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‘Click to buy’: New figures show the move to online
shopping

FOR IMMEDIATE RELEASE

Roy Morgan data shows major increases in online shopping over the past 12 months, when the
COVID-19 pandemic and lockdowns of varying lengths drove shoppers online. For the first time, a
majority (52%) of computers, tablets, accessories and software was bought online.
In 12 months to September 2019 just over 10% of clothing purchases were made online, but this rose to
26.5% for the 12 months to September 2020. The biggest proportional jump was in the online share of
children’s clothing, from 6.7% to 19.9%, closely followed by men’s (8.6% to 24.1%) and then women’s
(12.4% to 29.3%). Online as a channel for footwear purchasing all but doubled over the period, from
12.5% to 24.6%.
The online channel for small electrical goods also had a marked increase over the same period, more
than doubling from 16.4% of all such purchases being made online to 35.5%. And the percentage of TVs,
home theatre and hi-fi purchases made online jumped from 22.6% to 41.5%.
Online purchasing of computers, tablets, accessories and software was already high, at 42.5%, but it rose
to 52.1% over that period, meaning the majority of such purchases were made online.
Smaller but still significant increases were seen in furniture (for home, office — or this year as never
before, home-office), which increased from 23% bought online to 32.7%, and pet supplies, where
online purchases rose from under a fifth (18.6%) to almost a third (29.5%).
The data comes from Roy Morgan Single Source, the nation’s largest and longest-running program of
research into consumer behaviour and attitudes, continuously conducted year-round.
Respondents were asked about purchases they had made in the four weeks before being surveyed in the
following categories: clothing, footwear, accessories, cosmetics, skincare, fragrances, Manchester, soft
furnishings, homewares and décor, craft supplies, baby and nursery goods, electrical goods, TVs, home
theatre and entertainment equipment, computers, tablets, accessories and software, phones, books and
music, toys and games, sporting equipment, barbecues and outdoor furniture, hardware, DIY and garden
products, car accessories and pet supplies.
Taking these categories as a whole, 30.5% of purchases were made online in the 12 months to
September 2020 (up from 16.9% in the previous 12 months). In all, 10.6 million Australians bought 29
million of these products online in an average 4 weeks during the 12 months to September 2020 – and
that doesn’t include food and grocery shopping.
Hardware, home DIY and plant & gardening accessories is a category that has been slow to go online,
with only 5.2% of such purchases made that way in the 12 months to September 2019. However that
more than doubled during the following 12 months, to 12.6%. Of the categories surveyed the only one
in which less than a tenth of all purchases are now made online is cards and stationery (5.4%).
Roy Morgan CEO, Michele Levine, says:
“The changes we’re seeing here are not solely due to the COVID-19 pandemic, but it has
accelerated the degree to which people have made the switch to online shopping. Obviously
being in lockdown played a major role in that. It’s likely that the absence of many other
distractions and entertainment also factored in, and even with movement freely permitted many
people have retained concerns about mingling with others in stores and shopping malls.
“Another very significant factor in changing shopping behaviour has been the fact that millions
of people moved to working from home in response to COVID-19.
“Our figures show that in May 28% of the workforce, or 4.3 million people, were working from
home. By July that had fallen only marginally to 25%, or 3.9 million, but as of September it had
risen again to 4.2 million, largely thanks to Victoria’s second lockdown. It appears certain that
for a significant number the move to permanently or predominantly working from home is likely
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to persist beyond the current crisis. This clearly has major implications for bricks & mortar retail
outlets, particularly in Australia’s major CBDs.”

Michele Levine is available for interview. Phone (03) 9224 5309
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Purchases made online as a percentage of all purchases in selected categories

Source: Roy Morgan Single Source, October 2018 – September 2019, n=13,117; October 2019 – September
2020, n=27,763. Base: Australians 14+.

To find out more about Roy Morgan Single Source data or to further explore Australian consumer
behaviour call (03) 9224 5309 or email askroymorgan@roymorgan.com.
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