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How is eCommerce tracking?
Online spending up 15% YoY $1 9.2b $9 6
in the Apl’il-JU ne quarter Online spend Average basket size

The financial year concluded strongly with online ( +15% YoY > <+7.3% QoQ> -1.6% YoY

spending for the quarter growing by 15% year-on-year
and 7.3% onthe previous quarter.

A mix of growing sentiment and end of financial year (EOFY) deals Online spend by Generation
drove the growth. Consumers were more willing to spend, especially April = June quarter ($b)
with inflation easing and impending rate cuts. $6.9

Basket sizes continued to fall as consumers opted for smaller more $5.3
frequent purchase, often shifting their spend to online marketplaces ‘
or department stores. Although Millennials continue to lead online $3.4

spending, there was a noticeable increase in spend from Gen Z, likely :

$2.8

reflecting improved economic optimism. $0.8

7.9m

Households shopped

online inthe quarter GenZ Millennials Gen X Baby Boomers Builders
g 1 1.4% YoY
YoY Growth 16% 14% 15% 14% 14%
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How did the categories perform?
Online marketplaces continues to drive online spending

Online spend by category
April — June quarter ($b)

$4.2

Online
Marketplaces

YoY Growth 15%
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Food &
Liquor

17%

$3.9

$27

Fashion

1%

$27

Home &
Garden

9%

$241

Consumer
Electronics

19%

$1.1

Hobbies &
Rec Goods

15%

$1.0

Department
Stores

28%

$0.9

Health &
Beauty

14%

$0.5

Books, Stationery
& Multimedia

19%

Source: CommBankiQ



Looking outward
How Aussie brands are
breaking into global markets

With cost-of-living pressures reshaping consumer behaviourin
2025, more Aussie businesses are looking beyond local borders to
stay competitive and diversify market impacts on demand.

Australian businesses are eyeing international growth, with 40%
planning to expand globally within the next 2 to 5 years in
response to growing market demand.

Today, 40% already sell overseas (mostly larger enterprises) but
smaller players are increasingly joining in through their own
websites (54 %) and social media (52%).

Go the distance with the International Sending Playbook

Packed with exclusive insights and tips from Aussie businesses, this
playbook will help you build a successful cross-border strategy.

4 © 2025 Australia Post

How businesses
decide what
international
marketstosell to

3 key steps
businessestake in
preparing to send

internationally

Top 3 key benefits of
sellinginternationally

Increased
revenue /profits

Ability to expand
the business

Ability toreach

more customers

\ 35% \32%Q \ 15%
Customer Market Costand
demand research delivery times

Understanding regulations

Deciding whetherto sell from
own website oranother platform

Deciding on pricing strategy

46%

of businesses work with
delivery providers

to ensure compliance in
shipping regulations and
customs requirements

Source: Australia Post Omnibus, Sept24, Nov24 and Mar35


https://auspost.com.au/content/dam/auspost_corp/media/documents/international-playbook-for-australian-businesses.pdf

Key ma rkets d riVi ng Which of the following countries
international demand does your business sell to?

4%  T72% 69% 67%

Most international senders sell to New Zealand (74%), the US °0% 49% 47%
(72%),Canada (69%) and the UK (67%), but more indicate that
the UKand US are their top markets.

The US remains volatile due to unpredictable tariff policies,

which creates uncertainty for businesses.

For online fashion retailers, China, Europe, and the broader Asia New Zealand  USA Canada Italy Japan  Germany

Pacific regions present opportunities for international

expansion.

China's online fashion market is worth AU$417 billion, making it And which would you consider to be your

the world’s largest. Europe is expected to hit AU$300 billion in business’top international markets?

2025, with further growth to AU$419 billion by 2029.

Meanwhile, the broader Australia and Oceania online fashion 65%

market is forecast to reach AU$15 billion in 2025, growing . 60% e

steadily at over 9% per year. 40% 30% 23%

16%  11% °

Note: Fieldwork occurred late March, amid escalating tariffs for ' . .
Chinese imports, and the resulting trade difficulties. Results may

change depending on negotiations between US and China.

New Zealand USA Canada Italy Japan Germany

5 © 2025 Australia Post Source: Australia Post Omnibus, Mar25and Statista 2025 Fashion - Australia; Europe; Australia & Oceania



Barriers to
global growth

Shipping costs remainthe biggest hurdle for Australian
businesses going global. 48% say it's the top barrier,
followed by long delivery times (25%).

Shipping costs matter - 1in 2 shoppers will abandon cart if shipping

is too expensive. Only 29% of businesses offer multiple international
delivery speeds. However, offering different speed options and price
points can help businesses attract a broader range of customers.

Shipping strategies vary

42% of businesses base international shipping rates on either the
destination or the parcel’s weight.

While 37% offer flat-rate shipping, just 23% offer free shipping with

a minimum spend — more commonly among businesses using
international marketplaces.

Your shipping offer is a conversion strategy. With marketplaces
normalising free or flat-rate shipping, traditional eCommerce brands
risk falling behind if their shipping rates aren’t appealing enough.

Australia Post has international sending optionsthat

balance cost, speed and local support to keep
international shoppers buying.
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What businesses consider the biggest

barriers to international shipping

48%
38%

2022 2024

Shipping cost

The impact of
shipping cost on
pricing strategy

42%

of businesses say
shipping cost has
some impacton
pricing strategy

26% 25%

2022 2024

Longer
delivery times

28% 24%

2022 2024

Duties
and taxes

32%
22% 22% 18%
202 2024 202 2024
Offering returns Customs/legal

tocustomers

No impact

Increased price of item/
incorporate shipping cost

Shipping cost passed
on to customers

Lower price of item to
compensate shipping charges

Depends based on country

Free shipping attracts
customers

Sources: Australia Post Omnibus, Mar25, Cross-border e-commerce cart abandonment reasons 2022 | Statista



Case study

How Morrison launched
a global expansion strategy

The challenge

Australian fashion retailer, Morrison,
was in a unique place in its business journey.

The WA-based label had a loyal customer base, popular
products and had successfully transitioned from a bricks-
and-mortar store into a flourishing omnichannel business.
However international selling was still out of reach.

They wanted to ensure the user experience was just as
seamless as it was for Aussie customers, but barriers

including parcel speed, cost and getting the right tech had to
be overcome.

www.morrisonshop.com &
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http://www.morrisonshop.com/

Case study

The solution The result

Afterresearchinginternational shipping carriers, Their domestic market continues tothrive and now Morrisoniis
Morrison chose to partner with Australia Post. scaling up to prioritise global growth over the next 1-2years.
Australia Post delivers within five to 10 business days, “There's a huge opportunity for
hich suits our customers. And it’s definitely more Australian designers to sell
w > T y o internationally — it’s becoming
cost effective than other carriers. In a competitive more affordable from a tech
market like this, protecting margins is important.” perspective and countries are
really liking what's coming out
Anthony Minchin, Digital & Operations Manager of Australia,” Anthony said.
And while international sending is still in its infancy for Morrison, they For Morrison, the key to higher
landed on a flat pricing strategy, to remove any friction for the cart conversion rates and more
customer. happy customers has been
“When the checkout spits out ten different options, that's a blocker offering reliable and great value
for shoppers — and we know that through UX audits showing cart international shipping rates with
abandonment rates. So, we want to remove any barriers and just Australia Post as its partner.

present them with one just one or two easy to navigate options”

Transparency is also vital, so they use an integration to ensure prices

are displayed in the customer’s local currency, plus declare all . . . . .
shipping costs, duties and taxes up front. I Ourinternational sending solutions can help take your business to the world.
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https://auspost.com.au/business/shipping/parcels-international

To access eCommerce industry reports and updates, visit

auspost.com.au/einsights

If you have any questions or would like to know more, please contact your Australia Post Account Manager.

This update has been prepared using 2024-2025 deliveries data recorded by the Australia Post Group, unless
otherwise stated. Commentary in this update relating to online shopping is based on an extrapolation of this
data. Year-on-year growth numbers are based on actual or extrapolated transaction volumes. Shoppers or
households are measured as residential or mix use addresses that received an eCommerce parcel. Clients are
encouraged to consult directly with their Australia Post Account Manager for the most current and tailored

Australia Post acknowledges the Traditional

advice. Custodians of the land on which we operate,
This report contains analysis by CommBankiQ, a joint venture between the Commonwealth Bank of Australia ABN live gnd' gather as a‘ team, and recognises their
48123123124 (Commonwealth Bank) and Quantium Group Pty Ltd (Quantium), which is the subject of intellectual continuing connection to land, water and
property (including copyright) and confidentiality rights of one or multiple owners, including the Commonwealth community. We pay respect to Elders past,
Bank, Quantium and, where applicable, its third-party data owners (Data Providers), together IP Owners. present and emerging.

The information contained in this report may have been prepared using raw data owned by one or more of
the Data Providers. The Data Providers have not been involved in the analysis of the raw data, the
preparation of the report, or the information contained in the report. The IP Owners do not make any
representation (express or implied) or give any guarantee or warranty in relation to the accuracy,

completeness or appropriateness of the raw data, or the analysis contained in this report. The IP Owners Get ready tO unlOCk

will not be held liable for any use or disclosure of any information contained in or derived from this report. H H

To the extent permitted by law, the IP Owners take no responsibility for and have no liability for the Internatlonal grOWth
preparation, contents, accuracy or completeness of this report, or the analysis on which it is based. Other . .

than in accordance with any express terms and conditions agreed with CommBank iQ, the information International expansion can unlock
contained within this report (or any extract thereof) is provided in confidence, may only be used for the larger and more lucrative markets for
purpose provided, and may not be copied, reproduced, distributed, disclosed or otherwise made available Australian businesses.

to a third party. This report is provided for general information purposes only and does not contain any

advice for your specific business needs. The views in this report are the views of the authors only, and In this playbook, leading Aussie brands
while every effort has been made to ensure the accuracy of the data and insights Australia Post cannot share essential tips to help bring your

make any warranties regarding the information contained in this report.

business to the world stage.
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