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Shopper Media Group’s Shopper Study

About this Study

Our proprietary survey tool connects with an average 
of 156,000 shoppers per month, prompting them with 
a question as they join the complimentary Wi-Fi 
network in centre.  

Through this tool, Shopper Media can quickly and 
effortlessly tap into the hearts and minds of shoppers 
on any topic on any given day offering our partners a 
chance to better understand their audiences in real 
time. 

Contact us for more information about this study or 
any previous studies.

https://www.shoppermedia.com.au/shopper-study

The Shopper Study Tool

To understand how consumers generally approach End Of 
Financial Year sales and promotions.

Research Objective

This study is based on an online survey of 8,546 Australian 
consumers nationally.

Fieldwork was conducted between the 5-8th March 2021.

SOURCE: Shopper Study EOFY 2021, n=8,546

https://www.shoppermedia.com.au/shopper-study


Increase brand preference before sales begin

Brand preference is vital 

It’s important for brands to stay top of mind, especially 
in the lead up to key sales period when competing for 
consumers attention is at its peak.

Take advantage of the opportunity to also attract new 
customers, 34% of consumers are likely to trail new 
brands and products around key sale events - as the 
risk associated with the purchase is far less when 
compared to full priced items.

Combat clutter

Discount fatigue is a real phenomenon as shoppers 
are bombarded with sales and offers for every holiday 
or social event. 

With retailers discounting more frequently these days, 
it can be hard and even tiresome to figure out what is 
actually ‘a good deal’.

SOURCE: Shopper Study March 20, n=2324



Nearly half of shoppers have 
a set budget planned for key 
sale events

Nearly half (48%) of shoppers usually have a set 
budget and will search for the best value for 
money/ deals.

1 in 5 (22%) shoppers don’t have a budget set 
however are more likely to buy during a sale.

7 in 10 (76%) shoppers agree that EOFY sales that 
offer tax incentives increase their likelihood to buy.

Source: Shopper Study EOFY 2021 n=8546. Q. Which of the following best describes how 
you typically approach retail sales and promotions e.g., EOFY sales.
Q. Do you agree or disagree with the following statement, “during EOFY sales, items that 
offer tax incentives/ deductions increase my likelihood to buy”, n=4029DD



Many shoppers also have a 
Wishlist



It’s paramount to build brand preference in the 
lead up to sales

SOURCE:: Shopper Study Valentine's Day 2021, n=2971, national aged 18+. Filtered to those appliable, Intending to buy a present or somewhat celebrating Valentine’s Day this year. n=1243. 
Q. Do you consider purchasing Valentine’s Day presents from your local shopping centre?

Source: Shopper Study EOFY 2021 n=8546. Q.Which of the following best describes how you typically approach retail sales and promotions e.g., EOFY sales.
Commonbank Household Spending Intentions Series Feb 2021. Shopping Centre News magazine, The Big Guns Edition Vol 39, number 1, 2021

Almost half (48%) of shoppers say they typically purchase more than 

what’s on their wish list when it comes to sale periods

Actual retail spending in February 2021 was stronger than the same 

time last year. We anticipate that as consumer confidence continues 

to rise, so will their level of investment. 

Almost a third (30%) say they only buy what’s on their Wishlist

Advertising ahead of key sale periods can offer brands a competitive 

advantage. 

Advertising on Digital Out of Home in local and essential retail 

environments can provide brands a competitive advantage as it’s a 

cost-efficient, broadcast channel that has proven to be resilient 

during the pandemic.



Categories likely to gain traction at sale time this EOFY
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Source: Shopper Study EOFY 2021 n=8546. Rebased to Australians participating in EOFY sales this year and planning to make an EOFY purchase, n=4029. 
Q. If appliable, what type of EOFY purchases are you planning on making this year? Select any that apply

Top 3 purchase categories:



Likelihood to visit in-store
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The likelihood consumers are to visit retailers in-store prior purchasing goods
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More than a third of shoppers are likely to visit retailers IN-STORE 
before purchasing goods, regardless of the category

• 46% of shoppers say they are very likely to 

visit a retailer upon purchasing technology 

or office equipment

• 38% of shoppers say they are very likely to 

visit a retailer upon purchasing small 

electrical goods/ appliances/ outdoor 

furniture.

• 37% of shoppers say they are very likely to 

visit a retailer upon purchasing indoor 

furniture and décor.

Source: Shopper Study EOFY 2021 n=8546. Rebased to Australians pparticipating in EOFY sales this year and planning to make an EOFY purchase, n=4029. 
Q. If appliable, what type of EOFY purchases are you planning on making this year? Select any that apply
Q. Of the categories you selected (if any), how likely are you to visit retailers in-store prior purchasing the goods



Local shopping centres are 
resilient

Source: Shopping Centre News magazine, The Big Guns Edition Vol 39, number 1, 2021

The pandemic restricted movement around 

Australia, in particularly in CBD areas where 

retailers experienced a strong decline in traffic 

and economic activity. 

As a result, suburban shopping centres increased 

in popularity as people began to rely more on 

local centres for essential retail needs.

“Supermarket anchored centres have proven to be 

relatively insulated from the disruptions of COVID-

19. The strong level of rent collection, stable foot-

traffic figured and supermarket sales growth 

reported by convenience centres landlords 

illustrates the resilience of this sector in 2020.” 

Lachlan MacGillivray, Head of Retail Investment Services Australia, Colliers



Shopper Media’s network combined with animated creative helps advertisers to 
combat consumer discount fatigue

1 in 2 shoppers agree they will go out of their way to 
search for a bargain! 

With retailers frequently discounting, it can be tiresome to figure 
out what is actually ‘a good deal’.

Retail digital panels can help brands cut through the clutter and 
optimise campaign objectives.

Furthermore, our latest Neuro-insights study has revealed that 
animated creative in shopping centres trigger higher peaks of 
memory encoding, more frequently than non-animated sites. 

Advertising on Retail Digital Out of Home in the lead up and 
during key sale events can offer brands a competitive advantage 
and a cost-efficient channel that has proven to be resilient during 
the pandemic.

Animation is 201% 

more effective than 

static advertising

Source: Roy Morgan Research Sept 2020. Neuro-Insight, 
The Power of Animation 2020 commissioned by Shopper Media

Consumers are 2.5X more 

likely to take a second look 

at your creative if it’s 

animated



Thank you.
For further information please contact your Shopper Media representative 

or marketingandinsights@shoppermedia.com.au

mailto:marketingandinsights@shoppermedia.com.au

