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Theimportanceof e-commercecontinuousto grow. More andmore 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 Europeaneconomy. Whereasthe EuropeanGrossDomestic
Productwasmore thanϵ16.4trn in 2013, the e-GDPaccountedfor 2.2%of
this number. In addition, e-commerceis responsiblefor the creation of
manynew jobsandall thismakesit a significanteconomicpower in Europe.

Measuringthe size and growth of the e-commercesector in Europeand
aroundthe globeis vital for understandingits economicimpactandgrowing
contribution. EcommerceEuropestronglybelievesthat it is with economic
facts that messagesin support of our industry canbe heard. Therefore,we
are delightedto presentthe secondedition of the EcommerceEuropeB2C
ResearchReports. After the initial year,our reports are now an established
phenomenonwithin the Europeanlandscapeof e-commerce.

In total, Ecommerce Europe annually publishes several reports; five
comprehensiveregionalreports(WesternEurope,NorthernEurope,Eastern
Europe,SouthernEuropeand CentralEurope), a number of global reports
anda Europeanreport.

Throughthe EcommerceEuropeB2C ResearchReportswe want to share
our knowledgewith our readersaroundthe world. Bymeansof figuresthat
arebasedon the GlobalOnlineMeasurementStandardfor B2CE-Commerce
(GOMSEC),interviews with e-commerce experts and clear tables and
infographics, we provide online retailers and other stakeholders with
practicalmeansthat canhelpthem to optimizetheir businesses.

Naturally, we could not have realized these reports without the help of others.
Therefore we want to use this opportunity to express our gratitude to all
participating national associationsand their individual research partners for
providinguswith the requireddataandinformation. Wewould alsolike to thankall
participating company members, businesspartners and stakeholdersfor their
involvement. In addition,we are very grateful to the expertsacrossthe world who
selflesslyinvestedtheir time and effort to sharetheir insights. And finally, a special
word of thanksgoesto our sponsorsGlobalCollect,InformaticaCorp,RichRelevance
andSalesupply, who enableus to makethe reportswidely available,and to GfKfor
their closecooperationandinvolvement.

If you would like to receiveadditional information, purchasereports or become
involvedwith EcommerceEuropeor one of our national associationsso that you
can receive the reports for free, please contact us via our website
www.ecommerce-europe.eu or send us an email at research@ecommerce-
europe.eu.
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Our Report Partners
This Report Is Powered by the Following Partners

GfKis the trusted sourceof relevantmarket and consumerinformation that enablesits clientsto makesmarterdecisions. More than 13,000
market researchexpertscombinetheir passionwith DŦYΩǎ80 yearsof data scienceexperience. By using innovative technologiesand data
sciences,GfKturns big data into smart data, enablingits clients to improve their competitive edgeand enrichŎƻƴǎǳƳŜǊǎΩexperiencesand
choices.

GlobalCollectis the most knowledgeableglobal PaymentServiceProviderin the world, processinginternational e-commercepaymentsfor
more than 600of theǿƻǊƭŘΩǎmost recognizede-commercebrandsin the digital goodsandservices,travel, retail andvideogamingindustries,
amongmanyothers. Dƭƻōŀƭ/ƻƭƭŜŎǘΩǎbusinessintelligencetools,ManagedFraudServicesandmore than 400paymentsexpertshelpour clients
elevatetheir paymentstrategiesto becomeastrategicassetto their companies.

RichRelevanceis the globalleaderin omni-channelpersonalization. More than 160companiesin 40 countriesuseRichRelevanceto turn data
into actionableinsight,whichdeliversthe most relevantexperiencefor consumersasthey shopacrossweb, store andmobile. RichRelevance
drivesmore than one billion decisionsevery day, and hasdeliveredover $8 billion in attributable salesto its clients,which includeTarget,
Marks& SpencerandPriceMinister.

Salesupplyis a global e-businessservicescompanythat enablesonline retailers to achieveprofitable international growth faster, more
efficiently and with relatively low costs. Salesupplyprovides a full range of solutions ranging from researchand strategy, to effective
localizationof onlineshops,followedby completeoperationalsupport,traffic generationandbrandmanagement.

InformaticaCorporation(Nasdaq:INFA) is the ǿƻǊƭŘΩǎnumber one independentprovider of data integration software. Organizationsaround
the world rely on Informaticato realizetheir information potential and drive top businessimperatives. InformaticaVibe, the ƛƴŘǳǎǘǊȅΩǎfirst
andonly embeddablevirtual datamachine(VDM),powersthe uniqueάaŀǇOnce. DeployAnywhere.έcapabilitiesof the InformaticaPlatform.
With regardto information technology,Informaticahelpswhereverpossibleby deliveringthe right datain the right wayto the right users.
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The growth in e-commercecontinuesacrossthe markets of Northern Europe;
with many countries recognizing, early in its development,the possibilitiesthe
web canbring,we are likely to continueto seestronglevelsof performance. The
opportunities for e-commerceexpansionto take more of the overall shopping
basketare clear to see,with cross-border sellingacceleratingand more people
becomingcomfortableshoppingonline.

GfK recognizesthe importance that e-commercebusinesses,such as retailers,
manufacturersand distribution and transport companies,have in 2014. The
consumerhasmore information than everbeforeandit isa rarepurchasejourney
that doesnot havean elementof onlineat somepoint in that path; whether that
beat the researchstageor the final purchasedecision.

Pocketstores
The continued cumulativegrowth 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 numberof thesedevicesin the home. With the smartphonerarelybeing
more than a meter from the owner at any time, it is clearto seethat everyoneis
literally carryinga million or morestoresin their pocket.

The challengefor Northern Europeanretail remainsthe same: how to increase
levels of conversion from 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.

Succescriteria
GfKmakesuseof the latest researchtechniquesto understandeachelement of
the purchasejourney, from trigger through to final checkout. By lookingat each
elementof the experienceandunderstandingthe wayit integratesinto the bigger
picture we are able to recognizethe keycriteria that drive success. By lookingat
how brandsand retailers are perceivedby customersand how this perception
translatesto saleswe canshowthe impact the ǳǎŜǊΩǎexperiencehason the final
decision.

Asa globalbusinesswe are able to contextualizethe impact shoppinghabitsare
havingon Northern Europeane-commerceplayers. The cross-border 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 takeadvantageof this or a needto createa defensivestrategy,GfK
hasthe insightto evaluateall relevantelements.

ά9-ŎƻƳƳŜǊŎŜ ŎƻƴǘƛƴǳŜǎ ǘƻ ƎǊƻǿ ƛƴ bƻǊǘƘŜǊƴ 9ǳǊƻǇŜέ
The Importance of E-commerce

Understandingwhat drives or restricts sales and
then actuallybeingableto benchmarkthosesalesis
going to continue to be important to all online
players, and ultimately the ability to increase
conversionand reduce abandonment is going to
comefrom a clear interpretation of the insightsto
bederivedfrom the datathat exists.
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John Snoek 
Global Vice President Marketing at GlobalCollect

ά¢ƘŜ 9ǳǊƻǇŜŀƴ aŀǊƪŜǘ /ƘŀƴƎŜǎ /ƻƴǎǘŀƴǘƭȅέ 
Key Trends and Best Practices for Cross-border E-commerce in Europe

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 requirecarefulconsiderationandplanning.

While selecting the right payment mix per country is the necessarybasis,
successfulmerchantsalsoanticipateandact on macro-trends,suchaschangesin
the regulatory environment, or in consumerbehaviorand expectations. At the
same time, these merchants actively analyze and optimize their businesses
throughaggressivefraudmanagementandthe applicationof bigdataanalytics.

Mobile first strategy
In 2014, mobile commercewell and truly arrived in Europe. The use of mobile
devicesfor online shoppingand paymentsis accelerating,with Swedenand the
UK in particular matching the global leadersin mobile shopperpenetration. In
addition,merchantsthat haveadoptedthe mobile first strategyin both checkout
andpaymentpagesareseeingconsiderablyhighersuccessrates.

Bigdata to monitor risksand identify opportunities
Another big trend that is further maturing in 2014 is the applicationof big data
analyticsandvisualizationto the domainof onlinepayments. E-commerceleaders
suchasAmazonhavebeenapplyingbig data for yearsnow with the objectiveof
building sophisticated profiles of their consumers for Conversion Rate
Optimization(CRO). Andwith goodreason.

Cross-border paymentscan quickly becomevery complexand hard to manage.
Huge volumes of data need to be analyzed in order to identify issuesand

Theyearof SEPA?
Finally,2014 is a watershedyear for cross-border
payments in the Single Euro Payments Area
(SEPA). Thegoalof SEPAis to createa harmonized
payments infrastructure throughout the SEPA
countries. Thisisdonethroughthe useof common
paymentinstrumentsandstandards,supportedby
a regularandacceptedlegalstructure.

opportunities. By applying analytics and visualization to payments data,
merchantscantrackandcompareperformanceper country,per paymentmethod
or per time period,andtakeappropriatestepsto optimizeprocesses.

Combatingsophisticatedfraud
Fraud is a fact of life for merchants. This is particularly true for international
merchants,becausecross-border paymentshavesignificantlyhigher 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 cross-border business,
merchantscan take action to minimize its impact. In addition to improving the
bottom line, this also limits the risk of the kind of reputation damagesthat go
hand-in-handwith onlinefraud.
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Ben Rund
Senior Director Product Marketing

at Informatica Corp 

άLƴŦƻǊƳŀǘƛƻƴ aǳǎǘ BŜ wŜƭŜǾŀƴǘ ǘƻ /ǳǎǘƻƳŜǊǎέ 
Omnichannel Tomorrow Means Predicting the Next Logical Purchase Everywhere

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 should be in the ŎƻƳǇŀƴȅΩǎ
mindset. In addition, it needs to have the proper technology to 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%.
Consumersreceivean overloadof information and in combinationwith the total
transparencyof the markets, buying somewhereelse is just one click away.
Companieshaveto deal with this by ensuringthat their marketingactivitiesonly
contain relevant information. CommerceRelevancyis taking omnichannelto the
next levelfor customerexperience.

A lot is changingin the landscapeof e-commerce. For example,the άŜέin e-
commerceis disappearing. Thereis no longera strict separationbetweenonline
retail and shoppingat bricks-and-mortar shops,as all purchaseswill take place
throughomnichannelretailing.

Bythe end of 2013, 36%of in-store purchaseswere influencedby digital devices,
for instance as consumerscompared prices through comparisonwebsites or
looked for additional information. Thisnumber is expectedto haveincreasedto
around50%at the endof 2014.

Companieshave to be aware of these developmentsand invest sufficiently in
reachingcustomersthrough the severaltouch points. Thisway, they will be able
to createa flawlesscustomerexperience,which is very important for attracting
andholdingon to customers.

Real-time experience
Thebiggestchallengefor companieswill be real-time experience. Forcustomersit
will not be enough to receive information tomorrow or even later today; they
want it right away. In other words, fast anticipation is key. By 2017, customer
experience is what buyers are going to use to make purchase decisions.
Therefore,onlycompaniesthat candeliverinstant informationwill besuccessful.

In order to achievethis, retailers must be able to predict the next purchasesof
customers. Whenshoppersareabout to makea purchase,merchantsshouldoffer
enticing product and/or servicebundles. In addition, once a purchasehas been
concluded,customersshouldlater receiverecommendationsthroughall channels
regardingproductsand/or servicesthat might be interestingto them.
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Pontus Kristiansson
Vice President EMEA RichRelevance

Themature online retail marketsare alreadyhighlysaturatedand competition is
intense. To make sure that consumerschoose,and continue to choose,your
product or serviceover that of your competitors,you haveto standout from the
crowd. Naturally,there are numerousway to achievethis, but in my opinion the
bestwayto go is to optimizeyourpersonalization.

Timesarea-changing
When shoppingin a brick-and-mortar shop, personalizationis a very common
aspect. When consumersgo to the store, they seek advice from the skilled
salesclerk,who is then able to personallyhelp the customerto the best of his or
her abilities. However,asshoppinghasincreasinglyshifted to the Internet, it has
becomemoredifficult for companiesto personalizetheir services.

Still, e-commercepersonalizationis by no meansimpossible. On the contrary,as
in my opinion it is even vital for a company to survive in this day and age.
Unfortunately,it isnot possibleanymoreto matchoneemployeeto onecustomer
at a time. Therefore,you will haveto find new waysto accomplishpersonalization
in yourcustomerservice.

Possibilities
What web merchantscando is usingthe information that onlinecustomersleave
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 makingsuggestionsbasedon what is popular at the moment
andon theŎǳǎǘƻƳŜǊΩǎshoppingbehavior.

Other possibilitiesto personalizeyour website includeprovidingconsumerswith
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 result they are more inclinedto chooseyour product or service.
And, perhaps even more importantly, if they are pleasedwith the way your
companythreats them, they will keepcomingbackto you and probablyprovide
youwith veryvaluableword-of-mouth advertising.

CompaniesasAmazonandNetflix are the livingproof that personalizationworks.
Theyhaveusedthis tool for manyyearsandasa result, their websitesthink along
with customers. Potentialbuyersare now provided with reasonablesuggestions
basedon previoussite visitsandpurchases. Makingtheir customersfeel specialis
oneof the reasonswhy AmazonandNetflix aresosuccessfulnowadays.

άPersonalization Is Vƛǘŀƭέ 
Making Customers Feel Special Is the Key to Increasing Conversion Rates
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Henning Heesen
Cross-Border E-Commerce Specialist 

and Board Member at Salesupply AG

ά9ǾŜǊȅ ŎƻǳƴǘǊȅ ƛƴ bƻǊǘƘŜǊƴ 9ǳǊƻǇŜ ƛǎ ǳƴƛǉǳŜέ 
Do Not Approach Different Countries in a Region As If They Are The Same

Doingonline businessin the Nordicsis an excellentexampleof somethingwe at
Salesupplypreachto our customersasthe keyfactor of success: Donot approach
severalcountriesin one regionasif they were oneςevenif they are very similar
from your perspective. Especiallyin Scandinavia,we see that the markets are
indeed strongly interconnected: large sharesof these ŎƻǳƴǘǊƛŜǎΩcross-border
salesare takingplacewith other Nordiccountries. Of course,the similarlanguage
and overlappingcultural features influence this consumerbehavior. However,
that doesnot mean at all that as a German,Dutch or British company,you can
enter ά¢ƘŜbƻǊŘƛŎǎέwithout cookingup an individual approachfor eachof the
markets. Thelanguages,for instance,are in fact different, asmuchasGermanand
Dutchor SpanishandPortuguesearedifferent languages.

Mature market
TheNordicmarket is mature,whichalsomeansthat the consumersaresavvyand
demanding. The number of consumertouch points per order is relatively high,
and it is vital to offer customerservicein the local language. However, it is this
maturity that makesthe Scandinavianmarkets interesting. The consumersare
usedto buyingonline and they are readyto explorenew offerings. Thereis a lot
of potential there.

Estonia,one of the Baltic states analyzedin this report, is a very astounding
country. Relativelysmall,but a true hub for technologicalinventionsand digital
entrepreneurship. That reflects how the mindset in Estoniais: ready to move
forward, to embracethe digital evolution. I believea foray into the Balticscanbe
beneficial in order to create a pathway into the Northern and Easternparts of
Europe,andmaybeeveninto Russia.
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2013 Key B2C E-commerce Data of Goods and Services at a Glance 

;

Top 5 mature e-commerce 
countries in turnover 
UK ϵ107.1 bn
Germany ϵ 63.4 bn
France ϵ 51.1 bn
Austria ϵ 10.9 bn
Netherlands ϵ 10.5 bn

Top emergingcountries
Russia ϵ 15.5 bn
Spain ϵ 14.4 bn
Italy ϵ 11.2 bn
Poland ϵ 5.2 bn

816 million
people live in Europe

565 million
people use the Internet

264million
people are e-shoppers

1

2 3

2, , +
jobsdirectly or indirectly via e-commerce

54% 
Goods

46% 
Services

32%

69%

100% ϵ364.3 bn
Turnover E-commerce
Goods & Services

645,000+
estimated online businesses

3.7 billion+
number of parcels annually(f)

Estimated share of online 
goods in total retail of goods

5.7%

άппо Ƴƛƭƭƛƻƴ ǎƻŎƛŀƭ ƳŜŘƛŀ ǳǎŜǊǎέ

Europe

West
Central
South
North
East

ϵ177.7 bn
ϵ93.3bn
ϵ40.8 bn
ϵ33.2bn
ϵ19.3bn

+12.4%
+22.7%
+18.9%
+12.2%
+47.3%

2.2% eGDP
Europe
ϵ364.3 bn +17.5%

EU28
ϵ317.9 bn +14.7%

ϵ16.4 trn GDP 2013
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Country (EU28) Capital VAT Currency Population EU28

Austria Vienna 20% Euro (EUR) 8.4mn EU28

Belgium Brussels 21% Euro (EUR) 11.1mn EU28

Bulgaria Sofia 20% Lev (BGN) 7.2mn EU28

Croatia Zagreb 25% Kuna (HTK) 4.2mn EU28

Cyprus Nicosia 18% Euro (EUR) 0.8mn EU28

Czech Republic Prague 21% Koruna (CZK) 4.4mn EU28

Denmark* Copenhagen 25% Krone (DDK) 5.6mn EU28

Estonia* Tallinn 20% Euro (EUR) 1.3mn EU28

Finland* Helsinki 24% Euro (EUR) 5.4mn EU28

France Paris 19% Euro (EUR) 65.5mn EU28

Germany Berlin 19% Euro (EUR) 82.0mn EU28

Greece Athens 19% Euro (EUR) 11.0mn EU28

Hungary Budapest 27% Forint (HUF) 9.9mn EU28

Ireland Dublin 23% Euro (EUR) 4.5mn EU28

Italy Rome 22% Euro (EUR) 59.6mn EU28

Latvia* Riga 21% Lats(LVL) 2.0mn EU28

Lithuania* Vilnius 21% Litas(LTL) 2.9mn EU28

Luxembourg Luxembourg 15% Euro (EUR) 0.5mn EU28

Malta Valletta 18% Euro (EUR) 0.4mn EU28

Netherlands Amsterdam 21% Euro (EUR) 16.7mn EU28

Poland Warsaw 23% Zloty (PLN) 38.5mn EU28

Portugal Lisbon 23% Euro (EUR) 10.4mn EU28

Romania Bucharest 24% New Leu(RON) 20.0mn EU28

Slovakia Bratislava 20% Euro (EUR) 5.4mn EU28

Slovenia Ljubljana 22% Euro (EUR) 2.0mn EU28

Spain Madrid 21% Euro (EUR) 46.7mn EU28

Sweden* Stockholm 25% Krone (SKK) 9.5mn EU28

United Kingdom London 20% Pound(GBP) 63.8mn EU28

EUcountries
Thecontinentof Europeconsistsof 47 countries,of which28 countriesare
membersof the EuropeanUnion. In the table we provide an overviewof
the EUmembers,in alphabeticorder. It includesrelevantinformation,such
asthe currencyof eachcountryaswell astheir respectiveVATrates. More
elaborateinformationon VATcanbefoundin the countryreports.

Establishment
TheEuropeanUnion is an economicand political partnershipbetween 28
Europeancountriesandwascreatedin the aftermathof the SecondWorld
War. Initially, it was establishedto foster economiccooperation,the idea
being that countries that trade with one another become economically
interdependentandwill thereforebemorelikelyto avoidconflict.

Organizations
Today, the EUis the most important collaborativepartnershipin Europe.
Theparticipatingcountriesestablisheda number of organizationsfor this
Union, to which they have transferred a part of their powers. These
organizationsincludethe EuropeanParliament,the EuropeanCommission,
the EuropeanCouncilandthe Courtof Justiceof the EuropeanUnion.

The cooperationbetween these membersstates is characterizedby far-
reachingeconomicintegration. In 1986, the tariffs betweenmemberstates
were abolished,creating one internal market. In addition, 12 member
statesdecidedto introduceone commoncurrency(the euro) in 1998, and
later on thisEurozonewasexpandedto 18countries.

Overview of the European Countries
A Brief Introduction to Europe

* Coveredcountriesin this Northern Europe report
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Impact of E-commerce on the Economy

GrossDomesticProduct
The total GrossDomestic Product (GDP)of Europe is
estimatedto havereachedaroundϵ16.4 trillion in 2013,
of which the GDP of the EU28 was about 80%.
EcommerceEuropeestimatesthe shareof the European
Internet economyin the GDPat 2.2%, a percentagethat
isset to doubleby 2016andto triple by 2020.

Thenumberof jobscreateddirectly and indirectlyby the
B2C e-commercesector is estimated at more than two
million in Europe,a figure that will grow with the on-
goingincreaseand penetrationof the Internet in society,
andthe projectedgrowth of (B2C)e-commerce.

645,250 websites
Accordingto data receivedfrom national e-commerce
associations,EcommerceEuropeestimatesthe number
of B2Cwebsitesto havegrown to 645,250at the end of
2013, growingat a paceof 15 to 20%per year.

This number is set to grow even more given the growth
anticipatedin the upcomingmarketsin the Southandthe East,
where B2C e-commerce is rapidly closing the gap with the
more mature markets in Northern, Western and Central
Europe.

3.7 billion parcelssent
Postal and private operators have reaped the fruits of the
impressivegrowth over the past yearsof (B2C) e-commerce.
EcommerceEurope estimates the annual number of B2C
parcels sent to customersdomesticallyand cross-border to
other (European)countries at 3.7 billion, a number that will
certainlycontinue to grow asa result of the increaseforecast
for B2Ce-commercein Europe.

A Brief Introduction to Europe

2.0 million+
Number of jobs created by 
B2C e-commerce sector

645,250
Estimated number of 
active B2C websites

3.7 billion
Number of parcels sent in Europe




