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WHY STUDY
CONSUMER
TRENDS?



¢

According to Darwin’s Origin of
Species, it is not the most intellectual
of the species that survives; it is not
the strongest that survives; but the
species that survives is the one that is
able best to adapt and adjust to the
changing environment in which it

finds itself. 7

—Professor Leon C. Megginson,
Louisiana State University (1921-2010)

Source: Megginson, L. C. (1963). Lessons from Europe for American Business. Southwestern Social Science Quarterly, 44(1), 3-13.
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1. OMNICHANNEL
IMPERATIVE
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“Omnichannel retailing is a
holistic approach, where strategy
takes account of all channels as
customer touch points, which
potentially allows for a seamless
customer journey.”

— Piotrowicz & Cuthbertson (2019)

Source: Piotrowicz, W., & Cuthbertson, R. (2019). Exploring Omnichannel Retailing: Common
Expectations and Diverse Reality. Springer International Publishing AG.
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THERE WAS A SUBSTANTIAL SHIFT TO ONLINE SHOPPING DURING COVID-19
AND MANY CONSUMERS PREFERRED TO USE IT AS THEIR MAIN CHANNEL,
COMPARED TO PRIOR TO THE PANDEMIC

Main Channel - Grocery Main Channel - Non-Grocery

Prior to COVID-19 pandemic
(i.e., before March 2020)

80% 16% &3 68% 27% 5%

During COVID-19 pandemic

0, 0,
(i.e., March 2020 to present) S7% 34% % 56% 8%
After COVID-19 pandemic
(i.e., in the future when COVID-19 is no 65% 22% 13% 38% 13%
longer a health risk)

Overall preferred 66% 24% 10% 50% 41% 9%

® Physical store Online (home delivery)  m Online (click & collect)

Source: ACRS 2021
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PHYSICAL STORES ARE THE MOST USED CHANNEL TO MAKE PURCHASES
ACROSS MOST RETAIL CATEGORIES, HOWEVER MANY CONSUMERS USE
ONLINE OR A COMBINATION OF BOTH CHANNELS

Purchase Channel
(used in the last 3 months)

Grocery and related products 10%
Household 20%
Personal care 18%
Automotive 30%
Books and stationery 33%
Clothing, footwear, and accessories 26%
Sporting goods and equipment 34%
Consumer electronics 43%
Toys and games 21%
Media and entertainment 57%
Travel and tourism 66%

® Physical store Online m Both

Source: ACRS 2023






2. TECH-ENHANCED
CUSTOMER EXPERIENCES
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PROVIDING ENGAGING CUSTOMER EXPERIENCES HAS NUMEROUS BENEFITS

FOR BUSINESSES

1% - 39%

a 1% increase in time
spent in store can lead
to a 39% increase in
sales per customer

867

of buyers will

pay more for
a better

experience

717

of people will recommend a
brand, product or service
because they received a great
customer experience

Source: BDO Australia, 2019; Walker, 2020; Convince & Convert Consulting, 2018
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TECH-ENHANCED EXPERIENCES ARE MAKING SHOPPING EASIER AND MORE
ENGAGING FOR CONSUMERS

| -
The globallextended The total worldwide The-fotal warldwide
reality (XR) market’ iorT value of transaction valueyin the

reached US$29.3 e-commerce purcr?ses Digital Payments
billion in 2022 and is made through voice marketiis projected to "}

set to reach over assistants was US$4.6 grow from US%%.(S/

US$100 billion by billion in 2021 and is trillionin 2023%0. .

2026 | expected to reach over US$14.9 trillion in 20 !
US$19.4 billion in 2023

Source: Statista, March 2023; Statista, March 2023; Statista, April 2023
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3. SUSTAINABLE
CONSUMPTION
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CONSUMERS’ ATTITUDES ARE
CHANGING

CONSpPICUOUS mmmmmmm—) (ONSCIOUS

Material — = Mindful
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CONSUMERS SAY PRODUCTS THAT ARE DURABLE AND REPAIRABLE ARE
IMPORTANT TO THEM, AS WELL AS PRODUCTS THAT ARE LOCALLY PRODUCED,
ETHICALLY PRODUCED, AND PACKAGED IN RECYCLABLE MATERIALS

Important Factors When Making A Purchase Decision

Durable/ last a long time E 14% 85%
Repairable/ fixable E&2 23% 73%
of Australian
shoppers report that Locally produced 28% 64%
sustainability is an
. Ethically produced &2 % %
Important factor ically produce 29% 62%
when making a retail Packag;gtienriﬁgyclable 1% 29% 59%
purchase
Made with recycled materials 34% 55%

Produced with minimal carbon

0, 0, 0,
emissions 14% 35% 51%

m Unimportant Neither important or unimportant ® Important

Source: ACRS 2023
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ALMOST ALL AUSTRALIAN SHOPPERS HAVE ENGAGED IN AT LEAST ONE
KIND OF SUSTAINABILITY PRACTICE IN THE LAST THREE MONTHS, AND
MOST WHO ENGAGE, DO SO FREQUENTLY

Sustainability Practices Engaged In Frequency of Engagement
(in the last 3 months)

Bringing my own shopping bags

Recyoling product waste 62% 1f8h
i B 4% | 20%
Reducing the amount of new .

Composting food waste 35% o 10%

T e ° °
bike, or car-pooling 33% 2AJI 27% 70%

Buying second-hand products 30% 3% l 37%

i ° °
products to friends, family and... 17% e l Adit il

None of these

m Rarely Occasionally m Frequently

Source: ACRS 2023
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CONSUMERS ARE WILLING TO PAY MORE FOR SUSTAINABLE CONSUMPTION
CHOICES

52 47* 41%

are willing to pay are willing to pay are willing to pay more
more for locally more for ethically for products packaged
produced produced in recyclable

products products materials

Source: ACRS 2023



BUSINESSES AND CONSUMERS ARE INCREASINGLY ENGAGING IN THE

CIRCULAR ECONOMY AND DESIGNS

Circular Economy Model Circular Design For Food

/’If\ RE-DESIGN

o
RECYCLING
SECTOR

ﬁ MANUFACTURE DIVERSE

CIRCULAR

" ECONOMY & i UPCYCLED

IMPACT

REUSE RETAILER
REPAR

REGENERATIVELY
PRODUCED

Source: Climate Action, 2017; Ellen Macarthur Foundation, 2021
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4. HEALTH & WELLNESS




“Health is a state of complete
physical, mental and social well-
being and not merely the absence

)

of disease or infirmity.

- World Health Organisation

Source: World Health Organisation Constitution (https://www.who.int/about/governance/constitution)
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WELLNESS FOR CONSUMERS CAN BE CLASSIFIED INTO SIX AREAS, ALL OF
WHICH ARE AIMED TO IMPROVE ONE’S LIFE
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THE HEALTH AND WELLNESS ECONOMY IS BOOMING

US$4.4 US$946
trillion billion
was the value contributed by

of the global Healthy

wellness Eating,
economy in Nutrition, and
2020 Weight Loss

sectors

$2.2 billion
revenue from
the Health
Snack Food
Production
sector In

Australia for
FY23

ACRS

US$7.0 trillion
IS the
estimated
value of the
global
wellness

ecohomy by
2025

Source: Global Wellness Institute, 2023; IBISWorld, 2023
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5. SOCIAL COMMERCE
RISING
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SOCIAL COMMERCE TAPS INTO

THE GROWING USE OF SOCIAL
MEDIA PLATFORMS, WHERE
BUSINESSES CAN PROMOTE AND
SELL DIRECTLY TO CONSUMERS

5 ©
6 . ®
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SOCIAL COMMERCE IS ON THE RISE ACROSS THE GLOBE
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