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Theimportanceof e-commercecontinuousto grow. More and more people
buy their productsand servicesonline and they do so from variousplaces,
such as at home, at work, en route or in the highstreet and sometimes
alreadyonline in the store. Meanwhile, e-commercehas becomea major
influenceon the Europeareconomy Whereasthe EuropeanGrossDomestic
Productwasmore than €16.4trn in 2013 the e-GDPaccountedfor 2.2% of
this number. In addition, e-commerceis responsiblefor the creation of
manynew jobsandall this makesit a significanteconomicpowerin Europe

Measuringthe size and growth of the e-commercesector in Europeand
aroundthe globeis vital for understandingts economicimpactand growing
contribution. EcommerceEuropestrongly believesthat it is with economic
factsthat messagesn supportof our industry canbe heard Therefore,we
are delightedto presentthe secondedition of the EcommerceEuropeB2C
ResearctReports After the initial year, our reports are now an established
phenomenonwithin the Europearlandscapeof e-commerce

In total, Ecommerce Europe annually publishes several reports, five
comprehensiveaegionalreports (WesternEurope, Northern Europe,Eastern
Europe, Southern Europe and Central Europg and a number of global
reportsanda Europearreport.

Throughthe EcommerceEurope B2C ResearchReportswe want to share
our knowledgewith our readersaroundthe world. By meansof figuresthat

are basedon the GlobalOnlineMeasurementStandardfor B2CE-=Commerce
(GOMSECQC)interviews with e-commerce experts and clear tables and

infographics, we provide online retailers and other stakeholderswith

practicalmeansthat canhelpthem to optimizetheir businesses

EuropeaB2C Ecommerce Reports 201.

Preface

Naturally, we could not have realizedthese reports without the of others
Therefore we want to use this opportunity to expressour gratitude to all
participating national associationsand their individual research partners for
providinguswith the requireddataandinformation. We would alsolike to thankall
participating company members, businesspartners and stakeholdersfor their
involvement In addition, we are very gratefulto the expertsacrossthe world who
selflesslyinvestedtheir time and effort to sharetheir insights And finally, a special
word of thanksgoesto our sponsorsGlobalCollectinformaticaCorp,RichRelevance
and Salesupplywho enableusto makethe reports widely available,andto GfKfor
their closecooperationandinvolvement

If you would like to receive additional information, purchasereports or become
involved with EcommerceEuropeor one of our national associationsso that you
can receive the reports for free, please contact us via our website
www.ecommerceeuropeeu or send us an email at research@ecommeree
europeeu.

Francois Momboisse Wijnand Jongen

NEO, T

President of Ecommerce Europe Chair of the Executive Committee
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This report is powered by the following partner:

GfKis the trusted sourceof relevantmarket and consumerinformation that enablesits clientsto make smarterdecisions More than 13,000
market researchexperts combinetheir passionwith D ¥ Y8Qyearsof data scienceexperience By usinginnovative technologiesand data
sciencesGfKturns big data into smart data, enablingits clientsto improve their competitive edgeand enrichO 2 y" & dz¥xexigncesand
choices

GlobalCollecis the most knowledgeableglobal PaymentServiceProviderin the world, processingnternational e-commercepaymentsfor
more than 6000f the 2 NImBs®écognizede-commercebrandsin the digital goodsand servicestravel, retail and video gamingindustries,
amongmanyothers Df 2 6 | f /bisihdsdbtéllig&héetools, ManagedrFraudServicesind more than 400 paymentsexpertshelp our clients
elevatetheir paymentstrategiesto becomea strategicassetto their companies

InformaticaCorporation(NasdaciNFA is the 4 2 NInirDer one independentprovider of data integration software Organizationsaround

the world rely on Informaticato realizetheir information potential and drive top businessmperatives InformaticaVibe,the A y R dz&irgtNE Q
and only embeddablevirtual datamachine(VDM),powersthe uniqued a I Qnte DeployAnywhereé capabilitiesof the InformaticaPlatform

With regardto information technology Informaticahelpswhereverpossibleby deliveringthe right datain the right wayto the right users

RichRelevancks the globalleaderin omni-channelpersonalizationMore than 160 companiesin 40 countriesuse RichRelevanct turn data
into actionableinsight,which deliversthe mostrelevantexperiencefor consumersasthey shopacrossweb, store and mobile. RichRelevance
drivesmore than one billion decisionsevery day, and hasdeliveredover $8 billion in attributable salesto its clients, which include Target,
Marksé& Spenceiand PriceMinister

Salesupplyis a global e-businessservicescompanythat enablesonline retailers to achieve profitable international growth faster, more
efficiently and with relatively low costs Salesupplyprovides a full range of solutions ranging from researchand strategy, to effective
localizationof online shops followed by completeoperationalsupport, traffic generationand brand management
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Thegrowth in e-commercecontinuesacrossthe marketsof WesternEurope with
a number of countries still having relatively low levels of online shopper
penetration there is great potential for the future. The opportunities for e-
commerceexpansiorto take more of the overallshoppingbasketare clearto see,
with crossborder selling acceleratingand more people becoming comfortable
shoppingonline.

GfK recognizesthe importance that e-commercebusinessessuch as retailers,
manufacturersand distribution and transport companies,have in 2014 The
consumer has more information than ever before and it is a rare customer
journey that does not have an element of online at some point in that path;
whetherthat be at the researchstageor the final purchasedecision

Pocketstores

The continued cumulative growth in smartphonesand tablets leadsto an ever
increasingnumber of accesspoints to the e-commerceworld. Many people are
now on second or third-generationtablets leadingto a number of households
havinga number of thesedevicesin the home With the smartphonerarely being
more than a meter from the owner at anytime it is clearto seethat everyoneis
literally carryinga million or more storesin their pocket

The challengefor Western Europeanretail remainsthe same how to increase
levels of conversionfrom browser to buyer. The need for a seamlessuser
experience across each device used cannot be overstated in terms of its
importance The customer journey must be made as straightforward as the
customerdesiresandanycomplexityeliminatedaltogether.

t 2Z03YYENDST2RNI S

The Importance of £ommerce

Succegriteria

GfKmakesuse of the latest researchtechniquesto understandeachelement of
the customerjourney, from trigger through to final checkout By lookingat each
elementof the experienceand understandinghe wayit integratesinto the bigger
picture, we are ableto recognizethe key criteria that drive successBylookingat
how brandsand retailers are perceivedby customersand how this perception
translatesto saleswe canshowthe impactthe dza SexXferencehason the final
decision

Asa globalbusinesswe are ableto contextualizethe impact shoppinghabits are
having on Western Europeane-commerceplayers The crossborder nature of
global retail and the ability to have products and servicesdelivered on a daily
basisfrom all cornersof the globe cannot be discounted Whether there is an
opportunity to take advantageof this or aneedto createa defensivestrategy,GfK
hasthe insightto evaluateall relevantelements

Understandingwhat drives or restricts salesand
then actuallybeingableto benchmarkthose salesis

going to continue to be important to all online
players, and ultimately the ability to increase
conversionand reduce abandonmentis going to
come from a clear interpretation of the insightsto
be derivedfrom the datathat exists

Andrew Phipps
Global Director at Gf
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Europeis a mature e-commercemarket, but it changesand evolvesconstantly
For merchants,there is still plenty of opportunity for growth by expandinginto
new Europeanmarkets However,the unique dynamicsof the Europeanmarket

placedo require carefulconsideratiorand planning

While selecting the right payment mix per country is the necessarybasis,
successfuimerchantsalsoanticipateand act on macrotrends, suchaschangesn

the regulatory environment, or in consumerbehavior and expectations At the

same time, these merchants actively analyze and optimize their businesses
throughaggressivéraud managemeniandthe applicationof big dataanalytics

Mobile first strategy

In 2014, mobile commercewell and truly arrived in Europe The use of mobile
devicesfor online shoppingand paymentsis acceleratingwith Swedenand the
UKin particular matchingthe global leadersin mobile shopper penetration In
addition, merchantsthat haveadoptedthe mobilefirst strategyin both checkout
andpaymentpagesare seeingconsiderablyhighersuccessates

Bigdatato monitor risksand identify opportunities

Another big trend that is further maturingin 2014 is the applicationof big data
analyticsand visualizatiorto the domainof online payments Ecommerceleaders
suchas Amazonhave been applyingbig data for yearsnow with the objective of
building sophisticated profiles of their consumers for Conversion Rate
Optimization(CRQ)Andwith goodreason

Crosshorder paymentscan quickly becomevery complexand hard to manage
Huge volumes of data need to be analyzedin order to identify issuesand

9 dzNRB LIS | vy

Key Trendsand Best Practicefor Crossborder Ecommerce in Europ:

a | NJ

opportunities By applying analytics and visualization to payments data,
merchantscantrack and compareperformanceper country, per paymentmethod
or pertime period,andtake appropriatestepsto optimize processes

Combatingsophisticatedfraud

Fraudis a fact of life for merchants Thisis particularly true for international
merchants,becausecrossborder paymentshave significantlyhigher fraud rates
than domestic payments Increasingly, sophisticated fraudsters also take
advantageof the shift to mobile payments,where fraud lossesare higher as a
percentageof revenue

However,rather than acceptingfraud as a cost of doing crossborder business,
merchantscan take action to minimizeits impact In addition to improving the
bottom line, this also limits the risk of the kind of reputation damagesthat go
handin-handwith onlinefraud.

Theyearof SEPA?

Finally,2014 is a watershedyear for crossborder
payments in the Single Euro Payments Area
(SEPA)Thegoalof SEPAsto createa harmonized
payments infrastructure throughout the SEPA
countries Thisisdonethroughthe useof common
paymentinstrumentsand standards supportedby
aregularandacceptedegalstructure.

JohnSnoek
GlobalVice President Marketing at GlobalCollec




* ’
* ECOMMERCE a L

% EUROPE
* *
* p Kk
A lot is changingin the landscapeof e-commerce For example,the & Sia e-
commerceis disappearing Thereis no longer a strict separationbetween online
retail and shoppingat bricksand-mortar shops,as all purchaseswill take place
throughomnichannetletailing

Bythe end of 2013 36% of in-store purchasesvere influencedby digital devices,
for instance as consumerscompared prices through comparisonwebsites or

looked for additionalinformation. Thisnumber is expectedto haveincreasedto

around50%at the end of 2014

Companieshave to be aware of these developmentsand invest sufficiently in
reachingcustomersthrough the severaltouch points. Thisway, they will be able
to create a flawlesscustomerexperiencewhich is very important for attracting
andholdingonto customers

Realtime experience

Thebiggestchallengefor companieswill be reaktime experience Forcustomersit
will not be enoughto receive information tomorrow or even later today, they
want it right away. In other words, fast anticipationis key. By 2017, customer
experience is what buyers are going to use to make purchase decisions
Therefore,only companieghat candeliverinstantinformation will be successful

In order to achievethis, retailers must be able to predict the next purchasesof

customers Whenshoppersare aboutto makea purchasemerchantsshouldoffer

enticing product and/or servicebundles In addition, once a purchasehas been
concludedcustomersshouldlater receiverecommendationghrough all channels
regardingproductsand/or serviceghat might be interestingto them.

T 2 NI | BSA

Omnichannel Tomorrow Means Predicting the Next Logical Purchase Every

WS f &Sdt Gy

To be able to do this, the motto of offering the right product to the right

customer, in the right place and at the right time shouldbe in the 02 Y LI Y ¢

mindset In addition, it needsto have the proper technologyto execute this
strategy

Brand-switching

A final aspectthat will be very important in the upcomingyearsis the apparent
lackof brandloyalty. In the US,75%of the consumersstate that they easilyswitch
between brands, and for the rest of the world this rate amounts to 60%
Consumergeceivean overloadof information and in combinationwith the total
transparencyof the markets, buying somewhereelse is just one click away.
Companiesaveto dealwith this by ensuringthat their marketingactivitiesonly
containrelevantinformation. CommerceRelevancyis taking omnichannelto the
nextlevelfor customerexperience

Ben Rund
Senior Director Produciarketing
at Informatica Corp
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Themature online retail marketsare alreadyhighly saturatedand competition is
intense To make sure that consumerschoose,and continue to choose, your
productor serviceover that of your competitors,you haveto standout from the
crowd. Naturally,there are numerousway to achievethis, but in my opinion the
bestwayto goisto optimizeyour personalization

Timesare a-changing

When shoppingin a brick-and-mortar shop, personalizationis a very common
aspect When consumersgo to the store, they seek advice from the skilled
salesclerkwho is then ableto personallyhelp the customerto the best of hisor
her abilities However,as shoppinghasincreasinglyshifted to the Internet, it has
becomemore difficult for companiedo personalizetheir services

Still, e-commercepersonalizationis by no meansimpossible On the contrary, as
in my opinion it is even vital for a companyto survive in this day and age
Unfortunately,it is not possibleanymoreto matchone employeeto one customer
at atime. Therefore,you will haveto find new waysto accomplistpersonalization
in your customerservice

Possibilities

What web merchantscando is usingthe information that online customersleave
behind when browsing the Internet, for examplefor welcomingthem back to
their site. Also, people like to follow trends and online shop owners should
anticipate this by making suggestionsbasedon what is popular at the moment
andonthe O dz& (i 2 shidppldgEehavior

dPersonalizations VA (i

Making Customers Feel Special Is the Key to Increasing Conversiot

Other possibilitiesto personalizeyour websiteinclude providing consumerswith
the opportunity to give feedback,keepingthem up to date about their orders,
andprovidingthem with aftercareoncethey madea purchase

Advantages

Personalizationmakes your customer feel less anonymous, which they will
appreciate Asa resultthey are more inclinedto chooseyour product or service
And, perhaps even more importantly, if they are pleasedwith the way your
companythreats them, they will keep comingbackto you and probably provide
youwith veryvaluableword-of-mouth advertising

Companiesas Amazonand Netflix are the living proof that personalizationvorks
Theyhaveusedthis tool for manyyearsand asa result, their websitesthink along
with customers Potential buyersare now provided with reasonablesuggestions
basedon previoussite visitsand purchasesMakingtheir customersfeel specialis
one of the reasonsvhy Amazonand Netflix are so successfuhowadays

PontusKristiansson
Vice President EMERichRelevanc
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Western Europe seemsthe market all foreign e-commercecompanieswant to
conquer Internet penetrationlevelsare high, the populationis relatively wealthy
and peopleare fairly advancedin acceptingtechnologyas part of their shopping
journey. However,this also makesthis mature market a difficult one: customer
expectationsare high, competition is fierce and many of the latest trends have
alreadybeendiscovered

WesternEurope

If we look at the UK, for instance,it is a true growth hub for e-commerce
innovation Companiessuchas fashionpure playersASOSnd Bohoacom, both
with a blunt and successfuinternationalizationstrategy,are the proof of this. Hot
topics and industry hypessuch as online grocery shoppingand clickand-collect
havebeenpickedup andintegratedby Tescoand Ca yearsagoand are long part
of the Britisha K 2 LJlei@ryjidayiXe.

In the Netherlands,bol.com is probably he only successfulnational fortress
against Amazon It has relentlessly worked to build its product proposition,
customer loyalty and servicelevels In addition, sinceits acquisition by Ahold
(holding behind the Albert Heijn supermarket chain, among others), it has
constructeda solid multichannel proposition that allows customersto pick up

their order in supermarketsstoreswith very lean openinghours Albert1 S A 2 Ve are still opportunities building trust cross

immensestgre network might be just the competitive advantagebol.com needs
to keepW AQR&dzysafelE Q

Franceis an interestingmarket from severalperspectivesMany successfutross
border conceptscomingfrom Franceare former distancesellingcompaniessuch
asLaRedouteand 3 SuissesTheyare still strugglingto succeedn the new

20 € AT

E-commercein Western Europe: Maturitynnovation andFullof Opportunities

dynamicsof retail. In addition, Pixmania,a pure player that was very eagerto
internationalize, has entered rough waters On the other hand, shoppingclub
VentePrivee,the pioneerof the flashsalebusinesshasmeanwhilegrown out to
be the largestFrenche-tailer and it flourishesinternationally, despite legionsof
similarconceptsbeinglaunchedeveryday.

Belgiumtypicallyis a marketthat Dutchand Frenchcompaniesvant to enter with

their national sites, and preferably without much effort. However,the Belgians
naturally havetheir own culture, shoppingbehavior,specificlanguagessuesand

so on. That makesthis market challenging Companiesneed to realizethat just

offering shipment there will not suffice in the longrun: good localization is

necessaryevenif the languagasfairly the same

Crossborder
What | think is striking is that many shoppersof the mature and wealthy EU
countriesin WesternEuropestill buy mainlyfrom local sites If we take a look

awayfrom AsosZalandoBoohooand Ca, we also
see that many SMEretailers still have ground to
cover within the Western Europeanregion and
move beyond their own borders That is where

border, makinguse of the possibilitiesthe EUhas
openedup for trading acrossborders, taking care
of good localization and understanding the
markets! Henning Heese
CrossBorder ECommerceSpecialist
and BoardMember atSalesupply A
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jobsdirectly orindirectly viae-commerce

online businesses

3.7 billion+

number of parcelsannually (e)
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Top 5 mature e-commerce
countriesin turnover

UK € 107.1 bn
Germany € 63.4bn
France € 51.1bn
Austria € 10.9 bn
Netherlands € 10.5 bn

Top emergingcountries

Russia € 15.5bn
Spain € 14.4bn
Italy € 11.2bn
Poland € 5.2bn

816 million

people live in Europe

565million

people use thenternet

264 million

people are eshoppers

€ 363.1bn

E-commerce Turnover

Goods &Services

46%
Services

Estimatedshare of
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Country (EU28 Capital VAT Currenc Population EU28 .
Austri = : Vi : 20% | E EU 4 EU28 EUcountries
ustra enna ’ uro (EUR) Amn Thecontinentof Europeconsistsof 47 countries,of which 28 countriesare
Belgium* Brussels 21% Euro (EUR) | 11.1mn EU28 . . .

. , membersof the EuropeanUnion In the table we provide an overview of
Bulgaria Sofia 20% Lev (BGN) 7.2mn EU28 the EU b in alohabeticorder. It includ | tinf ti h
Croatia Zagreb 25% | Kuna (HTK)| 4.2mn | EU28 e EUmembers,in alphabeticorder. It includesrelevantinformation, suc
Cyprus Nicosia 18% | Euro (EUR) | 0.8mn | EU28 asthe cur_rencyof gachcountry aswell astr_\elr respectiveVATrates More
Czech Republic | Prague 21% | Koruna (CZK) 4.4mn | EU28 elaborateinformationon VATcanbe foundin the countryreports.

Denmark Copenhage| 25% | Krone (DDK) 5.6mn EU28 )
Estonia Tallinn 20% | Euro (EUR) | 1.3mn | EU28 Establishment
Finland Helsinki 24% | Euro (EUR) | 5.4mn | EU28 The EuropeanUnion is an economicand political partnershipbetween 28
France* Paris 19% | Euro(EUR) | 65.5mn | EU28 Europeancountriesand wascreatedin the aftermath of the Secondworld
Germany Berlin 19% | Euro (EUR) | 82.0mn | EU28 War. Initially, it was establishedto foster economiccooperation,the idea
Greece Athens 19% | Euro (EUR) | 11.0mn | EU28 being that countries that trade with one another become economically
Hungary Budapest | 27% | Forint (HUF) | 9.9mn | EU28 interdependentandwill therefore be more likelyto avoidconflict
Ireland* Dublin 23% Euro (EUR) 4.5mn EU28
Italy. R.ome 22% | Euro (EUR) | 59.6mn EU28 Organizations
Lani Riga 212/° LEE D) 2Ol (EDZE Today the EUis the most important collaborativepartnershipin Europe
Lithuania Vilnius 21% | Lias(LTL) | 29mn | EU28 The participating countries establisheda number of organizationsfor this
Luxembourg* Luxembour 15% | Euro (EUR) 0.5mn EU28 . . .
Union, to which they have transferred a part of their powers These
Malta Valletta 18% | Euro (EUR) 0.4mn EU28 . . . .
organizationdncludethe EuropeanParliament,the EuropeanCommission,
Netherlands* Amsterdam| 21% | Euro (EUR) | 16.7mn EU28 the E c iandthe Courtof Justiceof the E Uni
Poland Warsaw 23% | Zloty (PLN) | 38.5mn | EU28 e EuropearCouncibndthe Courtof Justiceof the EuropeariJnion
Portugal Lisbon 23% | Euro (EUR) | 10.4mn EU28 . . .
Romania Bucharest | 24% |NewLeu(RON) 20.0mn | EU28 The cooperation pgtween fthese members statesis characterizedby far-
Slavelia Bratislava | 20% | Euro (EUR)| 5.4mn | EU28 reachingeconomicintegration In 1986 the tariffs betweenmemberstates
Slovenia Ljubljana 22% | Euro (EUR) 20mn | EU28 were abolished, creating one internal market In addition, 12 member
Spain Madrid 21% | Euro (EUR) | 46.7mn | EU28 statesdecidedto introduce one commoncurrency(the euro)in 1998 and
Sweden Stockholm | 25% | Krone (SKK)| 9.5mn | EU28 later on this Eurozonevasexpandedo 18 countries
United Kingdom?{ London 20% | Pound(GBP) [ 63.8mn EU28 * Countries covered in Western report
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M-commerceis booming Continuouslyonline

In both Europeand aroundthe world, the use of mobile Internet As it has been said many times before dThe .

for searchingand purchasinggoods and/or servicesis rapidly consumeris always connected. Onlineonly as well

increasing After the confirmation of the breakthroughin 2012 as multi-channeland omnichannelretailers must be (’TM

last year was definitely the year of explosivegrowth. Not justin aware of that on-goingtrend and enable consumers

the mature Westernand Scandinaviaimarketsbut certainly also to usemobileintegratedplatforms % é/

in the emergingmarketsin Southand EasternEurope More and
more Internet users are using their mobile devices, especially The estimated growth rates come mostly from the

a"Wﬂ:{/y
smartphonesandtablets,to goonline. volume of mobile buyers and not from each MW»

& K 2 LILJAdWadual consumption In fact, the

All expertsand forecastsagreethat 2014 will be another year of averageannual spendingof each Europeanmobile
rapid growth of mobile commerce Thefast paceof m-commerce buyer will rise only by 12.9%, from €201 in 2011to
growth is helping to drive overall e-commerce growth. It €227in 2017

converts potential bricksand-mortar salesinto digital salesfor
consumersvho usetheir smartphonesandtablets while shopping

in-store.
30 ~
24 ESTIMATERIOBILESALES 2012 2013
25 - The estimated mobileales as percentage, per country BaEcommerce " "
sales in 2012 and 2013:
20 A
15 13
15112 1 1 10
8 8 8 8 8
10 1 6 6 6
5 5 4 4.4 4 4 4.5
1.7 .
& @ © 2 > Y 2 & @ >
© 3 ® ) 3 & » & & B R
o&& »&‘\'b W .o*\'b o@‘& ¥ <& * & &
N
‘9‘? ée' 9"‘ Source Eurostat, Ecommerce Europe, 2014
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