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A word from Ecommerce Europe

Onlineretail continuesto grow significantly Whereasretail in generalis still facingdifficult times, the Europeanecommerce
turnover still managedo increaseby 15% to €530billion in 2016 We cansafelystate that onlinetradingis hereto stay.

Naturally,as EcommerceEurope,we are very pleasedwith these figures, as stimulating Europeanecommerceis one of our
main objectives We strive to create a level playingfield for online trading in EUcountriesand our work is more likely to be
successfuwhen we gather the right facts & figures This EuropeanB2C EcommerceReport provides us with the right
ecommercefacts, figuresand trends. As a result, these reports offer great insightsinto Europeanecommercemarketsand
containvaluableinformationfor companieghat wantto start crossbordertradingin Europe

Therefore,we would like to thank the EcommerceFoundationfor their hard work in creatingthis report. Becauseof their
meticulousresearchwe now havea strongbasisfor our activities If you like to becomeinvolvedwith EcommerceEuropeor
one of our national associationspleasecontact us through our website www.ecommerceeurope.eu or sendus an email at
iInfo@ecommerceeurope.eu.

FrancoisMomboisse
President
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Ecommerce Europe, the European Ecommerce Association

About Ecommerce Europe

Throughits 20 national associations EcommerceEurope representsover
25,000 online shops across Europe Its mission boost the ecommerce
industry by helpingdecisionmakersshapepoliciesfit for future sustainable
growth. To do so, EcommerceEurope takes initiatives to come up with

innovative market solutions, providesa platform for expert discussionand
facilitatesconnectionsbetween online retailersand relevant stakeholders|t

also highlightsthe importance of ecommerceto the economythrough the

provision of in-depth research on the European and global markets

Additionally, Ecommerce Europe stimulates the industry by developing
initiativeslike its EuropeanTrustmarkiabel

Who canbe involved?

Ecommerce Europe welcomes national ecommerce associations and
companiesselling goods and/or servicesonline as (company) members
Besidesthis, it invites preferred suppliersto the Europeanecommerce
industry and other organizationsand b D h €e&ted to the ecommerce
industry to becomepartners Membersand partnersof EcommerceEurope
benefit from a wide variety of things they are informed about and can
influence Europeanregulation, share and exchangeknowledgewith other
stakeholders, network with peers and boost the visibility of their own
organizationsat the eventsthat Ecommerceéeuropeorganizes
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EcommerceEuropeWorking Committees
EcommerceEuropefocuseson sixkey policy areascoveredby its
WorkingCommittees

A e-Regulations (consumer & contractual policies, internet
security& dataprotection, ePrivacytaxation,competition)

A e-Paymentgonlinepayments e-identification)
A e-Logisticgcrossborderparceldelivery)

The Working Committee meetingsare an excellentopportunity
for industry representativesfrom all over Europe to come
together to shareinformation and best practicesand to discuss
obstacles they face in their daily ecommerce operations
Ecommerce Europe shares the outcomes of its Working
Committee Meetings with Europeanpolicy makersthrough its
PositionPapersandits EcommercdeuropeManifesta

www.ecommerceeurope.eu

Address: Rue deTrevess9-61, 1040 Brussels (Belgium)
Tel: +32 (0) 2502 31 34
Email: info@ecommercesurope.eu
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Ecommerce Europe National Association Members
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France Germany Greece Hungary Ireland
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Italy Luxembourg Netherlands Norway Poland

i O ASSOCIAGHO DA
ECONOMIA DIGITAL

Portugal Spain Romania Switzerland Bulgaria

. netcomm ’

A MAGAZINELOR ONLINE ecommerce association
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http://www.ecommerce-europe.eu/national-associations/netcomm
http://www.ecommerce-europe.eu/national-associations/adigital
http://www.ecommerce-europe.eu/national-associations/becommerce

Thank you

Thankyou for downloadingthis report. Thisreport describedoth the commercialopportunities,aswell asits challengedor
the main ecommercemarketsin Europe Europeis (slowlyand with hiccups)movingtowards a more uniform market While
crossborderecommerceis increasingthere are still manybarriersto overcome We hope this report will help you overcome
anychallengesn sellingonlinein the Europearmarket

The EcommerceFoundation is an independent non-profit organization, initiated by worldwide national ecommerce
associationsaswell asonline and omnichannekellingcompanies Our missionis to foster globaldigital trade, aspeaceisthe
natural effect of trade. Byfacilitatingdigital commercewe hopeto makethe world a slightlybetter place

We especiallywould like to thank our ReportPartners namelyEuroCommerceAsendiaManagement,IngenicqQ Manhattan
AssociatesSAPHybris,and GfK Without their support, this report would not havebeencreated Moreover,a greatamount
of gratitudeis extendedto Ecommercdeurope the Europeanecommerceassociatiorfor their unendingsupport

If you like our reports, pleasevisit www.ecommercefoundationorg/reports to downloadour
free reports. Yourfeedbackis alsovery muchappreciated Pleasecontactus P
at info@ecommercefoundatiororg. =

Jorij Abraham
MD Ecommerce Foundatio
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Ecommercas changing our sector fundamentally, creating new business opportunities and models, new jobs, and new f
of interaction with consumers, with many consumers buying online and more retailers selling online. Growth in ecommer
Europe is in double figures, and set to go on growing fast. Europe needs to shape its policies to allow consumers andre
make the most of the potential of a market of 500 million Europeans. As the principal organisation representing retail
wholesale in Europe, we decided to support the European Ecommerce Report 2017. The report is unique in the scope
depth of its analysis of this growing market and sound methodology and research
on which the Ecommerce Foundation based its work

Christiariverschueren =
DirectorGeneral -

P o
EuroCommerce
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A Thank You to our Report Partners

ASENDIA

BY LA POSTE & SWISS POST
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Asendiais one of the ¢ 2 NJtoR t@rée international mail, shippingand distribution organizationsgeliveringyour packagesparcelsand documentsto more
than 200 destinationsacrossthe globe Formedasa partnershipbetweenLaPosteand SwissPostin 2012, the Asendiabusinessemploysmore than 1,000
peopleworldwide, hasofficesin 15 countriesanda globalnetwork of deliverypartnersto getyour packagevhereit needsto be, whenit needsto getthere.

GfKisthe trusted sourceof relevantmarketand consumernnformation that enablesits clientsto makesmarterdecisionsMore than 13,000 marketresearch
expertscombinetheir passionwith D T Y8Qy#&earsof data scienceexperience By usinginnovativetechnologiesand data sciences GfKturns big data into
smartdata, enablingits clientsto improvetheir competitiveedgeandenrichO 2 y a dz2&%feNdd@sandchoices

IngenicoePaymentss the online and mobile commercedivisionof IngenicoGroup We are the trusted partner of over 65,000 smalland largemerchantswho
rely on usto make paymentseasyand securefor their customers With advanceddata analytics,fraud managementsolutionsand crossborder commerce
expertise we helpmerchantsoptimizetheir businessandgrow into new marketsaroundthe world.

Manhattan Associatess a technologyleaderin supplychainand omni-channelcommerce We unite information acrossthe enterprise,convergingront-end
saleswith backend supplychainexecution Our software, platform technologyand unmatchedexperiencehelp drive both top-line growth and bottom-line
profitability for our customers Manhattan Associateslesigns builds and deliversleadingedge cloud and on-premisessolutionsso that acrossthe store,
throughyour network or from your fulfilment centre,you are readyto reapthe rewardsof the omni-channelmarketplace

SAMHybrissolutionsprovideomnichannekustomerengagementnd commercesoftwarethat allowsorganizationdo build up a contextualunderstandingof
their customersin real time, deliver a more impactful, relevant customerexperience and sell more goods,servicesand digital content acrosseverytouch
point, channeland device SAPHybris software for customer engagementand commerce provides organizationswith the foundation, framework and
businesgoolsto createa holisticcustomerview acrosschannels simplifycustomerengagementind solvecomplexbusinesgproblems
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A Brief Introduction to Europe

In classicalGreekmythology, Europais the name of either a Phoenicianprincessor of a queen of Crete The name containsthe
elements'wide, 6 NP [fafdér S &a8ehencetheir compositeEuropewould mean“wide-gazing“or "broadof & LIS Ol ¢ 8

Europecoversabout 10,180,000 squarekilometers (3,930,000 sg mi), or 2% of the Earth'ssurface(6.8% of land area) Politically,
Europeis divided into 47 sovereignstates of which the RussianFederationis the largestand most populous Europehas a total
populationof approximately840 million (about 11%of world population)asof 2017.

Greeceis the birthplace of Westerncivilization The fall of the WesternRomanEmpiremarkedthe end of ancienthistory and the
beginning of the Middle Ages Renaissancdhumanism, exploration, art, and scienceled to the modern era. From the Age of
Discovery, Europeplayeda predominantrole in globalaffairs ThelndustrialRevolutionwhichbeganin GreatBritainat the end of the
18th century, gaverise to radicaleconomic,cultural, and socialchangein WesternEurope Both world warstook placefor the most
part in Europe,contributing to a declinein Western Europeandominancein world affairs by the mid-20th century as the Soviet
Unionand the United Statestook prominence Duringthe ColdWar, Europewasdividedalongthe Iron CurtainbetweenNATOIN the
westandthe WarsawPactin the east,until the revolutionsof 1989andfall of the BerlinWall.

The political map of Europeis substantiallyderived from the re-organizationof Europe,following the NapoleonicWarsin 1815 The
prevalentform of governmentin Europeis parliamentarydemocracy,n most casesin the form of Republi¢ in 1815 the prevalent
form of governmentwasstill the Monarchy Europe'sremainingelevenmonarchiesare constitutional

TheEuropeanUnionis an economicand political partnershipbetween28 Europearncountriesand wascreatedin the aftermath of the
SecondWorld War. Initially, it was establishedto foster economiccooperation,the idea being that countriesthat trade with one
anotherbecomeeconomicallyinterdependentand will therefore be more likelyto avoidconflict In 1986 the tariffs betweenmember
stateswere abolished Additionally,12 member statesdecidedto introduce one commoncurrency(the euro) in 1998 and later on
this Eurozonewas expandedto 19 countries While the EuropeanUnion continuouslystrivesthe create a uniform (digital) market, it
provesa difficult process Livingproof isthe decisionin 20160f the United Kingdomto leavethe EU

Introduction to Europe. Sourc&Vikipedig The World Bank; IMF; Ecommerce Foundation, 2015 and 2016
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Albania Greece
Andorra Hungary
Armenia Iceland
Austria Ireland
Azerbaijan Italy

Belarus Kazakhstan
Belgium Kosovo
Bosnia & HerzegovinaLatvia
Bulgaria Liechtenstein
Croatia Lithuania
Cyprus Luxembourg
Czech Republic Macedonia
Denmark Malta
Estonia Moldova
Finland Monaco
France Montenegro
Georgia Netherlands
Germany

Norway
Poland
Portugal
Romania
Russia
San Marino
Serbia
Slovakia
Slovenia
Spain
Sweden
Switzerland
Turkey
Ukraine
United Kingdon)
Vatican City

*
X ECOMMERCE
% EUROPE
* *
* 5k



Boosting crossorder ecommerce in Europe

Advocacyand lobbying

Hometo the Europeaninstitutions, Brusselds at the very heart of the European in the market Other difficult barriersto overcomewhen sellingabroadare related
decisionrmakingprocess Sincealmost 80% of national legislationscomesfrom to (online) payments, competition issues, language, client relationships and
Brussels,EcommerceEurope helps shape Europeanlegislation which directly marketing EcommerceEurope provides concrete recommendationson how to
impactsecommercebusinessesn the Member States Togetherwith European overcomethesebarriersto growth of ecommerce
policymakers,EcommerceEuropeworks on a daily basisto create a European

policy which removes the biggestobstaclesfor online merchantsto expand Solutionsproposedby EcommerceEurope

their businesscrossborder. Ecommerce Europe works together with all European stakeholdersto rapidly
removethe remainingbarriersin crossborder ecommerce We identify problemsas
Strategy well asmeasureprogressin the ecommercemarket following from policy initiatives

Ecommerce 9 dzNP L3&d&afy is based on advocacy, lobbying and takenat EUlevel Thisway, we are alwayswell informed and readyto giveevidence
communication Togetherwith its 20 national associationsEcommerceEurope basedadviceto policy makers We recommendpolicy makersto support market
gathersissuesand evidenceof obstacleshamperingthe developmentof the initiatives, to abolish superfluousregulation and to only considernew regulatory
sector and translatesthese into lobbying priorities. Throughcollaborationwith structuresif absolutely necessaryAlso, we take up an active role in stimulating
other relevant stakeholders,and using its Y'S Y 6 SeMfetise, Ecommerce growth in areaswhere we think this is needed An example of this is our pan-
Europe developspositions and proposesworkable solutionsto the European EuropeanTrustmarkthat cangenerateconsumertrust in the crossborder market
legislatorsin order to foster the growth of the Europeanecommerceindustry.

Marlene ten Ham

Obstaclesto crossborder ecommerce
Secretary General of Ecommerce Europe

In 2016, Ecommerce Europe launched a Europeanwide & / NBoddar
Ecommerce. | NP Y Sinédhbkit membership base that represents more a! anore than 80 % of national legislation is
than 25,000 online shops Theresultsof the surveyshowthat online merchants determinedin BrusselsEcommerced dzN.2 BassSes
with crossborder ambitions are often held back by barriers such as legal teamis atTt::e heﬁrt gf the EurOpdeﬁr%iC'.S'onmakmg
uncertainty due to unclear or very different rules, taxation and payment giﬁgfiiingsro\?vge s?ri\\//gct?)%slr:)ck (t)heyplar(])%’eniglor(;?
systems that differ greatly, or high prices of delivery due to a lack of crossborderé 32 YV ENDS ¢

transparency

-
B, Ecommerce 12 K ECOMMERCE

*
FOUNDATION *EUROPE*

N
.!.

; www.ecommercefoundation.org jvww.ecommerceeurope.eu * 4 K




The ongoing strength of electronic commerce and industry innovation will fuel further growth in electronic pa

volumes in Europe. However, SEPA and new EU regulations such as PSD2 are set to exert a considerable i

the European payments market over the next few years. As such, compliance will be an important issue
merchants who want to take full advantage of the opportunities that the European market represents.

David Shell
VP of Global Marketing

Ingenico ¥ WS¢

U
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The Eastern region has the largest population (includes Rus

Wil

Western Northern Central Eastern Southern
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The 65+ age group is slowly growing in Europe

Y0 Yo 0 Yo Yo Y0 Yo Yo Y0
Yo Y0 Yo Yo 0 Yo Yo Yo 0
N 0 Y0 Yo Yo Y0 Y0 Yo Yo Yo Y0

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

Y0

m 0-14 years m15-64 years m 65 years and older

Age structure of Europe, 202D15. Source: Statista, 2016
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Northern and Central Europe have the oldest population

_1093(y 15.08%
. 0
Southern TRy 43.29%
. 0
18.46%
14.68%
13.91%
Eastern o 44.82%
. 0
16.33%
18.56%
13.33%
Central Xy 39.95%
. 0
13.8%
N 19.23%
12.46%
Northern o 39.64%
. 0
16.78%
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12.2%

Western 39.64%

11.95%

17.9%

B 65+ m55-64 m25-54 m15-24 m0-14

Age structure by region. Source: CIA Wéiddtbook 2017
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Unemployment is decreasing due to the economic boom

12.%
11.6%
10.9%
10.%

11.3%
10.89
10.1% 10.1% 10.29
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2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
m EU m Europe

Unemlo mentin Europe Source: Statista, 2016
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Inflation has decreased sharply over the last few years

4.1%

0.99%
1.21% 1.29% 0.57% 0.68%
N B N
[ ]
2011 2012 2013 2014 2015 2016 Western Northern Central Eastern Southern

Inflation rate in Europe, 2022016. Inflation per region, 2016; Source: The World Bank, 2017
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ThroughoutEurope shoppers expect a consistent quality of retail experience, whether shopping with the se
retailer in a physical store, via their website or through their smartphone. A personalised and connected exp
across all channelas well as friendlgndwell-informed personnelraise the bar for retailers. Gaining a holistic vi

of shoppers, orders and mventory IS the essential backbone of connected commerce. The challenge is nc

NBUGFAfSNBR (2 ONRAY3I (G23FISUKSNI 6SOKy2f 2383 LINPOS:
today and tomorrow.

Pieter Van deBroecke
Managing Director '
Benelux and Germany = i

L2

44 Manhattan

Associates.

Source: Consumer and retail survey, Manhattan Associates in 8 European countries, covering 10,000+ consumers and&2afrossaifurope, December 2016
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The number of households is increasing steadily

330.66

75.8

329.77
329.14
327.6 Eastern 92.9
326.86
Central 73
324.46
I Northern - 15.2
Western 72.4

2011 2012 2013 2014 2015 2016(f)

Southern

Number of Households in millions, 202016(f). Number of Households per region 2016(f); Source: Eurostat, 2016
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GDP of Europe is 16 trillion and increasing

Region GDP per capita

GDP per capita

()

2016 2017(f)
Western EOC2MMPp EOP2ZNTM
Northern eEnnznoag eEnNnMZpnd
Central EHCZJhp €EHT 2Zpo|C
Eastern EN2ZHMIMN eEpxZmMmdd
Southern €EMN2ZTOH EMN2ZYTIT

GDP in euros, Europe 202017(f). GDP in euros, per capita, per Region, 2016 and 2017(f); SQuered] 2017; Ecommerce Foundation, 2016 and 2017
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The Logistical Performance differs significantly per country
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Europe iIs moving up on The Ease of Doing Business Index
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A higheaseof doingbusinesgankingmeansthe regulatoryenvironmentis more favorablefor the startingand operation
Ease of Doing Business Index, Europe, per country. Source: World Bank, 2017; United Nations, 2017 of alocalfirm. Therankingsare determinedby sortingthe aggregatedistanceto frontier scoreson 10 equaltopics
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Internet penetration in Europe is steadily increasing

81% Southern 71%

78%
249/ 76% Eastern 66%
0
712%
68%
western - | N s

2011 2012 2013 2014 2015 2016

Internet Penetration in Europe, 2022016. Internet penetration per region 2016; SourEerostat, 2016
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Norway has the highest penetration, Ukraine the lowest

TOP 12 COUNTRIES LOWEST 5 INTERNET ACCESS

Countries Internet access* Online population Countries Internet Online
Europe 77% 631.3mn AesEss population
EU28 83% 4341mn Lowest5 57% 81.65mn
Top12 9204 187.44mn Ukraine 49% 21.86mn
Norway 100% 5.27mn LU 20 45.38mn
lceland 99% 328mn Bulgaria 60% 4.26mn
Denmark 98% 5.57mn Greece 66% 7.2mn
Estonia 96% 1.25mn Croatia 70% 2.95mn
Netherlands 95% 16.13mn

Sweden 93% 9.16mn
Finland 93% 5.13mn
UnitedKingdom 93% 60.6mn
Luxembourg 92% .53mn
Switzerland 90% 7.54mn
Germany 89% 71.8mn
Ireland 89% 4.2mn

penetration ashare of total population. Sourc&orldbank 2016; Eurostat, 2016
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Tracking is as crucial to the shopper as the seller 225828

Whatis your view on e-commercein Europe?

Europeancrossborder e-commerceis thriving, and is driving globalgrowth. It wasrecently revealedthat 6% of shoppersin Europe
shoponline everyday. A few thingsare driving this: internet speedsare improving smartphoneuseis increasinglypoostingmobile
retail; andlogisticsnetworksacrossEuropeare becomingmore efficientandintegrated

How will delivery developin Europein the nexttwo to three years?

Europeanconsumersare expectingmore from their online buying experience In the short term, postal companiesthat are B2C
distribution specialistsin their respectivecountrieswill be increasinglyable to offer a globally integrated network to customers
Quality will improve, customer priceswill come down and that should boost crossborder traffic acrossEurope This promisesto
underpinfurther growthin the Europeammarket

What are the main challengeswith deliveryat the momentin Europe?

The biggestchallengecurrently facing international e-retailers is the need to grow outside their borders and drive international
expansionto dealwith the increasingl}complexcustomsenvironment andto meet customerexpectationon

tracking Timelydeliveryis crucialbut beingableto trackan2 NR $rogkessand electronicnotification of delivery

is equallyimportant. Sotrackingof goodsis no longerW hiceto K | @AS{@@tessity

L (faRthat reasonthat at Asendiawe offer the FullytrackedGoodsServicewhichcombinesthe convenience
andflexibility of nationalpostalnetworks,with the peaceof mind of full traceability Renaudvarlisre ' ~

Chief Marketing & Sales Officer dtsendia
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To prepare for the nearby future, focus @enZ The next generation of consumers are the
Brains. They are the first generation that is fully merged with smart phones and social m
These digital natives will be leading edge consumers that drive (mobile) disruption. And th
come fast. In 2020 theBrains will represent 40% of all European consumers.

Marco Wolters
Global Industry Lead | Fashion, Home & Lifestyle

*
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The number of companies selling online Is increasing

77%
75%
74% 74% ™% _—
73% . -—
71%
—e—Percentage of Enterprises having a website*
67% 17% 18%
15%
0 0
| | i/o i/ I I I
2010 2011 2012 2013 2014 2015 2016
m Percentage of Enterprises selling online*
Enterprises with websites and enterprises selling online, EU 28;201® (% of all companies). Source: Eurostat, 2016 *Including only enterprises with 10+ FExrluding financial sectc
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Amazon Is still the leader in online sales for Western Europe

Company Name CoreEuropean Market  Onlineturnover in Europe (2015, Changan Internet Sales: Western
e OAffAZ2Yav Europe20122015*

Amazon Germany 38.5 20.9%
Zalando Germany 2.3 25.7%

John Lewis UK 2.1 23.4%
YooxNet-A-Porter Group UK 1 23%
CdiscountGroupeCasino France 2.4 21.9%

Next UK 2.2 15.7%

Apple UK 6.4 17.3%

Metro Group Germany 1.6 17%

ASOS UK 1 34.3%

Ocado UK 1.4 15.3%
DixonsCarphone UK 3.9 8.8%

Migros Switzerland 1 67%

J Sainsbury UK 1.7 10.4%

Royal Ahold Netherlands 1.1 17.1%

Home Retail Group UK 1 9.4%

Internet Retailers Rankirfgr Western Europe, 2018nd2016. SourceFungGlobal Retail & Tech, 2017

- *
B, Ecommerce 31 K ECOMMERCE

N
. l % EUROPE
!l;, FOUNDATION

www.ecommercefoundation.org jvww.ecommerceeurope.eu



€ ponod
€E nNpgpod

€ nno
€ OPpH
€ HPYy P
€ HpN
€ HMIMN
€ MTCI

2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

Ecommerce Sales, Europe 200817, Source: Ecommerce Foundation, 2017
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Ecommerce growth Is declining, but remains strong

18.66%

17.49% 1@%\
15.43%

14.38%  14% 13.62%

2010 2011 2012 2013 2014 2015 2016 2017(f)

Growth of ecommerce Sales 202816, Europe. Source: Ecommerce Foundation, 2017
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Western Europe Is the largest market for Ecommerce

Easter
6.17%

Percentage of total Ecommerce Sales per region, Europe, 2016. Source: Ecommerce Foundation, 2017
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The U.K. still has largest ecommerce market

SWEL[E
14 France
82
Netherlandd

United Kingdom
197

Germany
86

Ecommerce Sales per region in billions of euros, Europe, 2016. Source: Ecommerce Foundation, 201
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The U.K. has the highest&DP

7.16%
4.88%
3.88%
5 89 3.150 3.23%
. 0
2.53%
2330 2.43%
1.88% 1989 2.07% 2:08% 212% 2.13% 2.16% 2:28% 2.33%
. 0 ) o .
’ 4 » o 5 o S 2 @ ) o 3 A o > & N
Q © o > 2 N > & & S ¢ e o < < . O
i 0 ’ > Q NG O
i < Q‘Q/Q\) : © ¢ < ¢ ud Coé@ & & & @ ¢S Qé\@ ¥
& ; 6
z % .\'Q
< ;

Ecommerce Sales as percentage of GDP, top 17, 2016. Source: Ecommerce Foundation, 2017
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Ecommerce in Europe is very dynamic and we observe very distinct stages of this develc

by country, impacting on the overall retail environment. E.g. in some South Western Eurc

Countries the early growth phase of online shopping drives the markets. In other more m

online markets a second impulse can be observed, triggered by the results of the disrur
Impact that ecommerce had during the last decade on the retail scene.

MarkusTuschl
Global Director Digit&tetail

*
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Southern European Ecommerce Is on the rise

20%
18%
16% 16%
15%
13%

12%
I 11%

Western Northern Central Eastern

m 2016 m2017(f)

Ecommerce Sales growth per region, 2@D4.7(f). Source: Ecommerce Foundation, 2017
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The ecommerce growth rate differs strongly per country

Full version available at
www.ecommercefoundation.orqg/reports

e O & s X @ O O @ @ A L0 @ ¢ Q Q 022 Q2L OO L O L @N R
¥ \Q@@(\o ng? ~o°\§ \%Qb ng@ 6@* &o‘\\. &,bo Q}@Q \,,56‘ &o\ &R 0&\ S ((@“ qu,ﬁ O\,bo &o\ «\’Z’(\ g Qf & &\o @@Q\ 60(\\ o"’oé Q}\o\ ~o’b°\ 04,\,\\ 0604 g O \604 0,50 & & @7} {&% (_)Q,b\ &
(be NN & S \Q\Q NRIER AN &(\ $O (_)Q\ v Q\Q/Q (OQ:\ \2\\) Q %\0 .&,\,Qz Q)\} & \)\5 Q~O @ <@ 9 V\ Q,Qo NS () ®0 OO QO A
& 4% O % N & & & N
\,0 $® <@ & S Q~® \2@/
\),\\\ C\/ <<* {\\’b
&£

Ecommerce Sales growth rate per region, 2016. Source: Ecommerce Foundation, 2017
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Ecommercesuccessfullyestson Innovation and Attitude

Technologyis key. Whether Al-powered chatbots that drive conversionthrough personalizedcommunications,contextual
ecommercein-the-moment, shorter deliverytimes or seamlesgprocesseswinning innovationsare all focusedon delivering
greatexperiences

Thecompaniesthat do besttend to seeecommerceasa strategicrather than a tactical asset Insteadof outsourcingonline
operationsthey build in-house expertiseso they can run cloud-basedsolutionson their own terms. Doingthis well means
investingin a flexible, modern platform ¢ plus of coursetalented peoplewho canmakethe mostof it ¢ rather than focusing
on asinglefix solution

Ultimately,A Ualbdit creatingmeaningful personalinteractionsfor consumersThinkaboutwhat sort of customerexperience
you expectin your own daily life. Theseare the benchmarksyou shouldaim to beat Andto do this, you needto be ableto

managethe customerprofile in real time, usingcontextual,in-the-moment commerceto reachthem on multiple platforms
throughouttheir journey.

Forthe peopleat the steeringwheel,L Qgot®ne pieceof advice stayonyourtoes. ¢ K S NdsRgle
right answer Learningirom and adjustingto your customerss a constantprocess|f you cando that,
e 2 ddweil

Jamie Anderso
CMO, SAP Hybri

! Ecommerce ) K ECOMMERCE
FOUNDATION % EUROPE

; www.ecommercefoundation.org jvww.ecommerceeurope.eu

N
.!.



Internet use & online shopping differs strongly across the EL

Full version available at
www.ecommercefoundation.orqg/reports

f & @ ¢ Q2 @ ERN PP EC ALY R DRR® OSSO RA
R AR CHIR SRR N > & P & & T $ S N RIR ST S SN I 2R R
T F P CRF TP ERLARVVI AT AP TSRS TSSO LS
,bo\) & &K & ee}& S ¢ & T L GV Vo 0@9 N ™ & SR SR Qp‘° & o & @\Q" O
& & v SF ¢ >
© % N Ny &
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—e—Percentage of Individuals who purchased online in the last 12 mor#hdercentage of individuals who used internet in the last 12 months

Internet Use and Online Shoppers. Source: Eurostat, 2016
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Online shopping ranges from 87% (UK) to 18% (Romania)

87%
84%

82%809680%799679%

75%
72%7
68 %68 /o
66% 6504
57 %
056%55%54%530/
45%45 %44%
38%

29%5 794
‘ | 2i%ls%

UK DK DE LU SE NL NO FR FI IE AT SK EU BE EE MT CZ PL LV ES SI HU GR HR LT PT IT CY TR BG MK RO

Online shoppers in the previous 12 months, 2016. Source: Eurostat, 2016
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16-24 yearolds purchase most frequently online

66% 67%

0
61% 61% 04%

58%

16-24 years 25-54 years
m 2013 m2014 m 2015 = 2016

Purchased online in the last 12 months,-F8) 20132016. Source: Eurostat, 2016
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32%

55-74 years

35%
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Students & higher educated shop online more regularly

76% 78%
0)
72% 5%
— — 65% 66%
58% 60%
c—= — N ﬂ0
55% 58% oL oI
33% 35% 40% 40%
2013 2014 2015 2016
——-Unemployed =-e-Active Labor Force —--Students High Formal Education

Online shoppers in the previous 12 months-F8)2013201. Source: Eurostat, 2016
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1000+ euros 6%

500-999 euros 6%

100-499 euros

22%
19%

50-99 euros

15%

Less than 50 euros
13%

W 55-74 years W 25-54 years W 16-24 years

Money spent by online shoppers in the previous 3 months2B\2016. Source: Eurostat, 2016
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Clothes & Sports and Travel are still most purchased online
Medicine . o
Travel and Holiday Accomodatio o 200
Tickets and events ) 2% 22016 m 2015
Electronic Equipment [ ..
edia & Computer sofuware [ -
Household Goods ™
Food/Groceries [ o 12%
Clothes, SPOTts G000 PEPRPRPRPTIT o o

Online shoppers per product/service category#)2016. Source: Eurostat, 2016

- *
B, Ecommerce 46 X ECOMMERCE

FOUNDATION % EUROPE

N
.!.

y 4 www.ecommercefoundation.org jvww.ecommerceeurope.eu



Compared to Latin America, Europeans are less concerned with pri

72%
64%
61%
I I I 58%
Total APAC LATAM Europe

SourceGfk Future Buy 2016, Q: Do you agree with the statement? (% of respondents that answered positively). Base= 20002.
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Most Europeans have used their mobile device to purchase online

Turkey I, O 19/

Denmark I S 0%
Norway NN S /20
Sweden NN 5620

Romania I 700
Poland I 00
Ireland I /390
Finland I /700

Belgium I /500

® % Mobile Payment Users

7%

15% Daily

1-2 times a week

m 2-3 times a month

m Once a month

m 5-11 times a year

B 2-4 times a year

m Once a year or less

m Purchased Product/Service

= Have not Purchased product/service

Mobile Device Usage, Europe: Percent Mobile Payment Users; Percent Europeans Have/Not Purchased online; Frequencygbplinehagth mobile device. Source: IABGlobal Perspective of Mobile Comme@eptember 201¢
- *

.lr B, Ecommerce 48 X ecommence

QAEF’ FOUNDATION

www.ecommercefoundation.org jvww.ecommerceeurope.eu *****

g
;



Europeans are average omnichannel shoppers

North
Total APAC LATAM  Europe America META
Consumer electronics 45.8 44.2 40.1 47.7 50.4 45
Mobile phones 35.2 33.4 32.2 36.€ 39.¢ 35.6
Households washing and cleaning products 19.7 32.3 11.1 16.€ 13.5 15.5
Beauty and personal care 34.7 47 26.2 32.4 27.2 28
Packaged food and beverages 21.S 39.2 11.€ 16.2 13.2 14.4
Toys 50.3 52.€ 43.3 52.5 50.4 43.6
Small home appliances 42.1 41.C 32.2 45 42 .4 40.6
Clothing/fashion 53 58.1 43.7 54.1 48.32 46.8
Financial Services 38.€ 41.5 38.1 36.2 35.2 40.8
Furniture & furnishings 41.4 42.5 42 41.€ 47.2 33.5
Baby Care 34.5 40.€ 27.4 33.1 31.2 34.1
Major home appliances 38 35.4 40.4 39.5 39.4 36.3
Replacement auto or truck tires 23.€ 24.4 23.7 21.€ 33.C 23.9

SourceGfK Future Buy 2016, Q: Have you shopped for each of the product categories both online as well as in store? Base= CatsgboyaB®ample N=20,002; n=1,000 per country
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Europeans love buying phones and financial services online

North
Total APAC LATAM  Europe America META
Consumer electronics 23.8 23.7 27.4 25.4 22.€ 15.4
Mobile phones 26.7 28.3 27.3 30.1 21 14.5
Households washing and cleaning products 4.5 9.9 2.6 2.5 3.1 2.4
Beauty and personal care 6 11.7 5.6 3.6 3.3 .8
Packaged food and beverages 2.6 4.4 2.7 1.9 1.6 1.
Toys 12.5 15.8 13.€ 11.8 11.5 7.
Small home appliances 20.8 24.32 25.2 20.1 17.5 13.4
Clothing/fashion 9.8 14.2 8.7 8.8 7.6 4.3
Financial Services 25.5 24.6S 18 28.€ 25.4 23.
Furniture & furnishings 10.7 13.3 15.7 9.6 9.1 5.6
Baby Care 10.4 20.3 7.1 5.6 12.€ 5.6
Major home appliances 17.€ 17.€ 20.2 21.1 13.3 5
Replacement auto or truck tires 10.8 8.3 10.€ 12.€ 11.€ 8.3

SourceGfK Future Buy 2016, Q: Have you shopped for the product categories exclusively online? Base= Category Buyers; Total §80@ya=N-200 per country
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Europeans prefer not to be informed of promotions/deals via mobile

59%

45%
40%

34%
I ! ]

Total APAC LATAM Europe North America

SourceGfK Future Buy 2016, Q: Do you agree with the statement? (% of respondents that answered positively); Base= 20002

-
B, Ecommerce il K ECOMMERCE
FOUNDATION % EUROPE

N
.!.

; www.ecommercefoundation.org jvww.ecommerceeurope.eu



Europeans and North Americans shop the least via mobile

54% 55%
49%
41%
o)
I i 26%
Total APAC LATAM Europe North America

SourcerK Future Buy 2016, Q: Do you agree with the statement? (% of respondents that answered positively); Base= 20002
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Europeans still prefer physical stores

55% 54%

48%
43%
I : '

Total APAC LATAM Europe North America META

SourceGfK Cdzi dzZNB . dz2 HnanmcXI vY 52 @&2dz [ ANBS 6AGK GKS adl G§SYSUEK oL @IFy NSRIRlYy RBIFIIENE Kd [KiS NB aNFESINBARE LR E&E2A
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Luxembourg has the highest amount of crelserder purchases

74%

62%619%

48%47%
44%43%
40%39%39%3g0,
33%33%,,
28%27%27%27%
22 %910
21 /020%190/ 6 ”
15%7.49%
11%109%10%10%
& S & & N &

Percentage of cross border purchases, Europe , 2016. Source: Eurostat, 2016
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Lithuania has the highest crogsorder online purchase growth

Full version available at
www.ecommercefoundation.org/reports
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-15%

Crosshorder online purchase growth in the previous 12 month, Europe, ZD%. Source: Eurostat, 2016
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33% of all online shoppers bought abroad in 2016

49%

47%
44%

0 : :
42% Ordered goods/services over internet from
national sellers
—e—Ordered goods/services over internet from selle
from other EU countries

18% —e—Ordered goods/services over internet from selle
15% 16% —0 from the rest of the world (non-EU)
12% —e—Ordered goods/services over internet from selle
/ oy with unknown country of origin
0 9% 0
7% 8% : —
0/ 4% 4% 4%
3%
-— — ° °
2013 2014 2015 2016

Online shoppers buying cross border in the previous 12 months, Europe. Source: Eurostat, 2016
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Crossborder online shopping still has its challenges

4% B
3% 3%
Speed of delivery longer Wrong or damaged Problems with fraud Complaints and redress  Technical Failure Difficulties finding Foreign retailer did not
than indicated goods/services delivers were difficult or no information concerning  sell in my country
satisfactory response guarantees, or other
after complaint legal rights

Problems with crosborder shopping, Europe. Source: Eurostat, 2016
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Ecommerce in Belgium

Quick introduction: Ecommerce Sales 2032017 (Euros, billions)
A Population: 11.3million

A Currency: Euro

A VAT: 21%

A GDP percapita: € 0T ZmAn Full version available at

www.ecommercefoundation.org/reports

Ecommerce facts & figures:

A

'III A Full version available at
A www.ecommercefoundation.org/

reports _ _—
A National Ecommerce Associatior

2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

be commerce. be
Ecommerce Recommendations:; “cisswmssssmics?.

A Belgium is an open mullanguage community,
with Dutch, French and German regions, and
Wt Brussels as an International European hub; this
CarineMoitier why Belgian people are top crebsrder EU
CEO oBeCommerce eShoppers J

*
.i Ecommerce K ECOMMERCE

lB’ FOUNDATION * conope

Ecommerce Environment
A 1in 4 Belgians order products online
on a monthly basis
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Ecommerce In France

Quick introduction: Ecommerce Sales 2032017 (Euros, billions)
I I A Population: 64.6 million

A Currency: Euro

A VAT: 20%

A GDP per capita: €eonzpmc Full version available at

www.ecommercefoundation.org/reports

Ecommerce facts & figures:

A
|I|I
A Full version available at
A www.ecommercefoundation.org/ 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)
A reports

National Ecommerce Association
Ecommerce Environment:
A 28% of the ecommerce sales is

feva

Ecommerce Recommendations:

now via mobile and tablet. A 94% of all French web shops offer a mobile

A 80% of 254 yearolds purchased Mare Lolivier site. It is a must have.
online in the last 12 months Director General FEVAD | A French love click & collect

*
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Ecommerce In Ireland

Quick introduction: Ecommerce Sales 2032017 (Euros, billions)

A Population: 4.7 million

A Currency: Euro

A VAT: 23%

A GDPpercapita: € pdZyTc Full version available at

www.ecommercefoundation.org/reports

Ecommerce facts & figures:

| &

il -
A Full version available at
A www.ecommercefoundation.org/ 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)
A reports

Retail*{

Excellence

Empowering an Industry

National Ecommerce Association:

Ecommerce Environment:

A 84% of the Irish will shop online by
2021

A 16-24 yearolds purchase online
most frequently

Ecommerce Recommendations:

A The Irish consumer shows no preference for buying from Iris
sites over International sites; 60% of online sales are to site
outside of Ireland.

A Mobile use on ecommerce sites has grown by over 75% in 2

GerardKéohane
StudioForty9
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Ecommerce in Luxembourg

s QUicCK introduction:

s A Population: 576thousand
A Currency: Euro
A VAT: 17%

A GDP per capita: € PT Z NN H

Ecommerce facts & figures:

A
|I|I A _ |
A Full version available at
A www.ecommercefoundation.org
A [reports

Ecommerce Environment:

A Over % of Luxembourg consumers
buy goods online

A 85% of 254 yearolds purchased
online in 2016

.il Ecommerce
WP’ FOUNDATION

Ecommerce Sales 203017 (Euros. millions)

Full version available at
www.ecommercefoundation.orqg/reports

2009 2010 2011 2012 2013 2014 2015 2016 2017(f)
National Ecommerce Association:

eCOM u

A A 3language website is a must have (F, D, UK)
A Customers often use piakp stations for delivery
A Summer holidays are from 15 July to 15 Sept.

Ecommerce Recommendations:

Plerre Friob
CEO of eCom.lu

*

X ECOMMERCE
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Ecommerce In The Netherlands

B Quick introduction: Fcommerce Sales 202017 (Fiuros  hillinns)
mmmm A Population: 17 million

A Currency: Euro

A VAT: 21%

A GDP per capita: €ENM2NCH Full version available at

www.ecommercefoundation.org/reports

Ecommerce facts & figures:

Full version available at
www.ecommercefoundation.orq/
reports 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

National Ecommerce Associatiog

™S ™ ™ ™ N

thuiswinkel

.org

Ecommerce Environment: Ecommerce Recommendations:

A Google has a 99.9% search share ADEAIA 4 | 2PF&AND LI @aYS W

A 9 out of 10 Dutch use social media A Dutch expect nextlay or sameday delivery.
A iDEAlisthe payment method (58%). Winand Jongen | A OSinterklaas§ A a | 5dzi OK K2 f

CEO of Thuiswinkel.org online shopping has become very popular
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Ecommerce in The United Kingdom

P> Quick introduction: Ecommerce Sales 2032017 (Euros. billions)
X A Population: 65.1 million
A Currency: Pound
A VAT: 20%

A GDP per capita: €oT20nM Full version available at

www.ecommercefoundation.org/reports

Ecommerce facts & figures:

Full version available at
www.ecommercefoundation.org

[reports 2009 2010 2011 2012 2013 2014 2015 2016 2017(F)
National Ecommerce Associatior imr

T~ T N N

Ecommerce Recommendations: rhevoiceofe-retaag

A Black Friday has become huge in the U.K.
: A Over twothirds of retail site visits are throug

James Roper mobile devices (smartphones and tablets)
Chairman of IMRG

Ecommerce Environment:
A 80% of individuals use social media
regularly
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Ecommerce In Austria

= Quick introduction: Ecommerce Sales 2032017 (Euros, billions)
A Population: 85.7million
A Currency: Euro

A VAT: 20%
A GDP per capita: ENMINOM

_ Full version available at
Ecqmmerce facts &_ f'gur,e,s,', www.ecommercefoundation.org/reports

A

|I|I A _ _
Full version available at
A www.ecommercefoundation.org

A [reports

2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

Ecommerce Environment:

A Over65%of the population has
shopped online

A 81% of 1624 yearolds bought
online in the last 12 months

National Ecommerce Association: ’ HANDELS
VERBAND
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Ecommerce in Czech Republic

Quick introduction: Ecommerce Sales 20t32017 (Euros. billions)
A Population: 10.5 million

A Currency: Czech Koruna

A VAT: 21%

A GDP per capita: EMCIYMT

Full version available at

Ecommerce facts & figures: www.ecommercefoundation.org/reports

1l ;
il A Full version available at
www.ecommercefoundation.org/
A reports

2009 2010 2011 2012 2013 2014 2015 2016 2017(f)
Ecommerce Environment:

A Most 2554 yearolds spend between )
100 and 500 euro on online purchases National Ecommerce Association ___J

A 3 out of 4 shoppers want sarday APEK
delivery
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Ecommerce in Germany

Quick introduction: Ecommerce Sales 2032017 (Euros, billions)

B 2 Population: 81 million
A Currency: Euro
A VAT 19%

A GDP per capita: copITNd

_ Full version available at
Ecommerce facts & figures: www.ecommercefoundation.org/reports

A

A . .
|I|I A Full version available at
A www.ecommercefoundation.orq/

A reports

2009 2010 2011 2012 2013 2014 2015 2016 2017(f) X\

National Ecommerce Association;;.:
Ecommerce Environment: "Handlerbund

A Customers are very sensitive to data Ecommerce Recommendations: —

rotection
A 'I?'rasetcm(;rks create customer In Germany, free returns are expected amongst
) : most customers; a seller is usually expected t
confidence in a shop Tim Arlt

accept returns as a gesture gbodwill
CMO ofHandlerbund P 9 @(b
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Ecommerce in Hungary

o _ Ecommerce Sales 203017 (Euros, billions)
HE Quick introduction:

mmmm A Population: 9.8 million
A Currency: Forint
A VAT: 27%

A GDP per capita: eMnI i
Full version available at
Ecommerce facts & figures: www.ecommercefoundation.org/reports

Full version available at
www.ecommercefoundation.orq/

reports

o Jo I I I

2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

Ecommerce Environment:

A 37% of 1624 yearolds bought | . r\*
online in the last 3 months National Ecommerce Association: -

A Most Hungarians prefer casin- Sz-K.org
delivery
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Ecommerce In Poland

Quick introduction: Ecommerce Sales 2032017 (Euros, billions)
A Population: 38.4 million

A Currency: Polish Zloty

A VAT: 23%

A GDP per capita: € MM2 N H Full version available at

www.ecommercefoundation.org/reports

Ecommerce facts & figures:

il &
| . .
ﬁ Full version available at
A Www.ecommercefoundation.org/ 2009 2010 2011 2012 2013 2014 2015 2016 2017
\ reports i ®
National Ecommerce Associatio&
L e-COMMERCE POLAND
. . r CHAMBER OF DIGITAL ECOMOMY
Ecommerce Environment: Ecommerce Recommendations.
0 ’ ] . )
A 45% of 2554 yearolds purchased ¥ A Over60% of the population shop online, but still

online in the last 3 months PatrycjaSassStaniszews need traditional shops

Board President | A Digitalization is the most important trend acros
E-CommercePoland all industries

Chamber of Digital Economy
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Ecommerce In Switzerland

Quick introduction: Ecommerce Sales 2032017 (Euros, billions)
A Population: 8.29million

A Currency: Swiss Franc

A VAT: 8%

A GDP per capita: ETH2ZNT

Full version available at
Ecommerce facts & figures: www.ecommercefoundation.org/reports

A

a1l A Full version available at
A www.ecommercefoundation.org/

A reports
A 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

National Ecommerce Associationy

netcomm

. suisse
Ecommerce Recommendations: m ecommerce association

A Switzerland is a great platform for Headquarte
of crossborder European merchants

A Swissecommerce brings in more ] A .
revenue than physical shopping ~ CarloTerreni Crossborder onllneAshoppvers spen_g on averag
General Director oNetcomm EHZT PN LISNI OF LJA I
centers SuisseAssociation

Ecommerce Environment:
A 90% of the population is using the
Internet
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Ecommerce In Croatia

Quick introduction:

Ecommerce Sales 203017 (Euros, millions)

A Population: 4.2 million
A Currency: Croatian Ku
A VAT: 25%

A GDP per capita: EMN2ZYI

Full version available at
www.ecommercefoundation.org/reports

Ecommerce facts & figures:

Full version available at
www.ecommercefoundation.orq/

reports 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

Too oo oo o o

National Ecommerce Associatic O D

Ecommerce Environment: =1/ Hrvatska
A 47% of online buyers prefer paying
with cashon-delivery A Offer free shipping and fast delivery if you car

A The biggest Croatian marketplace A Strong online appearance will increase you

player is the classifieds site2 dzO1 I £ 2 Marcelmajsan\ Offline revenue
President ofeCommerceHrvatska

Ecommerce Recommendations.

*
! Ecommerce K ECOMMERCE

FOUNDATION % EUROPE

; www.ecommercefoundation.org jvww.ecommerceeurope.eu

N
.!.


http://www.ecommercefoundation.org/reports
http://www.ecommercefoundation.org/reports

Ecommerce In Greece

= Quick introduction:

A Population: 10.9 million
A Currency: Euro
A VAT 24%

A GDP per capita: emMc=Inn

Full version available at
www.ecommercefoundation.orqg/reports

Ecommerce facts & figures:

I A
il A Full version available at
www.ecommercefoundation.org
/reports
A 2009 2010 2011 2012 2013 2014 2015 2016 2017(f (
)

National Ecommerce AssociatiorGREC

Ecommerce Environment:
A Debit/credit cards are rising as a preferable
ePaymenimethod (51%)

Ecommerce Recommendations: creek e-commerce Association
A GRECA Trustmark is a mhsatve for every Gree

: eShop
0) A . A . A
A 62 /0'|0f online con_lsumer_s use Facebook " | A Cashon5 St A BSNE F2NJ 2 NRSN
mobile app on dally basis General Manager oGreca the most preferable method of payment (<60%
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Ecommerce In Italy

I I Quick introduction:
A Population: 59.8million
A Currency: Euro

A VAT: 22%
A GDP per capita EHY Z0 ()

Full version available at
www.ecommercefoundation.org/reports

Ecommerce facts & figures:

I A
'II A Full version available at
www.ecommercefoundation.orqg
A [reports 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

National Ecommerce Association: P
netcomm

IL COMMERCIO ELETTRONICO ITALIANO

Ecommerce Recommendations:

A Home delivery is the standard, but advanced Iogisti\cs
services such as pickup points and same day delive["
are becoming popular

A Mobile is more and more relevant in online purchaSjs

Ecommerce Environment:
A 20.9 million Italians shop online
A Travel, consumer electronics and
- apparel are the most relevant
ecommerce categories

RobertoLiscia
President ofConsorzidNetcomm
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Ecommerce In Malta

+ Quick introduction: Ecommerce Sales 20132017 (Euros, millions)
A Population: 419 Thousand
A Currency: Euro
A VAT: 18%
A GDP per capita: €EHHSIZ DO

Full version available at
/ Ecommerce facts & figures: www.ecommercefoundation.org/reports
|I|I

A T

A Full version available at
A www.ecommercefoundation.orq/

A reports
A 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

National Ecommerce Associatio

. Ecommerce Environment:
‘ A 70% of internet users use the internet
to research products/services before

Ecom merce Recom mendations : MALTA COMMUNICATIONS AUTHORITY

A The first port of call for more than half of the

Sl Maltese digital buyers are Ecommerce marketpla

purchasing (irstore or online) »
A 87% of internet users are active Edwaéfn\i’i\frf:r? A Paypals the most popular electronic payment

on social media Malta Communications Authority amongst Maltese digital buyers
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Ecommerce in Portugal

Quick introduction:

UM A Population: 10.26 million Ecommerce Sales 2053017 (Euros, billions)
A Currency: Euro
A VAT: 23%
A GDP per capita: EMY S0OMY
Ecommerce facts & ﬁgures: FU” VerSion available at
I“ A www.ecommercefoundation.org/reports
i
A Full version available at
ﬁ www.ecommercefoundation.org/

reports

T>

2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

Ecommerce Environment: National Ecommerce Association: 0

A Most used payment methods: g Ecommerce Recommendations:

ASSOCIAGAD DR
ECONOMIA DIGITAL

MultibancoReference, Bank transfer, A Portugal is a startup nation with an international

and cre(iit card ‘v,/ culture and a skilled and competitive digiedpertise
A Over 46% of 164 yearolds A Portugal has one of the best mobile infrastructure

urchased online in the last 12 months AlexandreNilo Fonseca i i
P Bresident of AGED 3G/4G and optical fiber (FTTH)Enrope

5
{
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Ecommerce in Spain

mmm Quick introduction: Ecommerce Sales 20t32017 (Euros. billions)
mesmm A Population: 46 million

A Currency: Euro

A VAT: 21%

A GDP per capita €HNZMH

Full version available at
www.ecommercefoundation.org/reports

Ecommerce facts & figures:

A

'III £ Full version available at
£ www.ecommercefoundation.orq/

! reports 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

National Ecommerce Association;
Ecommerce Environment: )
' A Credit/Debit cards are the most

common payment method important than price
A 81% of individuals uses smartphones o A Createa good mobile experience, as mobile
: : Jose Luigimmermann .
on a daily basis CEQof Adigital commerce is 26% of total ecommerce

Ecommerce Recommendations:
A The availability of delivery options is more
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Ecommerce in Turkey

Quick introduction: Ecommerce Sales 2032017 (Euros, billions)
Population: 79.6million

A Currency: Turkish Lira

A VAT: 18%

A GDP per capita €y2nTn Full version available at

www.ecommercefoundation.org/reports

Ecommerce facts & figures:

A

'III A Full version available at
A www.ecommercefoundation.orq/
A reports 2009 2010 2011 2012 2013 2014 2015 2016 2017()

National Ecommerce Associatior .
@ etid

Ecommerce Recommendations:

Ecommerce Environment:
A Ecommerce is forecasted to grow-40
50% in 2017
A Mobile ecommerce accounted for
HakanOrhun
30% of total sales Presidentof ETID

A There are approximately 1000 web stores
with traffic more than 15k/month
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Ecommerce iIn Denmark

Il Bl Quick introduction: Ecommerce Sales 2032017 (Euros. billions)
BBl A Population: 5.7 million

A Currency: Danish Krone

A VAT: 25%

A GDP per capita €Eny2Tn Full version available at

www.ecommercefoundation.org/reports

Ecommerce facts & figures:

A

||II A Full version available at
A www.ecommercefoundation.orq/
é reports 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

National Ecommerce Association:

Ecommerce Environment:
A The average online purchase is

Ecommerce Recommendations:
_ A Mobile Firstg Tablets and smartphones

approximately 125 euro account for 15% of all ecommerce purchases
A Most popular payment method are NielsRalund in 2016

debit/credit cards (81%) CEOof FDIH \ A Average return rate is 3.8%
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Ecommerce In Finland

Quick introduction: Ecommerce Sales 2032017 (Euros, billions)
A Population: 5.5million

A Currency: Euro

A VAT: 24%

A GDP per capita cod=cd

Full version available at

Ecommerce facts & figures: www.ecommercefoundation.org/reports
|I|I A _ _
A Full version available at
A www.ecommercefoundation.org/
A reports 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

National Ecommercéssociations: N o

Ecommerce Environment: VERKK TEOLLISUUS

A Online banking is the most

Ecommerce Recommendations:

A The return rates by Finnish online shoppers
common payment method (90%) are quite moderate internationally compared.

A The average online purchase in JuhanPekkala | A The use of mobile devices for purchase is o
2016 was 80 euros Managing Director oKaupanLiitto the rise

Sourceyyy, 2017

- *
B, Ecommerce : ECOMMERCE
FOUNDATION

N
.!.

; www.ecommercefoundation.org jvww.ecommerceeurope.eu


http://www.ecommercefoundation.org/reports
http://www.ecommercefoundation.org/reports

Ecommerce in Norway

HIE Quick introduction: Ecommerce Sales 2032017 (Euros, billions)
i|= A Population: 5.2 million

A Currency: Norwegian Kro

A VAT: 25%

A GDP per capita €cT20nmn Full version available at

www.ecommercefoundation.orqg/reports

Ecommerce facts & figures:

I A
ull version available at
www.ecommercefoundation.orqg
A Jreports 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

National Ecommerce Association\"-iRKE

Ecommerce Recommendations: € HAN D E |_

If you want to enter the Norwegian market, consia,
being certified aflrygge-Handelg an investment

Ecommerce Environment:
A MosteShopperexpect a delivery time of
3 business days (25%), or 6+ days (19%)

1”4

A Debit/Credit card is the most popular GerhardAnthun | that ensures your online shop complies with
General Manager o : . . . . :
payment method (65%) Virke elandel \ NOrwegian legislation whilecreasingconversion

J
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Ecommerce In Sweden

B Quick introduction:

A Population: 9.85 million
A Currency: Swedish Krong
A VAT: 25%

A GDP per capita ENYy SMMOT

Ecommerce facts & figures:

I A

11 A Full version available at
A www.ecommercefoundation.org/
ﬁ reports

Ecommerce Environment:

A Clickand-Collect was the most
popular delivery method in 2016

A On average, less than 6% of online
purchases are returned

! Ecommerce
FOUNDATION

N
.!.

SimonSaneback A
Found PartnerWellstreet

Full version available at
www.ecommercefoundation.orqg/reports

2010 2011 2012 2013 2014 2015 2016 2017(f)

Ecommerce Recommendations:

A More than half of Swedish consumers shop online from the
mobile devices

A Credit card and invoice are the most popular payment

methods

Majority of Swedes are used to shopping online from abrg

[e)})
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Ecommerce in Bulgaria

Quick introduction: Ecommerce Sales 20532017 (Euros, millions)
E A Population: 7 million

A Currency: Bulagrian_Lev

A VAT 20%

A GDP per capita ecIpng

Full version available at

Ecommerce facts & figures: www.ecommercefoundation.org/reports

A

|I|I A Full version available at
A www.ecommercefoundation.org/
ﬁ reports

2009 2010 2011 2012 2013 2014 2015 2016 2017()
National Ecommerce Associatior

HA

Ecommerce Recommendations: "o
A Quality content, quick, easy and mobile firs

A Free samalay or nextday delivery preferred

JanetNaidenova | A Personalized customer experience is biggest

Board Chairperson advantage
Bulgarian Ecommerce

Ecommerce Environment:

A More than 60% of online traffic is mobile

A Cashon-deliveryis preferred method of
payment, online payments are growing

*
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Ecommerce In Estonia
mimmm Quick introduction:

mimmm A Population: 1.3 million
A Currency: Euro
A VAT: 20%

A GDP per capita eEMcCInp

Full version available at

Ecommerce facts & figures: www.ecommercefoundation.org/reports
I A
1l A Full version available at
A www.ecommercefoundation.orqg/
A reports
A 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

National Ecommerce Association:
_ Eesti €-kaubanduse liit
Ecommerce Recommendations:

A There are approximately 5,0@&®hopsn Estonia
A Retail via internet is forecasted to grow 40% in 2017

A 95% ofeShoppergprefer parcel SigneY IR & We celeh heeShoobind2 | 3.5 2 & ® | & 2
- T, - : e celebrate theeShoppindR | € -
terminals to easily pickup their online  cairman of the Boarft vens in May and Nosgmg\;r ¥

purchases EstonianeCommerceAssociation

Ecommerce Environment:
A Bank link is the most widely used online

payment method in Estonia (90%)

*
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Ecommerce In Romania

Quick introduction: Ecommerce Sales 2032017 (Euros, billions)
I I A Population: 19.3million

A Currency: Romaniar_eu

A VAT: 19%

A GDP per capita EYZIYHP
Full version available at

Ecommerce facts & figures: www.ecommercefoundation.org/reports
|I|I ﬁ . _
Full version available at

A www.ecommercefoundation.orqg

[reports
A [reports 2009 2010 2011 2012 2013 2014 2015 2016 2017()

National Ecommerce Associatior:
M ARMO

ASOCIATIA ROMANA
AMAGAZINELOR ONLINE

Ecommerce Environment: Ecommerce Recommendations:

A 18% of people shopped online using A Black Friday in November is the main
a mobile device shopping event

A On average, consumers made 8.4 Florinelloanchis | A Cash on delivery is the preferred payment
purchases online in 2016 Director ARMO method (88%)

*
! Ecommerce ) K ECOMMERCE
FOUNDATION % EUROPE

; www.ecommercefoundation.org jvww.ecommerceeurope.eu

N
.!.


http://www.ecommercefoundation.org/reports
http://www.ecommercefoundation.org/reports

Ecommerce In Russia

QUICk IntrOdUCthn | PRy CAlara YN1A-7TY2N1"7 TTrivAa~n LilliAnlAN
A Population: 143million

A Currency: Russian Ruble

A VAT: 18%

A GDP per capita €y 2M/H Full version available at

www.ecommercefoundation.org/reports

Ecommerce facts & figures:

A
|I|I A

Full version available at
www.ecommercefoundation.org/

reports 2009 2010 2011 2012 2013 2014 2015 2016 2017(f)

A

Ecommerce Environment:
e A In 2016,64% of RussiaeShoppers National Ecommerce Association: @
made at least 1 unplanned purchase
A 1in 3 consumers makes purchases via
smartphone

MHTEPHET
TOProBnM
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Ecommerce In Ukraine

I Quick introduction: Ecommerce Sales 2032017 (Euros, billions)
A Population: 44 .6million
A Currency: Ukrainian Hryvni
A VAT: 20%

A GDP per capita EMZIT PM

Full version available at
www.ecommercefoundation.org/reports

Ecommerce facts & figures:

Full version available at
www.ecommercefoundation.orq/
reports 2009 2010 2011 2012 2013 2014 2015 2016 2017(f

T To T T I

Ecommerce Environment:

A 9in 10 internet users have shopped National Ecommercéssociation |HM |=mossis”
* online at least once ULS | Gzt grectmateing
* A cCashon-Delivery is the preferred

payment method
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Where to find our National Ecommerce Reports

The National Ecommerce Reports are published by the
Ecommercd~oundation Theyprovide overviewsof the mature
andemergingmarketsin the field of ecommerce

In total, the Ecommercd~oundationpublishesmultiple country
reports and two overview reports per year, coveringthe most
important ecommercemarketsworldwide.

Tohavea tailor-madeecommercereport made,
completely based on your wishes and requirements, please
contactusviainfo@ecommercefoundatiororg.

A light and full reports can be downloaded from:
http://www.ecommercefoundation.org/reports.

Overviewreports
A Europearoverviewreport
A Globaloverviewreport

Countryreports

A TheNetherlands
A Belgium

A United Kingdom
A Ireland

A Germany

A France

A Russia

A CzecRepublic
A Hungary

A Poland

A Austria

A Greece

A ltaly

A Portugal

June26
September

April
June
June
June
June
June
Jure
June
June
July
July
July
July
July
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Definitions related to the Internet & Ecommerce

A Broadbandaccessthe availabilityof broadbandis measuredby the percentageof Ehouseholds numberof householdghat usethe Internet for personalgain
householdsthat are connectableto an exchangethat has been converted to
support DSLtechnology,to a cable network upgradedfor Internet traffic, or to Ehousehold expenditure expenditure per household that bought goods or
other broadbandtechnologies It includesfixed and mobile connections(source servicedn the pastyeat
Eurostat)
Global Online Measurement Standard for B2C ecommerce (GOMSEC)aims to
A Crossbhorder ecommerce percentageof ecommercepurchasedt foreignsites provide guidelinesto measureand monitor B2Cecommercein order to enableall
European countries to provide data with respect to the penetration of B2C
A Easeof Doing Businessindex The Easeof Doing Businesdndexis developedby ecommercen a standardizedvay:

the World Bank,and averageghe country'spercentilerankingson nine topics It is
made up of a variety of indicators,givingequalweightto eachtopic. Therankings
for alleconomiesare benchmarkedo June2010 Thelndexcoversl85countries

EGovernment Index The | b (EGovernment Index provides a comparative
assessmenbf the e-governmentdevelopmentof UN Member States One of the
primary factors contributing to a high level of e-government developmentis

A ecommerce(or electroniccommerce) a subsetof e-business any B2Ccontracton concurrentpast and presentinvestmentin telecommunicationhuman capitaland
the sale of products or servicesfully or partly concludedby a technique for provisionof onlineservices
distancecommunication
GrossMerchandiseVolume the total salesfacilitated by a third party, suchasa
A ecommerceGDP total amount of goodsand servicesonline divided by the total marketplace
GrossDomesticProduct(GDP)
E-servicesor electronicservicesd 5 S Sefo@sor performancesvhosedeliveryis
A EconomicFreedom Index the Index of EconomicFreedomis an annual guide mediated by information technology Suche-serviceincludesthe serviceelement

publishedby The Wall Street Journaland The Heritage Foundation,Washington's
No. 1 think tank. For over a decade,the Wall Street Journaland The Heritage
Foundationhave tracked the march of economicfreedom around the world with
the influential Index of EconomicFreedom Thereare 5 categories,rankingfrom
Free(with a scorebetween80and100) to Repressedbetween40and49.9).

of e-retailing,customersupport,and servicedelivery€ Thisdefinition reflectsthree
main components serviceproviders,servicereceiversand the channelsof service
delivery (i.e. technology) (Jennifer Rowley, Professor Information and
CommunicationsManchesterMetropolitan University,UK)

Inactive online population: usersthat have accessto the Internet but have not
(yet) purchasedyoodsor servicesonlinein the pastyear

*
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Definitions related to the Internet & Ecommerce

Market place online platform on which companies(and consumers)sell goods
and/or services

LogisticsPerformancelndex (LPI) The LogisticsPerformancelndex(LPI)measures
the a f 2 3 FANRSY R XA55Séuatdes It helps countries identify the
challengesand opportunities they face in their trade logistics performanceand
what they cando to improvethis. Thelndexis developedby the World Bankand is
basedon a worldwide surveyof operators,suchas global freight forwardersand
expressarriers

Mobile commerce (or m-commerce) the ability to conduct commerceusing a
mobile device e.g. a mobile phone, a PDA,a smartphone, a tablet or other
(emergingmobileequipment

Mobile subscriptions mobile cellulartelephone subscriptionsare subscriptiongo
a public mobile telephone serviceusingcellulartechnology,which provide access
to the public switchedtelephonenetwork. Postpaid and prepaid subscriptionsare
included(source Eurostat)

Networked Readinessndex (NRI) TheNRImeasureghe tendencyfor countriesto

exploit the opportunities offered by information and communicationstechnology
(ITY The NRIcomprisesthree components the environmentfor IT offered by a
givencountry or community,the readinessof the country'skey stakeholdergo use
IT,andthe usageof ITamongthesestakeholders

Online buyer (or e-shopper, e-buyer). an individual who regularly bought or
orderedgoodsor serviceghroughthe Internet.

Onlineexpenditure spendingper userwho purchasedyoodsor servicesonline.

Online Retall (or e-retail, electronicretail or retailing or evene-tailing): the selling
of retail goods and serviceson the Internet. In the limited senseof the word,
sectorssuchasonline leisuretravel, eventtickets, downloadingmusicor software
arenot included Online-onlyretail shopsare often referredto aspure players

Penetration levels the percentageof a population using the Internet, mobile
phones,smartphonesr tablet devices

Realeconomicgrowth rate: a measureof economicgrowth from one period to
another expressedas a percentageand adjustedfor inflation. The real economic
growth rate is a measureof the rate of changethat a nation's gross domestic
product(GDPexperiencedrom oneyearto another

Retail sales the selling of mainly goods from businessedo individualsfrom a
traditional or so-calledbricksand-mortar shop

Statcounter researchmethod: Statcounteris a web analyticsservice and their
tracking code is installed on more than three million sites globally Thesesites
covervariousactivitiesand geographidocations Everymonth, Statcounterrecords
billions of page views to these sites For each page view, they analyze the
browser/operating system/screenresolution used and they establishif the page
viewis from a mobile device Theycalculatetheir GlobalStatson the basisof more
than fifteen billion pageviews per month, by peoplefrom all over the world onto
more than three million membersites
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Global Online Measurement Standard for Ecommerce (GOMSEC)

GOMSEGims to provide guidelines for measuring
and monitoring B2C ecommerce As a result, all
countries worldwide are able to provide data with
respectto the penetration of B2C ecommercein a
standardizedway. All Ecommercd-oundationfigures
and estimatesare basedon GOMSEQynlessstated
otherwise

TheGOMSE@:portson salesfiguresfor the total B2C
ecommerceworldwide and for eachcountry separate
in the country profiles,basedon total salesof goods
andservices

Thesetotal salesof goodsand servicesare basedon
the areas/sectors/classificatiorof areasand sectors,
asstated on the next few pages

All data reported in the national currency of the
country involved is convertedinto eurosaccordingto
the average (annual) rate of exchangeas provided
by, preferably, the EuropeanCentral Bank (ECB or
the national bank of the particular country The
reference period that is used for this was from 1
Januaryto 31 Decemberof eachreport year. Growth
rates are calculated and measured by the B2C
ecommercesalesin the nationalcurrency

-
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Definition of B2ZCecommercesales

a ! yB2C contract regarding the sale of goods
and/or services,fully or partly concluded by a
techniquefor distancecommunicationé

Technique for distance communication means
that can be usedfor communicationregardingthe
offer made by the trader and the conclusionof a
contract, without the necessityof the consumer
and trader being in the same place at the same
time.

Contract a contract whereby use is made, either
solely or in part, of one or more techniquesfor
distancecommunicationwithin the frameworkof a
systemorganizedby the trader for the distancesale
of goodsand/or services,up to and includingthe
momentthat the contractis concluded

Classificatiomof B2ZCecommerce
The following classificationon the next few pages

providesan overviewof areasand sectorsincluded
in GOMSEC
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Onlinepurchaseof the followingitemsare excluded
from GOMSEC

A Transactions between private
individuals/consumers(C2C), such as auctions
and marketplaces, and between businesses
(B2B)

Onlinegamblingand gaming

Carsand other motor vehicles

Housesandreal estate

Utilities (e.g. water, heatingand electricity)
Mortgagesloans,credit cardsand overdrafts
Savings accounts, funds, stocks&shares and
bonds

T> T> T T T>o I

B2C ecommerce therefore includes all online
transactions between businessesand consumers
using desktop computers, laptops, tablets,
smartphones, point-of-sales and smartwearables,
for instance through online shops, physical stores
0 G 2 yAfyAadyuSnalh @Redtdes catalogsete. B2C
ecommercencludesValueAdded Tax(VAT)or other
sales tax, delivery costs and apps, but excludes
returns.
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