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About Hitwise

About Hitwise

• Source of online information on 
how 25 million people interact 
with over 1.4 million online 
businesses across 160 industry 
categories every day

• Partnerships with ISP’s across 
Australia anonymously monitoring 
internet usage of approximately 3 
million Australians

• 1400+ Corporate, Government and 
Education clients worldwide.

• Operations in the US, UK, Australia, 
New Zealand, Hong Kong and 
Singapore

• Acquired by the Experian Group in 
April 2007
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Agenda

In this presentation we will cover:

• Global Trends in Online Retail

• Australian Online Sporting Retail – Where it’s Placed

• Market Analysis – Home and Abroad.

• Online Consumer Behaviour – Who is Shopping Online 
and Why?

• Strategies for Online Marketing

• Summary and Conclusion
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The Changing Landscape Online 

USA
• 2007 total e-commerce sales grew by 19.8%

• Search engine marketing grew by 30% to $12.2 billion in 
2007

UK
• 2007 total e-commerce sales grew by 54.0%

• 15% of all British retail sales took place online last year.

Australia
• Online advertising worth over $1.3 billion.

• Digital advertising grew by 30% last quarter over the same 
period last year.

• In 2008, the Australian public will spend over $12 billion on 
goods and services over the Internet.
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Online Market Share Comparison
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Local vs International Attention

USA (Sport & Fitness) UK (Sport & Fitness)

Australia (All Shopping) Australia (Sport & Fitness)
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Top 20 US Shopping Sites – Sport & Fitness

• Majority are full 
service retailers 
(Stores, Mail Order 
&  Online)

• Low number of pure 
online businesses

• Category dominated 
by hunting, fishing & 
outdoor.

Period: Month of April 2008

Metric: Visits©2008 Hitwise Pty. Ltd. All trademarks and logos are the property of their respective owners. All rights reserved.



Top 20 UK Shopping Sites – Sport & Fitness

Period: Month of April 2008

Metric: Visits

• No full service 
businesses 
represented.

• Majority are 
traditional Bricks & 
Mortar retailers with 
an online presence.

• Wide mix of sports 
represented.

• Wide distribution of 
market share.
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Top 20 AU Shopping Sites – Sport & Fitness

Period: Month of April 2008

Metric: Visits

• Mail order not a 
strong factor.

• Outdoor and 
cycling sites 
dominate.

• Online traffic share 
is generally not in 
line with the retail 
market.
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Category Detail – Online Sporting Retail
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Category Detail – Online Sporting Retail
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Lifestyle Segmentation – Mosaic Australia 2008

Older blue-collar workers and retirees in country and 
coastal locations 

Community 

Disconnect 
K

Low income, low-spending households in major regional 
and outer metro areas 

Suburban Subsistence J

Rural landowners and workers in agricultural heartlands Farming Stock I

Anglo-Australian blue-collar families in provincial 
settlements 

Provincial Optimism H

Students and professionals living in high density, lower cost 
suburbs 

Learners & Earners G

Medium to high density areas with much cultural diversity Metro MulticultureF

Mixed family forms with stretched budgets in outer suburbs Family Challenge E

Young families living in recent developments on the fringes 
of major cities 

Pushing the 

Boundaries 
D

Educated and high-earning young singles and sharers in 
the inner suburbs 

Young AmbitionC

Wealthy areas of educated professional households Academic Achievers B

The most affluent families in the most desirable locations Privileged ProsperityA
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Lifestyle Profile – Sport & Fitness Shoppers

Privileged ProsperityA

Mosaic Group Profile: April 2008
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Lifestyle Profile – Sport & Fitness Shoppers

Academic Achievers B
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Lifestyle Profile – Sport & Fitness Shoppers

Pushing the 

Boundaries 
D

©2008 Hitwise Pty. Ltd. All trademarks and logos are the property of their respective owners. All rights reserved.



Lifestyle Profile – Sport & Fitness Shoppers

Provincial Optimism H

©2008 Hitwise Pty. Ltd. All trademarks and logos are the property of their respective owners. All rights reserved.



The Importance of Paid Search

• 15% of search traffic is from paid sources

• Analyse paid & organic traffic split to determine search marketing strategy

• Bidding on both brand & generic search terms with ‘jobs’ driving 3.65% of search 
traffic, 23.59% of which is paid
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New & Returning Visitors

• New Visitors –

identify new lead sources

• Returning Visitors –

loyal user base 

behaviour

• Find online partners & 

affiliates
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Summary

In Conclusion:

• Sporting Goods generally not well catered for online in AU.

• Online sales growth continuing to outpace bricks & mortar 
in the US and the UK.

• Evidence supports changing attitude to online purchases 
by the Australian consumer.

• Online marketing not yet widely adopted in Australia when 
compared to other markets.

• Times are a changin’ (Rebel Sport, JB HiFi, Harvey 
Norman Ofis)
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Learn More

• weblogs.hitwise.com

• www.hitwise.com/datacenter
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Thank You!

Tim Lewis

Director – Research & Development

Email: tim.lewis@hitwise.com

Internet: www.hitwise.com
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