the
creator is paid to promote a 22% .
influencer or

product would have no negative creator
impact on their likelihood of acting
on the influencer or creators' ™ Less likely to act on

. it
recommendation.

A third of online shoppers (32%) would be 40%

. . 9 o, M k
less likely to act on recommendations 37% 37% 33% 34% 45% difcfle:nzz
knowing this and these shoppers are more 34% 45%
likely female (37%) and those aged 60-70
O, .
(39%). 299, 21% B More likely to act
.« . % . ° () it
The authenticity and trustworthiness of the /% ont
influencer or creator could make a :
difference all online  Male Female 181029 301039 401049 50to59 60to 70
shoppers
o
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 60

australia  Pureprofile Q- How does knowing that an influencer or content creator is paid to promote a product affect your likelihood of acting on their recommendation?
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refailer retailer content australian online shoppers
often/sometimes read or look at
[ J L ]
communications
d Websites 27% 53%
consume Emails 19% 48%
Digital catalogues  |IEAA 41%
6 in10 Australian online shoppers Physical catalogues I3 39%
often read or |o<.)ke.d at content Social posts  [NEEA B0
produced and distributed by
retailers. Mobile apps [EERA 40%
. . . Online video content  [[IP3A 39%
Retailer websites and apps, emails,
catalogues and social posts are the most Material in delivery package |52 39%
consumed content from retailers. _
Mobile messages [THEA 35% 58%
18—29-year-old online shoppers are more : . . °
Packaging [T 37% of Australian

likely to have looked at social posts (69%

online shoppers

compared to 53% of all shoppers), online Free magazines {04 32% often read or
H o, (o) I k I

V|d§o content (69% compgred to 51 Aoof all In-store events, demos and sampling  [EE2 o 0o ottrek:l er

online shoppers) and mobile apps (62% conten

compared to 53% of all online shoppers). Digital screens and signage in shopping mall & 35%

There is a dominance of digitql touchpoin’rs Digital screens and signage inside a retail store  |[ERA 37%

which also provide rich behavioural data

. Out of store events, demos and sampling  ERA 30%
for retail marketers.

H Often M Sometimes

o
Iab. Q Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 62
australia  Pureprofile Q- How often do you read or look at content produced and distributed by retailers in the following ways? (Often/Sometimes)



retailer content new zealand online shoppers
often/sometimes read or look at

retailer
communications Websites
Emails
consumed
Mobile apps

—

O
°

o

Social posts
Over half of New Zealand online
shoppers often read or looked at
content produced and distributed Material included in the delivery package
by retailers.

—
N
o

Online video content

—

N
°

5

—
<L
o

Digital catalogues

Retailer websites and apps, emails and

. In-store events, demonstrations and sampling
social posts are the most consumed content

53%

© [l ©
N B

from retailers. Physical catalogues

of New Zealand
New Zealand online shoppers consume Packaging [EXA online shoppers
significantly fewer mobile messages than often read or
Australians (35% often/sometimes Mobile messages I°°ts;::;?'ler

compared to 46% in Australia) and less
digital catalogues (49% often/sometimes
compared to 58% in Australia). Digital screens and signage inside a retail store

Free magazines

\lo\loo
2 B B

o
N

Digital screens and signage in shopping mall

m Often Sometimes

°
Iab. (') Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave, New Zealand n=850) 63
australia  Pureprofile Q- How often do you read or look at content produced and distributed by retailers in the following ways? (Often/Sometimes)



Australian online shoppers rating the value of the types of

value of retailer ;
loyalty programs operated by retailers
loyalty programs

Free to join retail loyalty programs, membership or

36%
shopper rewards

Cashback account to receive money back from

31%
retail purchases via cashback site or app

Free to join retail loyalty and
rewards programs offer the
greatest value to online shoppers
with 86% of Australian online
shoppers rating these as very or

somewhat valuable. Airline or travel loyalty programs 23%

Instant win consumer promotions 24%

Three-quarters of online shoppers also
rate that cashback accounts and instant
win promotions are also very or products
somewhat valuable.

Continuity Programs to receive credits redeemed for "

Subscription (pay to join) retail loyalty programs 19%

Collectible Programs to receive items that form a set  JRKFA

B Very valuable Somewhat valuable

®
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 64
australia  Pureprofile Q- How valuable to you are the following types of programs operated by retailers and brands?



value of retailer
loyalty programs

Free to join retail loyalty and
rewards programs offer the greatest
value to online shoppers with 83%
of New Zealand shoppers rating

these as very or somewhat valuable.

Three-quarters (74%) of online shoppers
also rate instant win promotions are also
very or somewhat valuable.

New Zealand shoppers rate subscription
(pay to join) retail loyalty programs and
cashback accounts as less valuable than
Australian shoppers.

°
Iab. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave, New Zealand n=850}

New Zealand online shoppers rating the value of the types of
loyalty programs operated by retailers

Free to join retail loyalty programs, membership or 299
shopper rewards :

Cashback account to receive money back from 7o)
retail purchases via cashback site or app :

Instant win consumer promotions 23%

Airline or travel loyalty programs 22%

Continuity Programs to receive credits redeemed for 18
products .

Collectible Programs to receive items that form a set KA

Subscription (pay to join) retail loyalty programs &2

B Very valuable Somewhat valuable

65

australia  Pureprofile Q- How valuable to you are the following types of programs operated by retailers and brands?



free loyalty
programs PrOVide value of free retail loyalty and rewards programs
value to cost of living
impacted shoppers

All online shoppers

Nearly half (47%) of cost of living
impacted Australian online shoppers
rate free retail loyalty programs as
very valuo.ble (compared to 36% of Cost-of-living impacted shoppers L7 %
overall online shoppers).

54% of online shoppers have increased using

retail loyalty programs due to rises in costs of
YAy Preg M Very valuable B Somewhat valuable B Not valuable B Don’t use this type of program

living.
Weekly online grocery shoppers are also more
likely to rate free retail loyalty programs as very * Cost-of-living impacted shoppers strongly agree “Cost of living pressures mean | don’t have as much to
o,
valuable (44%). spend on less essential retail shopping”
H o
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)

australia  Pureprofile Q@ - How valuable to you are the following types of programs operated by retailers and brands?
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pay to join loyalty

programs appeal to
families wil-h young Australian online shoppers rating the value of subscription (pay to join)
retail loyalty and rewards programs

children

81% of families with children under 12

rate pay to join retail loyalty and

rewards programs very or somewhat

valuable (compared to 65% of all

Australian online shoppers). Somewhat
valuable

Those who find paid programs more valuable
are also more likely to have shopped online at 249, 04%
oo 2 °° o, (e} (e ° .
a member wholesale warehouse and those e 0% 18% 16% u Veer !
valuaple

who have purchased products via a

subscription in the last 12 months. allonline Male  Female 181029 301039 40to 49 50to 59 60 to 70
shoppers
S ()
Iab. o Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 67

australia  Pureprofile Q- How valuable to you are the following types of programs operated by retailers and brands?



cashback accounts

appeal to online

Australian online shoppers rating the value of cashback account where
ShOpperS aged shoppers receive money back when making purchases with a retailer via
18-49 the cashback site or app

8 in 10 online shoppers aged 18-
49 rate cashback accounts as very
or somewhat valuable.

Cashback accounts are also more
valuable to those online shoppers who

have purchased via social media (where

purchasing from retailer or brand is

directly integrated) in the last 12 months 1% 30%
(88% of these shoppers' rate cashback . :

accounts as very or somewhat valuable,
compared to 75% of all online shoppers).

Somewhat

valuable
5 39%
337% 32% 29%
4 ™ Very
valuable

all online  Male Female 181029 30t039 40t049 50t0o 59 60to 70
shoppers

®

0
Iab. o Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 68
australia  Pureprofile Q- How valuable to you are the following types of programs operated by retailers and brands?



australia

popular retail
loyalty, rewards

and cashback

online brands

19.2 million

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

May 2025.

Australians visit a range of retail loyalty,
rewards and cashback websites and apps
with Coles Flybuys (11 million) and
Woolworths Everyday Rewards (10
million) being most popular.

selected retail loyalty, rewards and cashback brands
audience (000s) aged 14+ in May 2025

Flybuys

Everyday Rewards

ShopBack - Cashback & Coupons
Cashrewards: Cashback Rewards
7-Eleven

Velocity Frequent Flyer

OnePass

Qantas Airways Loyalty

Qantas Wellbeing

BP

Myer

Receiptlar

Sweatcoin

Coupert

Topcashback

Australian Football League

Honey

I — 1,013
I — 10,000
I 4,800

I 3,469

I 2,761

I 2,585

I 2,321

B 1,683

N 1,642

B 1,581

B 1,400

Bl 1,036

Il 739

Il 701

Bl 661

Ml 642

M 578

°
Iqb. & Source: Ipsos iris Online Audience Measurement Service May 2025, Age 14+, PC/laptop/smartphone /tablet, Vouchers/Reward and Loyalty Retail subcategories and selected retail loyalty, rewards and

cashback brand groups, audience (000s)

69
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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.

The Australian Privacy Act is undergoing
significant reforms with the first tranche
passed by Parliament. The increased focus on
enhanced transparency and accountability
regarding data use and disclosure means
retails and marketers need to ensure they are
prepared.

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

nearly all online shoppers
think its i}r\npor’rcn’r

74%
66%

30%
23%

3% 2%
]

Very important ~ Somewhat important ~ Not important

B Australia New Zealand

®
Iab. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850)

australia  Pureprofile

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

1% 1%

Don't know

71



concern with how retailers use australian shopper data has been
maintained over the last year

Australian online shoppers level of concern about how retailers use data provided

via loyalty cards

via any transaction

_— "
17% 18%
Very concerned 3%, Very concerned 7o
N 23% fofal concerned: I 25%
L 51% 2022
E— 12004 I
42% 71% 2024 42%
Somewhat concerned . Somewhat concerned .
48% 71% 2025 48%
48% N 48%
Not at all concerned 0, 31% Not at all concerned 179, 30%
I 20 W 2022 I 18%
_ _ 1% m 2023 1%
Varies depending on trust 10% 2024 Varies depending on trust 10%
with retailer 9% i i 8%
o m 2025 with retailer .
(]
Iab. Q Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 {Australia n=1,000 per wave)

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 transactions?

Total concerned:
55% 2022
60% 2023
75% 2024
73% 2025

72



concern with how retailers use new zealand shopper data has

slightly reduced over the last year

New Zealand online shoppers' level of concern about how retailers use data provided

Total concerned:
L 72% 2024
67% 2025

via loyalty cards via any transaction
22% 27 % |
\% d b
ery concerne - 20% Total concerned: Very concerned _ 219
L 68% 2024
46° 63% 2025
Somewhat concerned . ° Somewhat concerned 45%
21% 18%

Not at all concerned Not at all concerned

Varies depending on trust 10% Varies depending on 1%

. m 2025 .
the retailer - N% trust the retailer - 10%

2024

[ ]
Iqb. Q Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 [Australia n=1,000 per wave, New Zealand n=850)
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 transactions?

73



trust and
transparency key for
retailers collecting

level of concern about how retailers use shopper data via transactions

all online shoppers 25% 48% 18% 9%
shopper data
Male 24% 49% 20% 7%
73% of Australian online shoppers Female 4 — o 2%
are concerned about how retailers
. 18 to 29 21% 54% 19% 6%
use the data they collect via
fransactions. 30to 39 25% 48% 20% 8%

Older online shoppers are more likely to be
very concerned with a third of online 40to 49 25% 52% 14% 10%
shoppers aged 60-70 very concerned.

50to 59 20% 47% VAN 12%

60to 70 33% 39% 15% 13%

B Very concerned M Somewhat concerned B Not at all concerned = Varies depending on trust in the retailer

°

Iab (’) Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 [Australia n=1,000 per wave; New Zealand n=1000) 74
! . Q - How concerned are you about h tail the data about that ide to th ia the loyalt Y d card |t tions?

australia  Pureprofile = you about how retailers use the data about you that you provide to them via the loyalty program/reward card or general transactions?



retailer data usage

what do australian shoppers think retailers do with their data?

Most Australian online shoppers do Target advertising fo me _— 139 IO
understand that their data is used for
targeting advertising and marketing.

Market products to me 73% 14% [ISHE
However, 25% of online shoppers don't know

whether retailers share their data with other
companies. Provide personalised offers 72% 15% [SKS

Understanding on these aspects has remained

stable over the previous years of survey data. Determine what products to display to me 72% 13% [RESKE
Retailers need to ensure they are using clear
communication around the data value Track my purchases to understand when, where

. . 71% 14% K
exchange and transparency on how their and how | am shopping

data is used, to make shoppers more

i i Combine with oth t data t t
comfortable to provide their data. SR AU EU RIS SIELIE I 64% 162 N
profiles producing a clearer picture of shoppers
Share it with other companies within the same
56% 18% 25%

group or with retail partners

B Yes B No | don't know

®
Iab. S Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 75
australia  Pureprofile Q- What do you think the retailers do with the data you are providing them via loyalty cards, transactions or online behaviour?



australia  Pureprofile

retailer data usage

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

However, 24% of online shoppers don't
know whether retailers share their data with
other companies.

The level of New Zealand online shopper
awareness of retailer data usage is similar to
Australians.

what do new zealand shoppers think retailers do with their data?

Target advertising to me

Market products to me

Determine what products to display to me

Track my purchases to understand when, where
and how | am shopping

Provide personalised offers

Combine with other customer data to create profiles
producing a clearer picture of shoppers

Share it with other companies within the same
group or with retail partners

°
Iab. S Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850)
Q - What do you think the retailers do with the data you are providing them via loyalty cards, transactions or online behaviour2

76% 12% S
73% 14% KRS
73% 11% ESEE
72% 14% ESS
68% 14% IS
56% 20% 24%
M Yes m No | don’t know
76
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retailer data
value exchange

Nearly all online shoppers are willing
to share some type of personal data
with retailers in exchange for benefits
such as discounts, free delivery or
rewards points.

An email address is the data point online
shoppers are far more willing to share with
retailers.

Australian online shoppers also have a high

personal data shoppers are willing to share
with retail businesses in exchange for benefits

Email address
Location or postcode
Mobile phone number

Date of birth

Shopping preferences

—— 1%

88%

I 0%

56%

I 50%

61%

I 40%

44%

I 39%

lelmgngss to share location or postcode Home addrec NN 25%
information. 27%
i illi Info f I
New Zealand online shoppers are more willing nio from sarveys, 24%
. . quizzes 28%
to share their mobile phone number.
o,
: . Browsing histor B 10%
Retailers need to ensure they are using clear 9 Y 8%
communication around the data value _ _ N B
exchange and transparency on how their data Social media profiles 9%
is used, to make shoppers more comfortable to e
provide their data. None of the above 4%
@
Iab. (.) Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850)

42%

W Australia

New Zealand

77

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)2



personal data Australian shoppers are willing to share

re‘l'qiler dq'-a with retail businesses in exchange for benefits
88%

80%

There are significant differences in Mobile phone number
demographics of online shoppers willing to
share types of personal data with retailers in
exchange for benefits such as discounts,
free delivery or rewards points.

While most 18-29 year old Australian online Location or postcode

Date of birth

75%
shoppers (76%) are willing to share an email =
address, they are less likely than older online
shoppers to be willing to do so. They are also far Home address
less likely than older shoppers to be willing to
share their location or postcode.
Shopping preferences
However, 18-29s are significantly more likely
than older shoppers to share a mobile phone
number. Social media profiles W 18to 29
Female online shoppers are also more likely than W 30 to 39
males to be willing to share an email address or Browsing hist
location/postcode. S W 40 to 49
B 50to 59
Info from surveys
6010 70
@
Iab. Q Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave) 78

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)?
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australia  Pureprofile

retailer data
value exchange

Benefits tied to personal financial
compensation are valued the most by
Australian online shoppers for the
exchange of personal data with retail
businesses.

Online shoppers are more willing to share
their data with retailers in return for discounts,
coupons, free delivery, rewards points and
cash back.

Female online shoppers are significantly more
likely to value all of the top benefits. For
example 69% of females value free delivery
compared to 59% of males. Males are more
likely to value warranty extensions.

benefits Australian online shoppers value as compensation in exchange
for the personal data shared with retail businesses

Free delivery

Cash back or money off your next shop

Member prices, discounts and coupons

Points to redeem a range of rewards

Birthday rewards

Free returns or extended return period

Product samples or gift with purchase

Warranty extensions

Digital receipts saved to my account

Priority customer service

Early access to product releases or sales nofifications
Personalised recommendations and offers
Invitations to events, experiences or services
Charity donations

Exclusive content (e.g. videos, recipes, guides etc)

Participation in social or environmental initiatives

I ¢ |
. 63%
. 627%
I, 45%
I, 46%
I 327%

female
online
shoppers
are

~ significantly
more likely
to value all
of the top
benefits

N 30% i
I 21%

R 16%

I 16%

I 16%

B 3

B

B 0%

e 0%

B 7

Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850)
Q - Which of the following benefits do you value as adequate compensation in exchange for the personal data you share with retail businesses (online or in-store)2

79



retailer data
value exchange

Benefits tied to personal financial
compensation are valued the most by
New Zealand shoppers for the
exchange of personal data with retail
businesses.

Online shoppers are more willing to share
their data with retailers in return for discounts,
coupons, free delivery, rewards points and
cash back.

New Zealand shoppers are more likely than
Australian shoppers to value product samples
or gift with purchase and digital receipts
saved to shopper account.

iab. @

benefits valued by New Zealand online shoppers as compensation in exchange

for the personal data shared with retail businesses

Free delivery

Member prices, discounts and coupons

Cash back or money off your next shop

Points to redeem a range of rewards

Birthday rewards

Product samples or gift with purchase

Free returns or extended return period

Digital receipts saved to my account

Warranty extensions

Early access to product releases or sales notifications
Priority customer service

Invitations to member events, experiences or services
Personalised recommendations and offers

Charity donations

Exclusive content (e.g. videos, recipes, guides etc)

Participation in social or environmental initiatives

Source; IAB Australia and Pureprofile Australio & New Zealand Commerce Report 2025 (Australia n=1,000 per wave; New Zealand n=850)

R 69%
. 69%
N 4%
N 539
N 50%
I 40%
N 29%

N 6%

I 24%

I 19%

I 18%

B 4%

B 3%

B 0%

B 7

B

80

australia  Pureprofile ~ Q - Which of the following benefits do you value as adequate compensation in exchange for the personal data you share with retail businesses (online or in-store)e



key themes for 2025

Consumer confidence is regaining but marketers
need to continue to demonstrate value to win over
hesitant shoppers.

Shopper expectations are high with aspects like
free shipping and easy returns standard and rising
expectations for immediacy and responsiveness.

Expectations, perceptions of value and discovery
channels differ significantly across generations.
Marketers need to understand and cater to different
shopper behaviours and target audiences.

Purchasing of second-hand goods is increasing
which has cost saving, environmental and economic
benefits.

iab. @

australia  Pureprofile

Multiple channels are used to discover products,
and channels will continue to expand and evolve.
A full-funnel, multi-channel marketing strategy is
essential.

A variety of retail loyalty programs continue to
provide value and retailer first-party data is driving
marketing, personalisation and the ability to optimise
shopper experience.

Transparency in data usage and consumer
understanding of the data exchange is critical.
Aside from legal compliance, building trust through
transparency will be a long-term competitive
advantage.

Trust remains a key ingredient for success in
today’s market.



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

iabaustralia.com.au
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