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ABOUT THE DATA

30,700
INTERVIEWS

IN 22
EUROPEAN
COUNTRIES
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1. E- COMMERCE LANDSCAPE



ONLINE SHOPPING ƈAN INGRAINED HABIT
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Share of regular e - shoppersShare of e - shoppers among total population
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STABLE SHOPPING VOLUMES ƈPRUDENCE IS PART OF THE EQUATION
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Number of parcels received last month

Regular e-shoppers Aficionados
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E- SHOPPERS BRANCH OUT INTO MORE PRODUCT SEGMENTS

categories 
bought on 
average

6.2 (+0.3)

Grocery

+3 vs. 2023

35%

Medicine

- 2 vs. 2023 

31%

Fresh Food 

& Beverage

35%

Fashion

56 %

Shoes

53%

+2 vs. 2023

Beauty & 

Health Care

50 %

+2 vs. 2023

Books

42 %

- 2 vs. 2023

Leisure

36 %

+3 vs. 2023

Small home 

furniture & 

Decoration

32%

+3 vs. 2023

Toys

29 %

Accessories 

& jewellery

+3 vs. 2023

29 %
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% of regular e - shoppers who have already bought online from 
foreign websites

62%
60%

57% 58%

63%

2019 2021 2022 2023 2025

18%France

17% (- 7 pts)UK

USA 29% (- 2 pts)

Germany 26% (- 2 pts)

China 48%

Top 5 countries of purchase

E- SHOPPERS LOOK MORE THAN EVER BEYOND BORDERS
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of regular e - shoppers 

consider that shopping 

online saves money

ǻPrice is the most 

important factor in my 

nspaf_qgle bcagqgmlqǼ

+6 vs 2023+3 vs 2023

68 %

PRICE TRIGGERS EVERY CLICK
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2. SECOND HAND ƈA SECOND NATURE



buy or sell products on C2C 

platforms72%

48 %
purchase at  least once 

a month

13.4
times per year 

on average

C2C SHOPPING - FROM FEVER TO HABIT

+4 pts +1.3
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MORE THAN MONEY: EVOLVING REASONS TO BUY SECONDHAND

64 %

39 % (+5 pts)

25%

23% (+2 pts)

17% (+2 pts)

It's more affordable than buying new products 

it helps me save money

It supports a more responsible economy

I like to buy from small retailers who sell 
their products on the Internet

I prefer to buy directly from private individuals

It's trendy , many of my relatives are using                                                              
those second - hand platforms
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EVERY E- SHOPPER ƈAN ENTREPRENEUR
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15.8

Selling at least once a month on C2C platformsAnnual selling frequency on C2C platforms

sales per year

sales per year

69 %

52%
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3. GEN Z SHAPE THE FUTURE



60.9

14

ANNUAL NUMBER OF PURCHASES

56.841.935.8

Gen ZMillennialsGen XBoomers



82 %
ȁmd pcesj_p c- shoppers 

from GEN Z currently have 

a regular source of income

15

FDM Y QDCDEHMD SGD QTKDR NE NMKHMD QDS@HKź

31%
ȁmd ECL X live with their parents

35%
ȁmd ECL X receive financial 

help/support from parents



Characteristics vs. regular e - shoppers                                       

Top 5 categories

16

źSGQNTFG SQDMCR+ SDBG+ @MC BNLLTMHSX

Gen Z shoppers

61% female

60%

55%

51%

41%

39%

Fashion

Shoes

Beauty

Acc. & Jewellery

Books

(- 3)

(+5)

(+4)

Higher endorsement among Gen Z

46% I trust social media influencers' shopping advices (33)

46% I use a lot of collaborative / shared / community services (33)

57% I follow or like brands on social networking sites (45)

47% I buy more second - hand products these days (39)

56% I really like the idea of technology that 'knows' me and can make 
recommendations

(48)

44% When I shop online, I use features that are powered by AI (35)

47% It is very important for me to buy trendy brands (38)

58% I am always looking for novelty and fun even in everyday products (51)

47% I am almost always among the first to try new ways of 
shopping/experiences

(40)

58% I prefer to shop on websites/apps that also have physical stores (52)

Lower endorsement among Gen Z

73% Shopping online allows me to save time (81)

70% The most important thing about a brand : good value for the money (77)

62% Shopping online saves money (68)

* (xx): Total Regular e - shoppers
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SOCIAL MEDIA - FDM YſR OK@XFQNTMC @MC L@QJDSOK@BD

99 % (96)

91% (70)

61% (44)

ȁdmp qfmnngle glqngp_rgml

ȁ dmp bgpcarjw nspaf_qgle grckq

Sqc _ qmag_j kcbg_ nj_rdmpkȁ

ȁ_r jc_qr mlac _ ucci

* (xx): Total Regular e - shoppers
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FDM YſR FN-TO SOCIAL PLATFORMS

41%

79

32

Instagram Youtube TikTok Facebook Snapchat Pinterest

27%

75

20

41%

66

27

40%

55

22

23%

44

10

33%
33

11

XX% Conversion ratio ( Usage > Shopping )

(+10ƶ)

(- 5Ƹ)

(+7ƶ)

Use at least once a week Use for shopping directly



4. NO ROOM FOR FLAWS IN PURCHASE JOURNEY
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78%

73%

71% 71%

69%

2019 2021 2022 2023 2025
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WHEN CONVENIENCE FEELS COMPLICATED

Perceived easiness of purchase



EVERYTHING MATTERS FOR SEAMLESS EXPERIENCE

Average number of important criteria when purchasing online

Å Fast purchase without account creation +4 pts

Å Live chat support to provide real time answers +6 pts

Å Various options of place of delivery  +4 pts

Å Ability to re - schedule my delivery +3 pts

Å Ability to return - dropping off in a parcel shop +5 pts

Å Ability to return - bpmnngle mdd gl rfc pcr_gjcpǹq qrmpc )2 nrq

Å Digital wallet payment method ( Paypalȁ' )3 nrq

Å Price comparison tool +3 pts

18.3 18.8

2023 2025

21
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TOO HARD TO GET HELP, TOO MANY HURDLES TO JUMP

19% (+4 pts)

Amsjblǹr pc_af _lwmlc18% (+5 pts)

Too many steps
before purchasing
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SMART HELP, JUST A CLICK AWAY

29 %

21%

15%

12%

Email

Telephone

Online contact form in the 
e- tailer's website/app

Chatbot

Preferred method of contacting customer services Ƕ% 

77%
of e - shoppers say it is important for 
them to easily access customer service 
when purchasing online
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MORE RETURNS, LESS EASY TO HANDLE

returned their last 

purchase

16% 53%

found it easy/effortless

(+2 pts) (- 2 pts)
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GROWING BARRIERS TO RETURNS

25% (+3 pts)

23% (+3 pts)

20 % (+4 pts)

I had to print a return coupon

I think that managing a parcel return requires too 
much energy &rmm k_lw r_qiq qrcnqȁ'

I had to hurry up because of the short allowed 
period of time to return the parcel(s)
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5. THE GOLDEN STANDARDS OF DELIVERY
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SWEET OUT- OF- HOME

Usually use more than one 
delivery place

50 %

to a parcel 
locker station

27%
+4

vs 2023

to a parcel shop

24 %71%

at home

- 5
vs 2023
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DELIVERY PREFERENCES - COUNTRY ZOOM 

At home Parcel locker Parcel shop Retailer store Post office At work Neighbourɏshome ɑsafe placeɒ
Total                               

Out - Of - HOME

European average 71 - 5Ƹ 27 +4ƶ 24 11 +1ƶ 15 10 - 1Ƹ 7 9 46 +2ƶ

Austria 72 - 8Ƹ 18 13 9 14 8 8 16 +5ƶ 30

Belgium 73 9 28 10 15 7 10 14 39

Bulgaria 51 29 +18ƶ 32 10 28 - 10Ƹ 17 - 7Ƹ 3 3 55 +11ƶ

Croatia 68 - 15Ƹ 54 +31ƶ 12 10 21 - 7Ƹ 10 3 - 3Ƹ 6 61 +27ƶ

Czech Republic 52 - 14Ƹ 47 +12ƶ 52 18 23 - 10Ƹ 13 10 - 76 +7ƶ

Estonia 33 - 16Ƹ 85 8 5 - 4Ƹ 15 - 13Ƹ 6 - - 90

France 72 - 7Ƹ 18 +9ƶ 57 18 14 6 5 5 67

Germany 75 24 21 8 15 7 - 3Ƹ 15 19 38

Hungary 58 - 12Ƹ 58 +8ƶ 21 - 10Ƹ 4 - 4Ƹ 19 - 9Ƹ 14 4 8 65

Ireland 79 7 7 9 13 +4ƶ 14 10 12 19

Italy 73 26 23 7 10 +3ƶ 7 - 3Ƹ - - 42

Latvia 36 - 15Ƹ 69 22 11 29 - 20Ƹ 7 - - 82

Lithuania 45 - 9Ƹ 78 13 10 - 5Ƹ 20 - 9Ƹ 4 - 5Ƹ - - 86

Netherlands 74 17 +7ƶ 26 7 11 8 14 11 37

Poland 53 - 5Ƹ 64 - 4Ƹ 19 11 10 - 8Ƹ 10 5 6 75

Portugal 70 14 +5ƶ 10 16 12 23 - 10Ƹ - - 32

Romania 76 37 +6ƶ 11 6 13 - 5Ƹ 17 6 - 48 +10ƶ

Slovakia 58 - 10Ƹ 37 +6ƶ 47 22 20 - 11Ƹ 13 - 8Ƹ - - 70

Slovenia 78 33 11 8 23 - 7Ƹ 12 3 6 41

Spain 72 - 10Ƹ 19 22 17 +5ƶ 20 13 - - 43 +5ƶ

Switzerland 69 +11ƶ 15 16 14 14 11 - 4Ƹ 10 14 34

UK 77 - 6Ƹ 16 11 13 +3ƶ 16 +6ƶ 14 +6ƶ 8 18 30 +5ƶ

Top 3 preferences



At home 62 67 73 83

To a parcel locker station 27 27 28 24

To a parcel shop 23 25 24 22

To a post office 17 16 12 13

Rm rfc pcr_gjcpǹ qrmpc13 14 10 7

At work 12 12 11 5

Rm _ ǻq_dc nj_acǼ11 10 6 7

?r wmsp lcgef`mspǹq fmkc9 7 5 5

Number of delivery places 2.0 2.0 1.8 1.7

GEN Z - FREEDOM TO PICK UP ANYTIME, ANYWHERE

Gen Z Millennials Gen X Boomers

29
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OUT- OF- HOME WINS CROSS- BORDER SHOPPERS

Have shopped several times 

on foreign websites

Have never shopped on 

foreign website

79%71%

23%30 %

20 %26 %

Home

Lockers

Parcel Shops
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SGD B@QQHDQ AQ@MC L@SSDQR LNQD SG@M DUDQź

consider it important 
to know the delivery 
company

found delivery
easy/effortless

70%
(- 2 pts)

76%
(+5 pts)
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ź@MC MNS NMKX 

Delivery preferences (importance index Ƕaverage interest = 100) 

#1 Real time info on delivery153

#2 146 Several delivery options

#3 130 Select day and one - hour window 
delivery in advance

#4 124 Possibility to reschedule delivery

#6 120 Next day delivery

#5 120 Know the exact one - hour 
window of the delivery
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APPETITE FOR SUSTAINABILITY

66 %

would be more likely to opt for a 

website/retailer/app that has 

environmentally - friendly delivery options

58 %

consider important to have a choice of 

environmentally - friendly delivery 

alternatives when buying online

(+2 pts)


