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A word from Ecommerce Europe

Luca Cassetti

Secretary General

Ecommerce Europe, representing the European digital
commerce sector, would like to thank the Centre for Market
Insights of the Amsterdam University of Applied Sciences for
their valuable work in creating this report.

Europe continues to be affected by Russia’s aggression against
Ukraine, which has brought about high inflation rates, surging
energy prices and general geopolitical instability. All of these not
only impact the purchasing power of consumers but also disrupt
markets and global supply chains. Despite this, the findings of
this year's report show that e-commerce still continues to grow.
In fact, the turnover in European B2C e-commerce increased
from €849bnin 2021 to €899bnin 2022, even though the growth
rate did decrease from 12% in 2021 to 6% in 2022. That said, the
growth rate for 2023 is forecast to slightly increase to 8%, with
the turnover in European B2C e-commerce also continuing its
positive growth tendency.

From a legislative point of view, we are witnessing how
policymakers at the EU level are gradually wrapping up the
different political priorities of this mandate, since next year will
be marked by the European elections, taking place on 6-9 June
2024. In past years, the EU has rolled out a number of legislative
acts that have attempted to adapt the legal landscape of Europe
to the digital and green transitions. Many of these policies
have proved to be of key relevance to the e-commerce sector,
addressing topics such as online platforms and marketplaces,
green claims and sustainable packaging, to name just a few. The
next couple of years will therefore be critical for companies as
these initiatives gradually start to be implemented across the
whole industry, a move that will require investment in order to
ensure compliance with new EU and national rules.

When the 2024 EU elections inevitably re-shuffle the European
political landscape, the narrative around digitalization and digital
commerce will also shift, influencing future policy agendas and
negotiations over the next five years. Early voting predictions
suggest a more polarized, potentially less regulatory-oriented
European Parliament, which will impact the evolution of the EU
regulatory landscape for years to come. Against this potential
backdrop of increased political uncertainty, it is crucial for the
digital commerce sector to remain vocal about the challenges it
faces and what it needs to drive the necessary changes for a fair
and sustainable digital transition.

There is still a lot of work to be done. 2022 marked the 30-year
anniversary of the EU Single Market and while Ecommerce
Europe recognises the important steps undertaken over the
years, we also see that businesses still face significant barriers,
especially in relation to cross-border selling. Policymakers have
a responsibility to reduce market fragmentation and remove red
tape for cross-border business operations.

Designing realistic, future-proof and channel-neutral policies
that are capable of adapting to the evolving expectations of both
companies and consumers, will be of paramount importance
when the next EU cycle starts. Ecommerce Europe will continue
its lobbying and advocacy efforts, in cooperation with its
members, to bring the interests and challenges of the sector to
the attention of the new legislators.

Ecommerce Europe: The European
Digital Commerce Association

Ecommerce Europe represents, through its national associations,
more than 150,000 companies selling goods and services
online to consumers in Europe. Ecommerce Europe acts at
European level to help legislators create a better framework for
online merchants, so that their sales can grow further. We are
the European platform for digital commerce, where national
associations, company members and business partners can
network and share best practices, exchange information and
knowledge on issues concerning their business.

1 —
Ecommerce Europe’s Public Affairs
activities
Ecommerce Europe represents the interests of the digital
commerce sector towards European legislators. Our advocacy
activities focus on the following main pillars:

e-Regulations

Sustainability

Digital Transactions and Innovation

e-Logistics & Taxation

Platforms

These pillars are structured into ‘working committees’ where
members of Ecommerce Europe can participate by contributing
to the development of the policy positions of the association on a
wide range of topics. These meetings are also the occasion to get
informed, share best practices and discuss obstacles merchants
and platforms face in their daily operations. Ecommerce
Europe translates the outcome of the committees into policy
recommendations for legislators on how to make it easier for
merchants to sell to their customers, especially cross-border.
At the same time, we provide practical and useful information to
our members on relevant developments at EU level.
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If you would like to get involved with Ecommerce Europe
or one of our national associations, please visit our website
www.ecommerce-europe.eu or send us an e-mail at
Info@ecommerce-europe.eu.
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A word from EuroCommerce

Christel Delberghe

Director-General

As the European voice of the retail and wholesale sector, we are
pleased to share this year's edition of the European E-commerce
Regional Report. We hope it will inform you all on e-commerce
trends occurring in such a rapidly changing environment.

As the largest private sector employer in Europe, our sector
provides 26 million jobs and plays an essential role in the life
of local communities and city centers, ensuring that European
consumers and businesses have daily access to critical services
and products.

The past few years have been challenging in Europe. We are
recovering from the Covid-19 pandemic and dealing with
a plethora of newer challenges such as a severe cost-of-living
crisis and the impact of the war in Ukraine, as well as climate
change, aging populations, tightening labor markets and
a rapidly evolving digital landscape.

In 2022, with inflation soaring, consumers became a lot more
price sensitive. They increasingly looked to save money and
did so by comparing and diversifying their online and offline
shopping channels. This year's report includes a special focus on
the impact of inflation on turnover growth in the sector.

As the sector faces up to these challenges, it is going through
significant  transformation to become more digital and
sustainable, while still seeking to attract and retain talent. A joint
study with McKinsey identifies that the sector must nearly double
its current investment rate by 2030. We are working with EU
policy makers, through a co-creation process, to explore how to
develop a more supportive environment and unlock potential for
greater levels of investment to achieve this vital transformation.

Throughout the Covid-19 pandemic, many consumers switched
to online out of necessity but continued to shop online through
choice. We expect online sales to keep growing in the coming
years, reaching an estimated 30% of retail sales by 2030. Being
present online has become vital for many retailers, especially
for smaller businesses. The consumer journey is also rapidly
changing and combining online and offline interaction has
become the new normal. Retailers have no choice but to invest
in making this hybrid shopping a seamless experience. While
physical stores remain essential, their role is evolving and their
focus increasingly shifting to offering enhanced experience and
in-person advice.

Over the past few years, the European Union has been designing
new regulations for the digital world. These require e-commerce
players to remain in step with such changes. EuroCommerce
contributes on behalf of its members to this process and
monitors the implementation and enforcement of these rules to
ensure that Europe provides an environment that's conducive to
innovation while ensuring fair competition and appropriate levels
of consumer and environmental protection.

EuroCommerce: The voice of European
retail and wholesale

EuroCommerce is the principal European organization
representing the retail and wholesale sectors. It embraces
national associations in 27 countries and five million companies,
including leading global players and many small businesses.
Over a billion times a day, retailers and wholesalers distribute
goods and provide essential services to millions of business and
individual customers. The sector generates one out of every
seven jobs and offers a varied career to 26mn Europeans, many
of themyoung people. It also supports millions of jobs throughout
the supply chain, from small local suppliers to international
businesses. EuroCommerce is the recognized European social
partner for the retail and wholesale sectors.

2™
EuroCommerce

¢ Retall & Wholesale

.y

If you would like to get involved with EuroCommerce, please
Visit our website www.eurocommerce.eu or send us an e-mail
at eurocommerce@eurocommerce.eu



https://www.eurocommerce.eu/
mailto:eurocommerce@eurocommerce.eu
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Market Overview: Europe

The European continent is home to diverse markets, in
particular, intricate digital markets. After the rapid growth of
internet users during the Covid-19 pandemic, they appear
to have stabilized at 92% of the total European population.
Despite challenges with inflation and a declining population,
GDP continues to grow both regionally and across Europe.

GDP (€bn)

Gross Domestic Product (GDP) in €bn

€20,826

2018 2019 2020 2021 2022 2023 (F)
SOURCE: IMF

€21,000bn

€16,000bn

Population of Europe

Year by year population, in millions
590m

584.0

580!
2018 2019 2020 2021 2022 2023 (F) "

SOURCE: WORLD BANK, UN POPULATION DIVISION

Europe’s
E-commerce Regions

B Western Europe
M Central Europe
M Northern Europe
M Eastern Europe
H Southern Europe

Internet users

Percentage of the population accessing the internet

100%

92%

50%
2018 2019 2020 2021 2022 2023 (F) ’

SOURCE: EUROSTAT, DATAREPORTAL
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Infrastructure & Logistics

O Rankings highlighted are leaders among countries in the report
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Belgium 7 39 24 21 18 Norway 19 17 - 20 4 Montenegro 73 71 - 63 86
France 3 19 (&) 12 7 Sweden 7 5 1 5 3 NorthMacedonia =~ 57 8 - 34 57
Germany 3 22 14 13 Austria 7 20 32 8 5 Romania 51 57 30 30 30
Ireland 23 30 34 24 9 Czechia 43 45 44 33 21 Serbia 73 40 - 79 35
Luxembourg 26 26 - 6 36 Hungary 51 51 14 13 6 Ukraine 79 46 - 52 37
Netherlands 3 9 8 " 17 Poland 26 34 16 46 12 Cyprus 51 27 - 22 43
United Kingdom 19 11 5 2 1" Slovak Republic 43 47 - 18 24 Greece 19 33 18 28 32
Denmark 3 (1) 19 (1) 2 Slovenia 43 2 - 7 15 Italy 19 37 20 23 25
Estonia 26 8 25 14 10 Switzerland 3 23 10 9 8 Malta 43 15 - 4 33
Finland 2 2 - 3 (0 Albania 97 63 - 62 61 Portugal 33 38 28 48 20
Iceland 26 5 - 10 22 Bosnia & Herzegovina 61 96 - 102 59 Spain 13 18 7 27 16
Latvia 34 29 - 15 14 Bulgaria 51 52 28 4 42
Lithuania 38 24 25 31 39 Croatia 43 44 - 16 23
Definitions

Logistics Performance Index (LPI): E-Government Development Index: Inclusive Internet Index: Environmental Performance Index: SDG Index Ranking:

LPI measures performance along the
logistics supply chain within a country.

The E-government Development
Index measures the willingness and
capacity of national administrations

Benchmark based on internet availability,
affordability, relevance and the readiness
of people to use it.

to use information and communication

technologies in order to deliver

public services.

SOURCES: WORLDBANK, UNITED NATIONS, THE ECONOMIST INTELLIGENCE UNIT, YALE, SDGINDEX

This index provides a data-driven
summary of the state of sustainability
using 32 performance indicators across
11 issue categories, the EPI ranks
countries on environmental health

and ecosystem vitality.

This index provides an assessment of
progress made towards the SDGs by all
UN Member States. The SDG Index, in
which scores are presented on a scale
of 0 to 100 and can be interpreted as

a percentage towards optimal SDG
performance.
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E-commerce Overview: Europe

The e-commerce overview section of the report includes data
from 37 countries on the European continent, showcasing the
importance of the EU-27 and neighboring digital economies.
Overall, European B2C e-commerce turnover continues to grow.
As has been the trend for quite some time, Eastern Europe
shows higher growth rates in B2C e-commerce turnover than
many Western European countries. However, Western Europe
still holds the largest share of total turnover, at 67% compared
to Eastern Europe’s 2%.

Countries included:

Albania Lithuania
Austria Luxembourg
Belgium Malta

Bosnia & Herzegovina Montenegro
Bulgaria Netherlands
Croatia North Macedonia
Cyprus Norway

Czechia Poland
Denmark Portugal
Estonia Romania
Finland Serbia

France Slovak Republic
Germany Slovenia

Greece Spain

Hungary Sweden

Iceland Switzerland
Ireland Ukraine

[taly United Kingdom
Latvia

E-Shoppers, Europe

Percentage of internet users who bought goods
or services online

E-GDP, Europe

The percentage of GDP comprised of e-commerce sales

100% 5%
4.68%
78%

50% 0%

2018 2019 2020 2021 2022 2023 (F) 2018 2019 2020 2021 2022 2023 (F)
SOURCE: EUROSTAT, STATISTA SOURCE: IMF

1 12£% 14% 1 2% 6% 8%
B2C e-commerce | ; ecescses
turnover (€bn) 1% 14% 9% 2% 2%

e Growth rate
«=== Inflation-adjusted growth rate*

SOURCE: NATIONAL E-COMMERCE

ASSOCIATIONS, STATISTA 2018 2019

booc"""f

€975

2020 2021 2022

2023 (F)

*All Inflation-adjusted growth rates throughout this report were supplied by Eurocommerce. Further explanation of the methodology can be found on page 95
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E-commerce Overview: By Region

Western Europe remains the leader in terms of its share of B2C
e-commerce turnover in Europe, consistently encompassing
over 67% of total turnover, with Southern Europe catching up
at 16%. This share of turnover is reflected in the E-GDP of the
regions, with Western Europe remaining the highest at 5.2%. The
e-commerce markets are robust and expected to contribute 5%
to GDP in 2023. Eastern Europe’s fast-growing digital economy
provides ample opportunity for e-commerce players.

Share of total European
e-commerce turnover
by region, 2022

. Southern Europe: 16%

Central Europe: 8%

Western Europe: 67%

I Northern Europe: 7%

I Eastern Europe: 2%

Internet users by region, 2022

Western Europe

Northern Europe

Central Europe 91%

Eastern Europe

Southern Europe

SOURCE: EUROSTAT, DATAREPORTAL

B2C e-commerce turnover
by region in €bn, 2022

Western Europe

N
(€}
B

Northern Europe €65

Central Europe €72

Eastern Europe | €14

Southern Europe

SOURCE: NATIONAL E-COMMERCE ASSOCIATIONS, STATISTA

E-shoppers users by region, 2022

Western Europe

Northern Europe

N
S
X

Central Europe

Eastern Europe

Southern Europe

SOURCE: EUROSTAT, STATISTA

E-GDP as a percentage
of GDP, 2022

Western Europe
Northern Europe
Central Europe
Eastern Europe

Southern Europe

SOURCE: IMF
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E-commerce Overview: By Country

— Iceland 100%
Internet Norway 100%
users per Switzerland 100%
United Kingdom 99%
Country, Luxembourg 98%
2022 Denmark I — 98%

Finland I — 98%
Sweden [ — 97%
Ireland [ 96%
Netherlands F s 96%
Spain I 95%
Belgium [ 95%
Austria I 4%
Germany [ 93%
Estonia I 92%
Latvia [ 92%

Malta e 92%
France I 92%
Czechia IE——92%
Cyprus I 91%
Ukraine [ 90%
Slovak Republic e 90%
Slovenia [ 90%
Montenegro [ 90%
Hungary [ 90%
Romania I 89%
Lithuania FE e 88%
Poland [ 88%

Italy I 86%

North Macedonia [ 86%
Portugal I 85%
Serbia I 84%
Greece [ 84%
Bulgaria I ————— 83%
Croatia [ ————— 83%
Bosnia & Herzegovina i —80%
Albania [ 79%

SOURCE: EUROSTAT, DATAREPORTAL

United Kingdom I - 95%
E-shoppers Netherlands I — 92%
per country’ Norway FE e 92%
Denmark T 90%

2022 Switzerland I 90%
Ireland T 89%
Sweden [T 88%
Iceland T 87%

Slovak Republic B ——— 85%
Czechia [—84%

France —— 83%
Luxembourg I 82%
Germany [ 82%
Finland F—81%
Belgium I 79%%
Hungary [—78%
Estonia i —77%

Malta I 73%

Poland i ——73%

Spain [T/ 72%

Greece [T 70%

Austria I 70%
Slovenia I 70%
Lithuania I 68%
Croatia ———68%

Latvia i 67%

Serbia [ 63%
Portugal [I——— 63%

Italy 57%

Ukraine 57%

Cyprus — 55%

Romania 51%

North Macedonia [l 49%
Albania 49%

Bulgaria I 49%

Bosnia & Herzegovina [l 39%

Montenegro [ 31%

SOURCE: EUROSTAT, STATISTA
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E-commerce Overview: By Country

— Estonia 106% United Kingdom F T 9.89%
B2C Romania 51% E-GDP by Estonia I — 9.67%
e-commerce Bulgaria L 31% country' Greece [Im—17.52%
Spain L 31% Denmark I 6.44%

grOWth rate BeIgFi)um ] 22% 2022 France I 5.49%
by country, Italy S 19% Spain I 5.42%
2022 Bosnia & Herzegovina L 14% Poland [ 4.96%
France L 14% Czechia [ 4.10%

Norway L 13% Netherlands [ 3.49%

Poland L 11% Norway [ 3.45%

Montenegro - 10% Portugal I 3.39%

Greece L 10% Romania [ 3.17%

Cyprus - 10% Belgium [ 2.63%

North Macedonia - 10% Germany [ 2.62%

Lithuania - 9% Cyprus [ 2.61%

Netherlands - 9% Ireland [ 2.51%

Albania [ 8% Italy 2.48%

Portugal - 7% North Macedonia [ 2.29%

Switzerland - 5% Montenegro [ 2.07%

Malta - 5% Finland [ 2.02%

Iceland - 5% Albania [l 1.99%

Ireland - 5% Sweden [ 1.95%

Luxembourg - 2% Bulgaria [ 1.92%

Austria - 2% Austria [ 1.88%

Serbia i 2% Slovak Republic [ 1.84%

Slovenia - 1% Switzerland [ 1.80%

Hungary - 1% Hungary s 1.65%

Latvia 0% Croatia [l 1.58%

United Kingdom 0% Lithuania [ 1.38%

Slovak Republic } -1% Slovenia [ 1.31%

Denmark } -1% Luxembourg [ 1.28%

Croatia i -2% Bosnia & Herzegovina [ 0.95%

Germany 0 -5% Serbia [} 0.94%

Finland B -6% Iceland 0.92%

Czechia n 7% Latvia [0 0.81%

Sweden 1 -12% Malta 0.65%

Ukraine -91% Ukraine | 0.18%

SOURCE: IMF
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e 77% I ——— 95%
) [ ] 44% > 30%
Online pu rchasing nationa"y and Finland mmms 16% Netherlands s 7%
[ 5% - 5%
cross-border, three months, 2022 r— o r— "
e 77% I 83%
. 1 36% North 12%
I From national sellers France ms 30% Macedonig 18%
' [ I
W From sellers from other EU countries e — e e H
M From sellers of the rest of the world (non-EU countries)
M From sellers from unknown countries __—1_3,:2 __—ggx
M From sellers from other countries (EU or non-EU) Germany % Norway B 20%
o 20% o 2%
I ———— 92% e 88% I ————— 91%
1 29% 1 25% 2 13%
Albania m— 17% Greece s 12% Poland = 6%
[ 29% . 6% - 7%
I 35% [ ] 29% I 16%
2% e 89% e 85%
. I 71% [ ] 31% ] 45%
Austria _— féﬁ Hungary -— ;;’% Portugal ;?b%
I 74% o 35% o 53%
I 82% e 79% I 94%
C e 63% I 38% N 18%
Belgium 15% Iceland - 59% Romania m= 7%
6% [ 1 8% B 2%
. 67% I 2% [ 21%
e 70% I 75% e 97%
i [ ] 29% I 60% . 13%
Bosnia and 2a% Ireland E— 38% Serbia e %
Herzegovina = 2?% [ g;ﬁ% '_ :Zﬁ%
e I
i 94% e 71% L 83%
L 32% ] 38% o 39%
Bulgaria mms 2% [taly Ee—— 2% Slovakia -_ 1%
.
._ 37% I 43% I 43%
I 83% e 79% I 82%
I 35% L 43% 3 7%
Croatia m— 19% Latvia m— 22% Slovenia m— 19%
- 3% - 1% - 3%
o 43% o 54% oy 52%
e 85% e ————— 90% I ———— 92%
I 78% ) o 35% o 31%
Cyprus I 60% Lithuania mess 20% Spain E— 29%
[ 6% B 2% - 14%
I 84% o 2% o 22%
e 86% I 33% I 91%
I 31% . 73% 1 32%
Czechia 15% Luxembourg 26% Sweden  — 16%
- 7% . 13% . 9%
o 35% . 79% o 37%
e 85% I 77% I 81%
] 40% I 65% I 31%
Denmark 12% Malta m— 55% EU-27 19%
. 8% [ 1% . 15%
o 43% I 38% o 37%
I 88% I 78%
L 1% ] 38%
Estonia -— 2% Montenegro .— 24%
o 50% oy 49%

SOURCE: SOURCE: EUROSTAT (2022): PERCENTAGE OF INDIVIDUALS WHO PURCHASED ONLINE IN THE LAST THREE MONTHS
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Market Overview:; EU-27

The EU-27 is the powerhouse of European e-commerce.
Although the United Kingdom, which officially left the European
Union in 2020, represents the bulk of European e-commerce
turnover, the Single Market's digital economy continues to thrive.
Every year, the e-shopper population grows, as does E-GDP. The
data reveals that consumers are confident in their domestic
markets, evidenced by 81% having reported purchasing from
national sellers in 2022.

Population of the EU-27

Year-by-year population, in millions
450M

448.9

440M
2018 2019 2020 2021 2022 2023 (F)

SOURCE: WORLDBANK, UN POPULATION DIVISION

.|
Internet users

Percentage of the population accessing the internet

100%

92%

50%
2018 2019 2020 2021 2022 2023 (F)
SOURCE: EUROSTAT, DATAREPORTAL

EU-27 member countries

Austria, Belgium, Bulgaria, Croatia, Cyprus, Czechia, Denmark, Estonia, Finland, France, Germany, Greece, Hungary, Ireland,
Italy, Latvia, Lithuania, Luxembourg, Malta, Netherlands, Poland, Portugal, Romania, Slovakia, Slovenia, Spain, Sweden

1 15:% 1q% 16:% 1Q% 1q%
B2C e-commerce ' — e — e 0sesend
turnover (€bn) 0% 12% 4 :

e Growth rate
=== |nflation-adjusted growth rate

SOURCE: NATIONAL E-COMMERCE

ASSOCIATIONS, STATISTA 2018 2019

E-Shoppers

Percentage of internet users who bought
goods or services online

100%

76%

50%
2018 2019 2020 2021 2022 2023 (F)
SOURCE: EUROSTAT, STATISTA

beeoe00000

€628

2020 2021 2022 2023 (F)

GDP and E-GDP (€bn)

The Gross Domestic Product (GDP) in €bn and the
percentage of GDP comprised of e-commerce sales

[ GDP ME-GDP

2018 €13,668
2019 €13,873
2020 €13,639

2021

€14,494

2022 €15,985

2023 (F) [} 3.84% €16,331
SOURCE: IMF
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EU-27 product category purchasing

Any physical goods I 97%
Clothes, shoes or accessories [ 68%
Physical multimedia _ 34%

(music, DVDs, books, etc)
Any physical goods from private persons [T 34%

Deliveries from restaurants, P 30%

fast-food chains, catering services
Cosmetics, beauty or wellness products [T 27%

Furniture, home accessories/ I 26%
gardening products

Sports goods [ 23%

Computers, tablets, mobile
phones and accessories P 22%

Medicine and dietary supplements [T 20%
Children toys/items [0 19%
Other physical goods [ 19%

Consumer electronics or
household appliances 7%

Food/beverages from stores
or meal-kit providers 7%

Cleaning products or
personal hygiene products 5%

Bicycles, mopeds, cars,
vehicles and spare parts 9%

Films or series as streaming I 31

service or downloads
Tickets to cultural/other events | R 29%

Transport service/enterprise | NN 27%

Music as streaming service or downloads | NN 25%

Games online or as downloads for mobile
0
phone, tablet, computer or console I 15%

e-books, online magazines B 12%
or online newspapers
Tickets to sports events [l 9%
Apps related to health and fitness [l 6%

SOURCE: EUROSTAT (2022): PERCENTAGE OF INDIVIDUALS WHO PURCHASED ONLINE IN THE LAST THREE MONTHS

EU-27 cross-border online purchase

National sellers

Sellers from other
EU countries

Sellers from the rest of the
world (non-EU countries)

Sellers from
unknown countries

Sellers from other
countries (EU or non-EU)

Compared with 2021, e-shoppers in the European Union appear more likely to
purchase from sellers from unknown countries in 2022 (13% in 2021). Importantly,
the share of consumers purchasing from national sellers and sellers from other EU
countries has remained constant.

SOURCE: EUROSTAT (2022): PERCENTAGE OF INDIVIDUALS WHO PURCHASED ONLINE IN THE LAST THREE MONTHS
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EU-27 digital intensity

i Large enterprises EU-27 enterprises* were surveyed and given a point for each

W SMEs of the following conditions, if true:

® Enterprises where more than 50% of the persons employed
had access to the internet for business purposes

® Employ ICT specialists

Enterprises with very high digital intensity index ) )
® The maximum contracted download speed of the fastest fixed

4% line internet connection is at least 30 Mb/s
@ Enterprises which conducted remote meetings

® Enterprises make persons employed aware of their obligations
in ICT security related issue

® Any type of training provided to develop ICT related skills of the
persons employed, during 2020

Enterprises with high digital intensity index )
@ Use at least three ICT security measures

2 @ Enterprise with document(s) on measures, practices or

procedures on ICT security

® Any of the persons employed having remote access to any of
the following: e-mail, documents, business apps

@ Use industrial or service robots

Enterprises with low digital intensity index @ Used any computer networks for sales (at least 1%)

@ Enterprises where web sales are more than 1% of the total

38% turnover and B2C web sales more than 10% of the web sales

Enterprise has very low digital intensity index:
Count of enterprises with 0-3 points

Enterprise has low digital intensity index :

Enterprises with very low digital intensity index Count of enterprises with 4-6 points

Enterprise has high digital intensity index:

31% . . .
Count of enterprises with 7-9 points

Enterprise has very high digital intensity index:
Count of enterprises with 10-12 points

*SME =10 to 249 employees and self-employed persons, without financial sector
SOURCE: EUROSTAT (2022) Large enterprise = 250 employees and self-employed persons or more, without financial sector
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Policies and regulation:

What national policies are being considered in your market
that will likely have an impact on e-commerce?

We have an upcoming proposal on the new postal law proposed
by our Minister of Postal Services which will have a significant
impact on our postal operators. Its focus is to improve working
conditions of parcel deliverers in Belgium, combating social and
tax fraud, as well as to protect fair competition in the market.
If passed, it will include several measures, obligations and
a liability regime, including a minimum fee for postal service
providers and subcontractors, setting up a time registration
system and preventive measures such as training.

We are, however, worried that regulating the postal sector via
such strict measures, introducing severe liabilities and putting
extra financial burdens on the market operators will put Belgian
e-commerce under increased pressures compared to those in
neighboring countries.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected the Belgian e-commerce market?
The most relevant policies that will impact our market are
DMA and DSA. We also believe that the Packaging and Waste
Regulation will impact our sector in a significant way. The DMA/
DSA both strive to mitigate the influence from the large formats
and big players such as Google and Meta. A safer online
environment and a more even playing field will be beneficial to
our consumers and webshops. Also, more sustainable packaging
and more sustainable ecommerce in general are issues we're
already focusing on. | think such regulation will be a helpful step

towards making e-commerce a sustainable way of trading, even
though both regulations will be challenging to implement.

I

Sustainability:

What is currently happening in Belgium regarding
sustainable transportation efforts?

Aside from the postal law that will focus on more social
sustainability, there are a lot of sustainable efforts going on in
the market. Webshops and retailers are adapting their offer
and making it more sustainable while on different platforms,
we are seeing the application of certain ‘ecofilters, where
a consumer can specifically search for sustainable products.
Some e-commerce players have even introduced ecolabels to
indicate whether a product is eco-friendly or not.

In general, there is more consumer awareness about
greenwashing and we can see this in more circular e-business
models that are focusing on re-commerce. Suppliers are also
jumping on this bandwagon, with more packaging suppliers
working with, or striving to work with, recyclable and reusable
materials. It is remarkable that there is a genuine desire from
most of our postal operators to work towards CO, neutrality.

What is currently happening in Belgium regarding returns
and/or repairs and their impact on sustainability efforts?
There are a lot of positive things happening on returns right now.
Mitigating the impact of returns is a topic that Belgian retailers
are heavily invested in. Luckily, there is a willingness from the
webshops to reduce their returns rate or the impact from
returns. According to a survey we conducted in 2021, 83% of
webshops are already trying by providing better, clearer product
information. Destruction of returns has also been limited, with
74% of returns either repackaged and sold again, sold as second-
hand items (9%) or donated (5%). There's also a huge potential
for policy and technical implementation and we recently
conducted a study on possible practices to reduce returns, with
some hopeful and positive outcomes.

“In general, there is more
consumer awareness about
greenwashing and we can
see this in more circular
e-business models that are
focusing on re-commerce”

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

There has been a shift and a lot of new technology has been
implemented. We see a definite increase in the use of ChatGPT
as a base to start writing marketing text and it's currently
mainly being applied in marketing and customer service. This
helps webshops handle complaints faster and provide drafts in
a timely manner. So, for the moment, we are reaping the benefits
of ChatGPT.

When it comes to customer service, a lot of chatbots are already
working with Al and this usage is increasing. Also, we see that the
implementation of Augmented Reality (AR) can be a huge help in,
for example, reducing fashion returns.

Which technologies such as Al, VR and big data are Belgian
e-commerce industry players focusing on in 2023?

Concepts like the aforementioned AR and Al can help to mitigate
returns or even increase sales. The current problem in returns
is that there is a lack of adequate product information. AR tools
such as virtual fitting rooms and 3D-product visualizations can
help to close that gap. We are also seeing a lot of technology
around data. A digital passport, linked to your bank card, is very
much up and running in Belgium, which already provides a lot of
options and possibilities.

Continued on the next page
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Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

We see that some businesses such as Dyson are starting to focus
on D2C. Another substantial growth is that of B2B e-commerce.
We see more and more B2B-shops coming onto the market.

Have you seen any specific direct or indirect impacts from
the war in Ukraine on your e-commerce market?

As with the economy in general, supply chains and buying
power are under pressure, although in Belgium, that pressure
is somewhat mitigated by the wage index. While this helps, it
remains a challenging climate.

Even now, we still see that the volume of e-commerce is
increasing, which is an ongoing trend. This growth is mainly
pushed by services. Going to events and traveling are popular
expenses, since people want to go out and experience more
now that they're able to again. People are spending more on
experiences and, actually, we're almost back on the same level
as before Covid-19.

Have there been any changes or updates in Belgium
regarding payment and delivery preferences or behaviors?

We see that debit is still the most popular payment method, with
Bancontact as frontrunner (75%). Its popularity is not likely to
decrease. Payconiq is also a very popular payment method in
Belgium, where you can pay by scanning a QR code.

Something that is unique and upcoming in the Belgian market
are meal vouchers and eco vouchers, with even some delivery
services now implementing the meal vouchers. Eco vouchers are
a handy indicator of whether a customer is buying a sustainable
product. These vouchers are very popular among Belgian
consumers and are also finding their way in e-commerce.

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?
There is an increase in e-commerce because consumer
generally have fewer concerns about it. Worries about product
quality and delivery have decreased since last year. Also, we
see that consumers are starting to spend their money again on
experiences. Other sectors increasing in popularity are food and
second-hand goods.

Are there any e-commerce trends specific or unique to the
Belgian market?

While not unique, there are some rather remarkable trends
going on. For example, the export mode of Belgian e-commerce
is really starting to kick off. Belgian webshops are exporting more
cross-border to neighboring countries. It's great for the sector to
expand internationally.

“Eco vouchers are a handy
indicator of whether a
customer is buying a
sustainable product. These
vouchers are very popular
among Belgian consumers
and are also finding their
way in e-commerce”



19 | Europe E-Commerce Report 2023 | Western Europe | France

Fra n ce Currency: euro | VAT: 20%

I
Internet usage E-Shoppers GDP and E-GDP (€bn)
Percentage of the population Percentage of internet users who bought The Gross Domestic Product (GDP) in €bn and the
accessing the internet goods or services online percentage of GDP comprised of e-commerce sales
100% 100%
93% W GDP ME-GDP
2,41
. - 2023(F) [ 6.14% €2,679
2018 2019 2020 2021 2022 2023 (F) 2018 2019 2020 2021 2022 2023 (F)
SOURCE: EUROSTAT, DATAREPORTAL SOURCE: EUROSTAT, STATISTA SOURCE: IMF
]
Search engine market share —— 12% 8% 15% 14% 12%
Most popular search engines in 2022 B2C e-commerce \
i%eq
turnover (€bn) ‘ e,
L]

~—

= Growth rate

Google: 91%

I bing: 5%

Yahoo!: 1%

I Other: 2%

SOURCE: NATIONAL E-COMMERCE
ASSOCIATIONS, STATISTA 2018 2019 2020 2021 2022 2023 (F)

SOURCE: STATCOUNTER
Association analysis indicates that for the 2022 total, 42% represents goods and 58% services



20 | Europe E-Commerce Report 2023 | Western Europe | France

France

@

www fevad.com

fédération e-commerce
et vente a distance

INnterview
Marc Lolivier

Director General, FEVAD
French Federation of e-commerce

Policies and regulation:

What national policies are being considered in your market
that will likely have an impact on e-commerce?

We have a major new digital law under discussion that is intended
to strengthen internet regulation and security, as well as aiming
to integrate the DSA into the national legislative order. This is
an important legislative initiative for our sector because it will
define the new rules applicable to marketplaces. Of course, we
will be vigilant to ensure that French law remains faithful to the
spirit and letter of European regulation in order to ensure a level
playing field between platforms operating within the EU.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected the French e-commerce market?
In general, national legislation concerning e-commerce s
increasingly inspired by European law, which we regard as
a positive development for the sector. At a European level, there
are currently a number of initiatives closely associated with
E-commerce Europe that we are following very carefully.

These include regulation on general product safety and the
revision of the directives on consumer rights, not to mention the
Data Act, the Al Act and changes to tax regulations. All these legal
texts will significantly affect the future of our industry in France
and Europe.

We also closely monitor European environmental regulations.
French legislation in this area is already particularly advanced,
both in relation to environmental claims and sustainable

practices, including information on repairability, as well as
product and packaging waste. The EU regulations should make it
possible to harmonize the law in Europe.

I

Sustainability:

What is currently happening in your market regarding
sustainable transportation efforts?

Sustainability is now the focus of everyone's attention. There
is strong demand from consumers concerning businesses
in general and, of course, this extends to e-commerce. Our
businesses are well aware of the need to respond to such
expectations and, in 2023, corporate social responsibility has
become the top priority investment for French e-commerce sites.

Of course, laws often trigger changes in this area but it would
be wrong to think that they can solve everything. Companies
must also be made accountable and responsible. This is the
point of the Charter for Sustainable E-Commerce Logistics that
we have developed with the government and which has been
signed by the main e-commerce players. This charter includes
very concrete measures concerning the packaging, storage and
transport or products ordered online.

What is currently happening in France regarding returns
and/or repairs and their impact on sustainability efforts?
The question of returns is dealt with in our Charter for Sustainable
e-commerce logistics. Businesses mustimplement measures that
may help to limit returns yet the challenge is to prevent returns
that could have been avoided, without calling into question the
customer’s right to return. That is to say, changes can't ever limit
the right to make a mistake, which has always been a consumer
right in distance selling.

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

Technological advances and, more generally, innovation, are
among the main drivers of the success of e-commerce. We are
a sector that is constantly innovating to improve competitiveness
and quality of service. Among the technologies that are the

“Virtually all major brands
now have an online retail site
that is both a sales channel
and a medium for customer
communication”

focus of most attention from e-commerce sites, one finds
Al, including ChatGPT. Such applications are increasingly found
in marketing, customer relations, logistics, payment security
and fraud prevention. Al also enables interesting progresses
in CSR, particularly by making it possible to optimize inventory
and delivery management. This is just the beginning, since
Al's potential in terms of e-commerce appears to be considerable.

There is also increasing interest in VR and AR, particularly
relating to product presentation. While there is certainly room
for improvement on its technology side, substantial progress
has been made in recent years in terms of consumer use, which
suggests significant prospects for development in the future.

I
Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in the French market?

There is a definite trend towards direct-to-consumer. The
appearance of brands on e-commerce sites is not new, although
Covid-19 accelerated the trend. While not all brands have the
same strategies, most of them have understood all the potential
benefits of a direct relationship with the customer through
a successful shopping experience, especially in terms of brand
commitment. Virtually all major brands now have an online
retail site that is both a sales channel as well as a medium for
customer communication.

Continued on the next page
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Have you seen any specific direct or indirect impacts on
your e-commerce market resulting from the war in Ukraine?
War in Ukraine has had an impact on inflation, which is now
a major concern for e-commerce sites, not only because of the
effects on the cost of transport and products, but also due to
its impact on consumers’ purchasing power. The rise in interest
rates intended to curb inflation has consequences, particularly
for startups with financing requirements. The war has also
contributed to a climate of uncertainty, which is not very positive
for investment and consumption.

Have there been any changes in France regarding payment
and delivery preferences?

In terms of payments, 'buy now pay later’ offers can be seen
making a significant breakthrough and they are now available
on an increasing number of sites. Against the background of
a purchasing power crisis, it has to be said that offers of this kind
are particularly enticing and attract more consumers. Instant
transfers are also the subject of increasing interest.

On the delivery side, activity at pick-up points or stores that
suffered during the Covid-19 crisis has recovered strongly since
the end of the pandemic. Stores have also made considerable
progress developing their e-commerce sites in the last two years,
although from an economic and strategic point of view, their
interest is to promote click and collect. One can sense that hub
lockers, which are still of marginal importance in France, could
develop in the years to come.

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?
During the pandemic lockdowns, sales of products online
reached exceptionally high levels as most instore sales switched
to online. When the pandemic ended and the situation gradually
returned to normal, people returned to stores as expected. In the
months following the reopening of stores, a sort of post-Covid
decline in product sales was therefore experienced. Yet despite
this, product sales are still 30% above their pre-pandemic level.

At the same time, there has been an explosion in the sale of
online services, particularly in the travel and leisure sector. After
the sudden drop in sales during the pandemic, sales recovered
and now the level of sales of services is far in excess of 2019
levels... and growing.

Obviously, there are trade-offs in terms of consumers' purchasing
decisions as a result of inflation. These largely favor travel and
leisure purchases, which are the items of expenditure that
French people are trying to retain. Now the question is whether
these new shopping behaviors tied to consumption trade-off
due to inflation are going to remain.

“There has been an explosion
in the sale of online services,
particularly in the travel and
leisure sector”
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Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?

Germany tends to shift national policy making to the European
level. Therefore, besides some requirements in the area of
extended producer responsibility for single-use plastics, there is
no national legislation currently having an impact on e-commerce.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected your e-commerce market?

The Packaging Regulation will have a huge impact. There are
many products for which the requirement of having no more
than 40% of empty space within a package is not possible.
Products without their own packaging but with irregular shapes,
such as hockey sticks or footballs, for example. Difficulties are
also expected for very small products, since logistic service
providers require a minimum parcel size to ensure that the
label can be read and the parcel be processed. Similarly, fragile
products require a certain amount of filling material as a buffer.

Moreover, the requirement would undermine existing efforts of
retailers who tried to establish reusable boxes, since these are
rarely adaptable to a wide range of product sizes. The targets
for reusable boxes - especially 50% of all boxes by 2040 - are
also difficult to fulfil because reusable packaging is not fit for all
products and it requires huge investments, especially for SMEs.
Moreover, online retailers rely on the cooperation of customers
and their willingness to participate in a deposit system.

I

Sustainability:

What is currently happening in your market regarding
sustainable transportation efforts?

More logistics companies are trying to convert their fleet to
mostly electric vehicles for final-mile delivery. In addition,
cargo bicycles are used wherever possible. For long distances,
companies are currently investigating whether rail can be used
more for transportation.

What is currently happening in Germany regarding returns
and/or repairs and their impact on sustainability efforts?
There's an increasing number of businesses interested in circular
business models. In the current economic crisis, customers are
actively looking to save money, which empowers circularity as
they resell their old products and buy used ones.

E-commerce acts as an enabler here but in general, we see that
companies are increasing their sustainability efforts and making
their processes more efficient. This includes constant checks and
improvements in their returns processes.

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

In high street retail, while we saw more examples of self-
checkouts, some are already scaling back their efforts due
to incidents of fraud or burglary. Making use of e-commerce,
especially marketplaces or SaaS shop solutions such as Shopify,
is more common than before.

Which technologies such as Al, VR and big data are German
e-commerce industry players focusing on in 2023?

Since technology lifecycles are becoming ever-shorter, we see
many companies facing relaunches of their shop software and
their ERP. At the same time, larger companies are investing in
headless technologies such as composable commerce and
MACH-concepts.

“More logistics companies are
trying to convert their fleet
to mostly electric vehicles

for final-mile delivery”

We also have more companies investing in technology to make
better use of product data (PIM/MAM/DAM/MDM), since the
variety of input data and output formats and channels requires
a very structured approach to data management.

Have there been any changes in your market due to
disruptive technologies such as ChatGPT?

While e-commerce companies have already invested in big data
analytics, ChatGPT is currently being used for different purposes
such as PR content, customer service, the optimization of
chatbots, extraction of data off unstructured texts and so on.

Opportunities for more significant uses might arise in the near
future, although this is less ChatGPT than GPT-4 and novel
approaches to Al-usage. Complex platforms such as Google's
Vertex Al or Al-tools like CoPilot or CodeWhisperer (Amazon)
have more impact than consumer-oriented (and therefore PR-
heavy) technology like ChatGPT.

I
Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

We have seen D2C to be less impacted by lackluster consumer
consumption. The decline on manufacturer's ecommerce
revenues is less substantial than on multichannel retailers and
online pureplayers.

Continued on the next page
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the Russian aggression. Since 22 March, we have seen two personal economic outlook"

developments hampering ecommerce: the basic effect of
shrinking revenues after the end of Covid-19 restrictions and, to
a much stronger degree, a very negative consumption climate
that is hitting all retail.

Have there been any changes in Germany regarding
payment and delivery preferences or behaviors?

We see a continuous growth of online payments services like
Paypal or Klarna. We do not, however, perceive a considerable
problem with BNPL-offers leading to rising consumer debts.

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?

The major part of the decline in e-commerce purchasing is due
to insecurity about the personal economic outlook. It is not
necessarily fear of unemployment but mostly a rise of energy
costs and inflation on FMCG that leads to frugality. There is
also a small statistical effect in the aftermath of two exceptional
e-commerce-years during Covid-19.




25 | Europe E-Commerce Report 2023 | Western Europe | Ireland

Ireland

Currency: euro | VAT: 23%

I
Internet usage E-Shoppers GDP and E-GDP (€bn)
Percentage of the population Percentage of internet users who bought The Gross Domestic Product (GDP) in €bn and the
accessing the internet goods or services online percentage of GDP comprised of e-commerce sales
100% 100%
W GDP ME-GDP
96%
90%
50% 50% 2023 (F) I 2.63% €544
2018 2019 2020 2021 2022 2023 (F) 2018 2019 2020 2021 2022 2023 (F)

SOURCE: EUROSTAT, DATAREPORTAL SOURCE: EUROSTAT, STATISTA SOURCE: IMF
|
Search engine market share —— 7% 32% 20% 5% 12%
Most popular search engines in 2022 B2C e-commerce

turnover (€bn) \ :

e Growth rate ;...-""?

€14.30
Google: 95%
I bing: 3%
I Other: 2%
SOURCE: NATIONAL E-COMMERCE
ASSOCIATIONS, STATISTA 2018 2019 2020 2021 2022 2023 (F)

SOURCE: STATCOUNTER
Statista figure indicates that for the 2023(F) total, 95% represents goods and 5% services



26 | Europe E-Commerce Report 2023 | Western Europe | Ireland

Ireland

Digital
Business
Ireland

Interview
Lorraine Higgins

Founder, DBI (Digital Business Ireland)

Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?

On 9th December 2022, the Irish government published its
Digital Connectivity Strategy, which established clearly defined
targets for broadband connectivity. As per this legislation, all Irish
households and businesses must be covered by a Gigabit network
by 2028, all populated areas covered by 5G by 2030 and digital
connectivity must be established for all broadband connection
points by the end of 2023. As the leading representative body for
online and digital businesses, Digital Business Ireland welcomed
the publication of this strategy. The association has long been
campaigning for enhanced connectivity to be made available to
businesses throughout Ireland.

Based on engagement with our own member businesses, it
is clear that in the absence of sufficient connectivity, many
struggle to run their operations, given that many professional
and business services such as tax returns, general book-keeping
and payroll have all become digitalized.

Businesses without adequate broadband access are limited
in their ability to import, export, sell, distribute and carry out
essential administrative tasks. At DBI, we are committed to
supporting businesses on their digitalization journeys, so it
is imperative that national policy aligns with this ambition. We
therefore acknowledge the positive steps taken by the Irish
government in publishing the Digital Connectivity Strategy.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected Ireland’s e-commerce market?
People are becoming more conscious with their purchasing,
which has driven demand for reused, repurposed and repaired
goods. The Right to Repair legislation in particular has encouraged
this consumer behavior through the emergence of circularity
businesses in the SME sector.

I

Sustainability:

What is currently happening in your market regarding
sustainable transportation efforts?

As is known to many, Ireland is a trade-dependent economy
that values and optimizes its export potential at every juncture.
We therefore rely substantially on effective, efficient logistics
and supply chain management systems to support both our
homegrown domestic economy and also to leverage the
ambitions of our global trade markets.

In the last year alone, the Irish government has taken a number
of proactive steps to incentivize the adoption of sustainable
transport and facilitate transport operators in purchasing
alternatively fueled vehicles.

As an example, in the Climate Action Plan 2023 published just last
year, the government set a target of having 95,000 commercial
electric vehicles on the road by 2030, with an additional target of
3,500 electric HGVs within the same time period. These targets
signal the government's ambition to significantly reduce carbon
emissions from transport within this decade, while offering clear
and tangible policy signals to investors.

These signals are in addition to schemes such as the Alternatively
Fuelled Heavy Duty Vehicle Purchase Grant Scheme, which
has been instrumental in incentivizing the uptake of cleaner
freight transport vehicles. There is evidently scope to expand
these initiatives further and to introduce targeted purchasing
incentives to reduce the environmental impact of logistics and
freight transport.

“People are becoming
more conscious with
their purchasing, which
has driven demand for
reused, repurposed
and repaired goods”

What is currently happening in Ireland regarding returns
and/or repairs and their impact on sustainability efforts?

Over the last few years, Ireland has witnessed an increased focus
on repurposing and recycling that's in-line with both EU-level
developments and the direction of national climate action policy.

Just last year, the Circular Economy Act was signed into law,
demonstrating Ireland's tangible shift from a ‘take-make-waste’
economic model, to one which values a truly sustainable pattern
of manufacturing, production and consumption.

This model of economic activity further aims to reduce and
minimizewasteand, wherepossible,toencouragetherepurposing
of materials and goods. Perhaps most crucially, the act enshrined
sustainable practices into law. While previously, businesses
and individuals may have made a conscious, voluntary effort
to repurpose products, this has now been enshrined as
a statutory requirement.

At DBI, we are mindful of the need to support businesses as
they seek to improve the environmental credentials of their
operations. Legislation such as the Circular Economy Act provide
clarity and certainty to businesses on the expectations and
mandates that they are required to meet.

As Ireland's leading representative body for online businesses,
we continue to support the objectives of the Circular Economy
Act, most notably, the need to establish greater transparency
on second-hand products while enabling greater trust of
refurbished goods.

Continued on the next page
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Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

While many businesses are demonstrating an interest in how
Al might be applicable in their business, they tend to be reviewing
the best approach as these technologies continue to grow and
develop. Ireland does not have a Web3 strategy and because of
this, embracing the metaverse and other Al tools has been slow
among the SME community.

Which technologies such as Al, VR and big data are Irish
e-commerce industry players focusing on in 2023?

In recent years, Ireland has enhanced its capabilities as a global
hub for digital and e-commerce, in part due to the rollout of
schemes such as the €85mn Just Transition Fund.

This provided critical support to enable growth within the Irish
digital sector, which has a significant potential to attract inward
investment and create a network of highly skilled jobs. As
a known location for attracting and retaining talent, Ireland must
stay ahead of the curve on emerging and advanced technologies.
Equipping our extensive SME community with the skills and
resources to do this is a must.

The growth and prominence of emerging technologies such
as Al, blockchain and Web3, means that once again, there is
an acute risk of the digital gap between SMEs and larger firms
becoming more pronounced. Typically, while larger firms
possess the resources and expertise to more efficiently adopt
advanced technologies, barriers to adoption still exist for SMEs.
Implementation of technologies still proves costly and for many
businesses, remains confined to basic services and functions.

As emerging technologies mature and develop over the coming
years, SMEs will struggle to remain competitive as consumer
expectations increase in line with technological advancements.
Onthis basis, Digital Business Ireland is calling for the introduction
of a dedicated digital technology tax credit, which would allow
SMEs to claim relief on qualifying expenditure to include

product development, subcontractor payments and training for
employees. Through initiatives such as this, we reduce the risk of
the digital divide between SMEs and larger firms becoming wider,
particularly in the presence of technologies such as Al.

e ——
Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

There are trends in some leading retailers’ supply chains which
enable the ‘direct to consumer’ sales process. However, the
advent of Covid-19 made businesses take stock and keep the
supply chain locally.

Have you seen any specific direct or indirect impacts from
the war in Ukraine on your e-commerce market?

Apart from increasing energy costs, there is no other impact on
the e-commerce market in Ireland.

Have there been any changes or updatesin Ireland regarding
payment and delivery preferences or behaviors?

Over the last few years, we have witnessed a number of changes
in consumer behavior, most notably around payments and the
preference for a seamless experience that consumers can place
their trust in. Ireland is a compact, connected country and so,
more so than in other jurisdictions, ideas and best practices are
learned, shared and often promptly adopted.

During the Covid-19 pandemic, many consumers pivoted online
and became accustomed to the distinct type of experience and
convenience offered by making a purchase via a digital store.

With the rise of Web3, we see that many industries and sectors
believe that their customers will continue to prioritize the online
experience, so investment in this type of technology is deemed
to be necessary.

This sentiment also extended to payments. So many Irish-based
consumers have become accustomed to spending online that
they tend to have well-formed, definite ideas of what a seamless
payment experience should feel like. These consumers do not
tend to operate on a passive basis but rather, they actively

“Once again, there is an acute
risk of the digital gap between
SMEs and larger firms
becoming more pronounced”

and proactively seek out a level of functionality and trust when
it comes to online payments.

They expect swift approval of the payment and appreciate
a verification process which ensures that proper procedures are
followed throughout. Once payment is made, these consumers
will require updates on shipping and estimated delivery times.
While consumers have alternative requirements and preferences,
the most successful businesses must work to cater to them if
they are to succeed in an increasingly competitive marketplace.

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?

The need for human-to-human contact. Irish people enjoy the
opportunity to physically engage with people. Furthermore,
Brexit has had an impact on e-commerce sales. The increasing
cost of either selling from and selling to Ireland is due to the fact
that goods, products and services now attract customs duties.
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Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?
There are several national policies that will have an impact on the
e-commerce market in the Netherlands:

® A growing cross-section of society seems to be demanding that
online shops charge consumers a fee for returning items.

® Demands are being made to restrict ‘buy now, pay later
options. The Netherlands is the only EU country where online
stores are required by law to offer a payment method that allows
consumers to pay at least 50% later. One of the implications of
this is the rise of problematic debts, particularly among young
and/or vulnerable people. Thuiswinkel.org is lobbying for the law
to be changed and is suggesting that online shops should always
have some control over the payment methods they offer.

® A motion has been passed in the Dutch parliament forcing the
government to draw up policies to prevent the construction of
very large distribution centers.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected the Dutch e-commerce market?
We are on the verge of a major transition to a more sustainable
e-commerce sector and we see a great number of regulations
coming our way. Even though some EU policies have not been
implemented yet, we see on Green Claims, for example, that the
designated enforcer, The Netherlands Authority for Consumers
and Markets (ACM), is heavily and disproportionally giving fines

to leading sustainable companies. This leads to ‘greenhushing’
far more than to any positive impacts on sustainability. This
does need substantiation, since unambiguous communication is
crucial for the online sector.

Thuiswinkel.org recently launched its new strategy - Shop
Responsible - as a transition to sustainable, safe and reliable
business models that respect consumer and privacy laws.
Together with frontrunners in the sector, we are currently
developing a standard on sustainable e-commerce so that what
we claim is certified and will also help companies gain insight
into which steps still need to be taken. This could eventually be
implemented sector-wide and thus inform consumers about
packaging, CO, emissions, sustainable product supply, the
circular economy and sustainability strategy.

Another example of a policy affecting e-commerce is the
implementation of the OMNIBUS regulation and, more
specifically, the obligation to provide a phone number for every
online shop, which has led to some troublesome situations for
e-commerce retailers.

I

Sustainability:

What is currently happening in your market regarding
sustainable transportation efforts?

We are still seeing an increased interest in sustainable
transportation efforts such as the focus on carbon-neutral fleets
at logistics partners, delivery options by bicycle and different
delivery models, such as distributing from stores and click and
collect. We have also noted an increase in environmental zones
and zero-emissions in large cities.

An increasing number of online stores and carriers are offering
a sustainable delivery option due to consumer demand. This
increases the importance of transparency: how much CO, is
associated with a delivery option and how do we measure this
equally across the sector?

Thuiswinkel.org is conducting research on how to encourage
consumers to make sustainable delivery choices in the check-
out. These outcomes will be presented in June 2023.

“A growing cross-section

of society seems to be
demanding that online shops
charge consumers a fee for
returning items”

What is currently happening regarding returns and/or
repairs and their impact on sustainability efforts?

In the Netherlands, we are seeing an increase of online shops
that charge return costs - some a symbolic amount, others the
full price. This is an enormous step in raising awareness that both
delivery and returns are not free of charge. Products that are
sent unnecessarily are a waste of space, effort and money.

The market share of second-hand and second-chance is still
growing. Not all retailers are yet prepared for such a sustainable
change, which requires a change in their business models.
Via our research program, ShoppingTomorrow, we run expert
groups that write papers to help online stores make the
right choices.

I

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

Traditional bricks-and-mortar retailers were forced to sell online
due to the lockdowns in the Covid-19 pandemic. Most of them
chose to sell their products through a platform but now that
the pandemic is over and consumers are choosing to shop
in physical stores more frequently, they need to optimize
their technology.

Which technologies such as Al, VR and big data are Dutch
e-commerce industry players focusing on in 2023?

It appears that many e-commerce players are focusing on using
Al and ChatGPT. This poses both opportunities and threats in
the light of marketing and personalization. Data remains an
important subject among online shops because they need to

Continued on the next page
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know what drives their consumers’ urge to buy. Companies
are also experimenting with ChatGPT to improve their Product
Information Management, as well as a way of providing new
ideas and inspiration for content on their websites.

I
Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

Although we cannot yet back this up with figures, we are indeed
seeing an increase in the number of companies going direct-to-
consumer. A good opportunity to increase brand awareness and
collect first-party data.

Have you seen any specific direct or indirect impacts on
your e-commerce market resulting from the war in Ukraine?
Since the war in Ukraine, the Netherlands has seen a drop in
consumer confidence, increased gas prices, inflation and the
problematic supply of goods. Despite this, Dutch consumers
spent €33.3bn online in 2022, a growth of 9% compared to
2021. This increase in spending is striking, since the number of
purchases actually fell by 5% to 347mn.

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?
This is partly explained by the difference in market conditions:
there was no lockdown in Q4 2022 (in Q4 2021 there was a
lockdown - with accompanying travel restrictions) and in Q1
2022, it was shorter than the lockdown in Q1 2021. As a result,
Dutch consumers bought more in the services category.

However, we did face new crises: the war in Ukraine, the energy
crisis and high inflation. The increase in the services sector is
mainly caused by the many purchases of tickets for attractions
and events and travel-related purchases. We also purchased
insurance online more often in 2022 than in 2021, and at
a higher price.

“Since the war in Ukraine,
the Netherlands has seen

a drop in consumer
confidence, increased gas
prices, inflation and the
problematic supply of goods”
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Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?
Policies in Denmark on VAT, sustainability, online payments and
consumer protection are mainly in-line with EU directives and
regulations. However, the Consumer Ombudsman is very strict
in her enforcement of Danish rules on consumer protection
in areas such as reservation of payment on credit cards and
Green Claims.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected the Danish e-commerce market?
The EU VAT regulation serves to minimize competition on VAT
rates in cross-border ecommerce, which is advantageous for
Danish ecommerce due to a national VAT rate of 25%. The
Danish Chamber of Commerce published a guidebook on how to
comply with the Green Claims regulations and more guidebooks
on sustainability will be published during 2023.

The ongoing debate (Shremms) and regulation on GDPR, cookies
and privacy are also being closely monitored but so far, we have
many more questions than answers.

I

Sustainability:

What is currently happening in Denmark regarding
sustainable transportation efforts?

Webshops are generally focused on using less packaging, smaller
parcelsand more sustainable packaging materials. In urban areas,

use of electric vans and bikes for final-mile deliveries is growing,
while a Nordic trustmark on green delivery - Svanemaerket - has
been introduced. However, since consumers in general not are
willing to pay extra fees for 'greener’ delivery, we doubt this trust
mark will be widely used by webshops.

What is currently happening in Denmark regarding returns
and/or repairs and their impact on sustainability efforts?
While returns remain on the same level as in previous years,
more shops now offer refurbed products, while second-hand
products are being sold online through the Danish Red Cross,
Trendsales and so on. So far, not much has happened about
repairs in Denmark.

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

Email marketing and personalization are growing, while ‘live-
shopping' is currently at a slightly lower level than it was during
Covid-19 lockdowns. Spending on marketing has declined
slightly, especially on affiliate marketing.

Which technologies such as Al, VR and big data are Danish
e-commerce industry players focusing on in 2023?

The use of big data and Al is growing, especially now when the
customers aren't spending very much. The need for higher data
quality and precise access to customers are essential. Software
as a Service (SaaS) apps offer easy and affordable use of data, so
are being widely adopted, even by smaller businesses.

Have there been any changes in your market due to
disruptive technologies such as ChatGPT?

ChatGPT is being used, or at least tested, across a wide range
of areas, from Product Information Management (PIM) to online
customer chats. Yet many companies and government offices
have security concerns around the use of Al, as seen with the
recent ban of the TikTok app on many work- and government-
related smartphones.

“Spending on marketing has
declined slightly, especially
on affiliate marketing”

Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

We believe there has been a growth in D2C, although we haven't
yet been able to quantify that. When we do, we are expecting it to
impact the smaller webshops who depend on selling well-known
brands, if and when the brands themselves start selling directly
to consumers.

Have you seen any specific direct or indirect impacts on
your e-commerce market resulting from the war in Ukraine?
We have seen a general decline in spending due to increased
uncertainty about the future. Also, inflation and higher interest
rate have resulted in less consumer spending.

Have there been any changes or updates in Denmark
regarding payment and delivery preferences or behaviors?
The use of mobile instead of card has risen so much that
Denmark is now seeing wallet payments such as MobilePay
and Apple Pay outstrip credit and debit card payments. Click
and collect is growing, since it is usually the cheapest solution for
the customer.

Are there any e-commerce trends specific or unique to the
Danish market?

A general consolidation and stabilization of earnings rather than
business growth has seen a focus on running businesses more
efficiently and professionally. This is in response to activity and
growth in number of sales throughout 2022 being broadly the
same as in years up to 2019, yet the average basket size being
smaller as consumers put a greater importance on the price
of everything.
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Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?

A waste law, which imposes a reporting obligation on small
businesses, is administratively burdensome for small businesses.
Itis being implemented due to a lack of control around discounts
and deliveries of cross-border companies, as well as to control
the declaration and payment of VAT to Estonia.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected your e-commerce market?

The Right to Repair law raises many questions: where are the
companies tasked to repair products, who recommends them
and who controls the work they do? Many products are not
repaired today since it is not practical to do so. Then there is
the risk that it is actually more useful to a customer to get a new
product and for a business to deliver them one.

I

Sustainability:

Whatis currently happeningin Estonia regarding sustainable
transportation efforts?

Sustainability is the future and certainly a hot topic yet again,
there are a lot of unanswered questions. There are many
prohibitions and recommendations, yet there are no substitutes
being offered. For example, more environmentally friendly
packaging materials and shipping methods can be many times
more expensive but the consumer is not interested in paying for
it. There are few substitutes as cheap as a plastic bag.

Technology:

Which technologies such as Al, VR and big data are Estonian
e-commerce industry players focusing on in 2023?
Omnichannel is certainly on the rise, combining the bricks-and-
mortar store with an online store into one customer journey,
simplifying and optimizing overall processes. As well as Al, VR and
other technologies, chat, improving user comfort and accessibility
are other issues, as are delivery speed and automatic returns.
‘Buy now, pay later’ has also become the new normal across
various sectors of Estonian e-commerce.

I
Current events and e-commerce:

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?

The convenience that comes with an ability to shop around the
world, combined with speedy and easy returns and, of course,
the lower prices that e-commerce often offers.

Are there any e-commerce trends specific to your market?
Estonians believe in parcel machines and bank links. 70% of
purchases are ordered to a parcel machine and payment is
made using a bank link. 60% of e-commerce orders are from
Estonian webstores, while 40% are from cross-border e-shops.

“Omnichannel is certainly
on the rise, combining the
bricks-and-mortar store
with an online store into
one customer journey”
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Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?
There were several policy proposals introduced in a 2022
government report on the future of the retail sector that could
have positive impacts on the sector. These include support for
innovation ecosystems and RDI funding, skills development
for digital and omnichannel sales, a state-driven e-commerce
development program, improved e-commerce logistics and
addressing regulatory barriers for market entry. While this
report didn't go through parliament before national elections
in April 2023 due to lack of time, we are hopeful that the new
government will take many of its proposals forward.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected the Finnish e-commerce market?
The influx of new and upcoming legislation around digital
consumer rights, accessibility, sustainability and environment
is burdensome for all businesses, especially for e-commerce
players in cross-border consumer trade. This is not to say that
these new rules aren't necessary but that our concern is that
their uneven implementation undermines the functioning of
the single market, while any benefits to the consumers remain
unclear. At the same time, DSA, DMA and other regulations
have tackled some of the problems related to fair competition
between EU and non-EU traders, which we are happy about.

I

Sustainability:

What is currently happening in your market regarding
sustainable transportation efforts?

There is a lot happening with the digitalization of logistics, which
aims to reduce emissions while also supporting sustainable
growth. Due to Finland's long distances and sparse population,
results can be harder to achieve than in some other parts of
Europe. From an e-commerce perspective, packaging waste
from products ordered by Finnish consumers from abroad has
become an issue, since those sellers often neglect their extended
producer responsibility obligations.

What is currently happening in Finland regarding returns
and/or repairs and their impact on sustainability efforts?
We're seeing increasing demand and supply for second-hand,
repaired and refurbished products, while the consumers'
willingness to consider renting instead of buying products
is also growing. There are still several growth bottlenecks,
though. To help companies overcome these, an online playbook
titled Circular Economy in Retail was published on the Finnish
Commerce Federation's website in May 2023. This was funded
by the Ministry of Environment and the Ministry of Economy
and Employment and was executed by a group of consultants in
cooperation with our association. In the last three years, customer
returns have grown, with the share of online consumers sending
back clothes increasing up to 75% from pre-pandemic levels. So
far, discussions on policy measures to reduce such returns have
been insufficient.

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

Social commerce on social media platforms and live shopping
are still relatively unpopular and even unknown among Finnish
consumers compared even to other Nordic countries and well
behind the likes of Asian and US consumers. On the other hand,
influencer marketing is reaching potential customers better than
before. Around 18% of consumers say they have recently bought
a product based on an influencer's recommendation.

“Influencer marketing is
reaching potential customers
better than before”

Which technologies such as Al, VR and big data are Finnish
e-commerce industry players focusing on in 2023?

It's hard to predict which new technologies will make
a breakthrough among Finnish e-commerce players and
consumers. In any case, customer data, combined with
algorithmic and Al-based solutions, is creating opportunities
for e-commerce. Consumers can be offered not only products
and services they need but information on things such as their
carbon footprint. Logistics can also be improved by Al.

Have there been any changes in your market due to
disruptive technologies such as ChatGPT?

There's certainly a lot of noise around generative artificial
intelligence this year, like there was around the metaverse last
year. These phenomena have so far had limited impacts on the
e-commerce market in Finland, apart from the emergence of
smarter chatbots. However, when the technologies mature and
new use cases are discovered, this situation is likely to change.

e ——
Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

Cross-border online shopping has increased in absolute
numbers and in relation to domestic online sales, although it's
not clear to what extent this includes growth in D2C commerce.
At the same time, this business model creates new opportunities
for Finnish companies. Businesses have also been assisted in
boosting D2C sales, for example, by the Experience Commerce
Finland program, which runs until the end of 2023.

Have you seen any specific direct or indirect impacts on
your e-commerce market resulting from the war in Ukraine?
The overall economic situation, including high inflation and
energy prices driven by Russia's war on Ukraine, has limited
the possibilities for non-essential consumption. It is hard to

Continued on the next page
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say how much of an impact this has had specifically on Finnish
e-commerce, though.

Have there been any changes in Finland regarding payment
and delivery preferences or behaviors?

While available payment methods are diversifying, bank
transfers, along with credit and debit cards, are still used for over
half of all payments. Options such as digital wallets and mobile
and instant payment applications are available, yet they still rely
mainly on credit cards issued by the major players in the market.
Buy now, pay later payment services are gaining popularity in
the Nordics. E-commerce deliveries to pickup points instead of
home deliveries are relatively more popular in Finland than in
many other EU member states.

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?
After years of substantial annual growth of 10% on average,
peaking at around 20% during the Covid-19 pandemic,
e-commerce sales declined in value by just over 6% for the first
time in 2022, despite the number of online shoppers increasing
slightly. Unfortunately, it was domestic e-commerce taking the hit
by losing 12% of their sales in value, down to 60% marketshare,
while purchases from abroad increased by more than 4%. There
are many possible reasons for this, such as customers returning
to physical stores and high price sensitivity of Finnish consumers,
together with the high inflation. The e-commerce market has
also matured, so future growth is forecast to remain at lower
level than before.

Are there any e-commerce trends specific to your market?
Overall, Finnish consumers are active users of digital tools
and services. Against this background, it's noteworthy that the
number of consumers searching for information online prior to
major purchases is decreasing, even if they are more interested
in factors such as sustainability than before. And did you know
that although physical stores can, and do, stay open seven days
a week, online shopping is most popular on Sundays and on
evenings around 9pm?

“It's noteworthy that the
number of consumers
searching for information
online prior to major
purchases is decreasing”
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Marianne Bjarstad

General Manager, Virke Digitalhandel

Policies and regulation:

What national policies are being considered in your market
that will likely have an impact on e-commerce?

On 1 October 2023, the declaration exemption for consignments
of low value will be abolished, which means that all goods bought
by Norwegian customers from online marketplaces and shops
abroad will have to be declared and checked for VAT, as well as
registered in VOEC (VAT on e-commerce)

How have some relevant EU policies, such as right to repair
and green claims, affected your e-commerce market?

Dir. EU 2019/2161 contains new and stricter rules on the ‘before’
prices for sales, offers and price campaigns (sales marketing).
There is a requirement that the pre-price must be explicitly
stated in the sales marketing, when no such requirement
currently applies.

Stricter requirements are also being introduced for the use of
customer reviews. Webshops must make sure that reviews are
genuine and entered by actual people who have purchased the
relevant product or services being commented on.

I

Sustainability:

What is currently happening in Norway regarding
sustainable transportation efforts?

A national strategy for electric charging is being proposed by
the government that supports electric vehicles through the VAT
and tax system. The trend in e-commerce is more use of bicycle
couriers and electric cars for the delivery of goods.

What is currently happening in Norway regarding returns
and/or repairs and their impact on sustainability efforts?
Producers and sellers are required to take part in Extended
Producer Responsibility, while a new EPR is being organized for
textiles by Virke.

There is also a large increase in companies starting to rent out
products rather than sell them, as well as companies selling
second-hand and refurbished products.

Technology:

Which technologiessuch as Al, VRand big dataare Norwegian
e-commerce industry players focusing on in 2023?

Al and data sharing are hot topics, while ChatGPT has received
a lot of attention in recent months. Some retailers and suppliers
are conducting beta tests and exploring its possibilities.

I
Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

E-commerce increased by 30% between 2020 and 2022. While
the trend is continuing - driven by retail omnichannel - the rate
of change has slowed over 2023.

Have you seen any specific direct or indirect impacts on
your e-commerce market resulting from the war in Ukraine?
Like the other European countries, Norway is experiencing
historically high interest rates and inflation because of the
situation in Ukraine. It has also resulted that the Norwegian
currency being greatly weakened. More specifically for the
ecommerce-business, the war has probably mostly affected IT
companies due to their high dependence before the war on staff
and developers from Ukraine and Russia.

“Webshops must make sure
that reviews are genuine and
entered by actual people who
have purchased the relevant
product or services being
commented on”

Have there been any changes or updates in Norway
regarding payment and delivery preferences or behaviors?
Vipps (digital wallet) is increasing rapidly. So is home express
delivery by final-mile deliverers such as Foodora and Wolt,
however this is only in the biggest cities.

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?
Many dealers are experiencing a decline after the pandemic.
While this trend was expected, it has nevertheless come suddenly
on many companies.

Are there any e-commerce trends specific to your market?

Despite live shopping being predicted to grow strongly, this
really has not happened in Norway. Omnichannel companies
are taking market share online, while small online stores face the
greater challenge of just surviving the current market conditions.
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Director International Affairs,
Swedish Trade Federation

Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?
There's a discussion that within the directive of distance
marketing of consumer financial services, a right of withdrawal
function might be introduced that covers the entire consumer
rights directive. This must be visible and accessible throughout
the right of withdrawal period, although without the requirement
that this must be on the “same online interface”.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected your e-commerce market?

All of these coming EU legislations will have an effect on all
retail trade, including e-commerce. There are no legislations
specifically for the e-commerce sector.

I

Sustainability:

What is currently happening in Sweden regarding returns
and/or repairs and their impact on sustainability efforts?
There is a discussion driven by the employees’ organizations
whether or not there should be free returns. The Swedish
Trade Federation is of the opinion that this would lead to more
consumption by foreign retailers, often from third countries
where the sustainability ambitions are significantly lower.

I
Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

The Swedish Trade Federation’s E-commerce indicator for the
month of April 2023 shows that e-commerce turnover, measured
by Swedish consumers’ e-commerce from Swedish players alone,
decreased by 2% compared to the same month last year and by
5% if e-commerce from abroad is also included.

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?

The trend so far this year is that e-commerce has developed
somewhat weaker than in 2022 and significantly weaker than in
2021. However, the sales trend in volume is much weaker, which
is not clearly reflected in current prices due to the continued high
inflation. The e-commerce indicator does not measure volume
sales development but by comparison, it saw increased sales in
the entire retail trade (sales in both stores and e-commerce) in
March 2023 by 0.7% in current prices, while falling by as much as
10.9% in volume. The development in only the consumer goods
trade is even worse, decreasing 13.7% in volume.

Both the percentage of consumers who shopped online and
the average purchase amount per e-commerce consumer fell in
April compared to the same month in 2022. Among those who
e-shop, many also shop in fewer product categories than last
year. Yet some sectors resisted the negative trend during the
beginning of the year, including clothes and shoes. However, this
resistance seems to be declining and even industries that started
out with positive growth figures currently appear to be slowing
down the further into the year we get.

“The trend so far this year

is that e-commerce has
developed somewhat weaker
than in 2022 and significantly
weaker than in 2021"
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Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?

All retailers that do not have a branch in Austria but that deliver
directly to private-end consumers in Austria must appoint an
authorised representative for packaging from 1 January 2023
and can therefore no longer register directly to a collection and
recycling system in Austria. This is to ensure better control by
the authorities to enforce legally compliant action and licensing.
The authorization of each authorized representative must be
certified by a notary in Austria. Since this is a very high barrier to
entry and also involves costs, it will lead to a decrease in packages
delivered from other countries.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected your ecommerce market?

The Austrian Supreme Court has taken a strict line on Green
Claims for years now, which is why the EU's proposal for the
Green Claims Directive, which goes far beyond this, has not had
any immediate impact. Domestic retailers consider a verification
of the communication of explicit environmental claims to be
completely excessive and disproportionate. We hope that this
will be removed in the course of the legislative process.

I

Sustainability:

What s currently happening in Austria regarding sustainable
transportation efforts?

Many online retailers are experimenting with CO,-neutral or
CO,free delivery. Osterreichische Post is deservedly regarded
as an international pioneer. The use of sustainable reusable
packaging is also being intensified.

What is currently happening in Austria regarding returns
and/or repairs and their impact on sustainability efforts?
Returns are the main reason for the e-commerce sector’s large
carbon footprint. The returns rate in Austrian online retail is
still around 38%, with fashion retail being particularly affected.
Since 2022, however, there has been a decline in the rate of
returns. On the retail side, this can be explained by technological
improvements such as the use of Al, size chart optimization
and more widespread use of product ratings. On the consumer
side, increased awareness of the problem has helped to reduce
return rates. Nevertheless, numerous retailers are still currently
considering dropping their free returns policies.

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

Despite all the challenges and multiple crises, Austrian SMEs are
rapidly embracing digitalization. 84% of all AT retailers operate
their own website, while more than 30% sell online. On the
consumer side, the number of online shoppers increased by 2%,
to 5.5mn people. There are now more than 12,000 e-commerce
websites in Austria.

Which technologies such as Al, VR and big data are Austrian
e-commerce industry players focusing on in 2023?

Definitely Al... it's here to stay. We expect nothing less than
a technological revolution that will offer a personalized and ultra-
flexible shopping experience for all customers. Despite all the
opportunities and potential, one must, of course, also keep an
eye on the potential risks of Al on our society.

“The returns rate in Austrian
online retail is still around
38%, with fashion retail
being particularly affected”

Have there been any changes in your market due to
disruptive technologies such as ChatGPT?

8% of Austrian domestic retailers are already using Al solutions,
while another 23% are planning to use them this year. Together
with tech partners, 2% of Austrian retail companies have already
developed their own Al application.

I
Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

We have been seeing this trend in Austria for many years as
more large producers are going into direct sales. Our retailers
are reacting to this with a stronger focus on private labels in
order to become less dependent on global producers.

Have you seen any specific direct or indirect impacts from
the war in Ukraine on your e-commerce market?

Not really. At the beginning of the war, there were substantial
effects on supply chains - delivery delays and bottlenecks with
sunflower oil, for example. These problems have now been
solved. Yet the situation in the logistics sector continues to be
challenging since many Ukrainian logistics employees can no
longer work in Austria.

Continued on the next page
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increased significantly from 2021 to 2022. Payment in advance
(65%) is in fourth place, followed by debit card.

At least 41% of SMEs indicated that they would accept purchase
on account as a payment method. 12% of SME webshops also
offers Amazon Pay as a payment method. Overall, Apple’s mobile
payment (25%) option and Google Pay (14%) are among last
year's winners.

Little has changed in terms of logistics and fulfillment partners.
Osterreichische Post is still by far the most popular deliverer
(77%), followed by DPD (36%), GLS (27%), DHL (25%) and other
freight forwarders (25%).

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?

In 2022, e-commerce sales in Austria fell by almost 8% after
adjustment for inflation - the largest decline in the history of the
Austrian online retail sector. In addition to ongoing high inflation
(21% of the population can only afford essential goods), this
was mainly due to the strong growth in online trade during the
pandemicyears of 2020 and 2021 and a subsequent realignment.
In 2024, we therefore expect sales growth again, albeit modest.

Are there any e-commerce trends specific or unique to the
Austrian market?

The trend towards sustainability and regionality continues
despite high inflation. In addition, we are currently seeing strong
growth in social media e-commerce solutions such as TikTok
Shopping - especially among GenZ consumers.
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Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?

At the beginning of 2023, the Omnibus Directive was
incorporated in the Czech legislation and a few previous mistakes
in transposition were removed. We do not expect any national
policies to be adopted that have a direct impact on e-commerce
although in 2024, VAT and taxation changes are presumed.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected the local e-commerce market?
The biggest impact for e-commerce was connected to new
sales rules. The practical impact of these changes on the area of
complaints are still unclear since they were only adopted a few
months ago. Similarly, we are looking forward to seeing details
relating to the EU's green plans.

I

Sustainability:

Whatis currently happeningin Czechiaregarding sustainable
transportation efforts?

There are no new rules specific to Czechia, so any changes will be
inline with EU developments. However, Czech logistics companies
are developing new procedures to support sustainability.

What is currently happening in Czechia regarding returns
and/or repairs and their impact on sustainability efforts?

In Czechia, there are not any new rules - only pressures on and
responses within individual companies.

I

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

Digitalization is an important issue in Czechia. Unfortunately, it is
quite limited by the government since widespread digitalization
of public services has been slow and ineffective. However,
development in this area is a priority for the future.

Which technologies such as Al, VR and big data are local
e-commerce industry players focusing on in 2023?

Al technology and its potential have been widely discussed and
its development is keenly anticipated. Al can change the industry
in many ways, for both SMEs and the biggest players.

Have there been any changes in your market due to
disruptive technologies such as ChatGPT?

Not yet, although its implementation and potential new uses are
high on everyone's wish list.

I
Current events and e-commerce:

Have you seen any specific direct or indirect impacts on
your e-commerce market resulting from the war in Ukraine?
In Czechia, there has been huge inflation, with a rate of 17% in
2022 and over 10% so far in 2023. Russia’s war in Ukraine is one
of the main reasons.

Have there been any changes or updates in Czechia
regarding payment and delivery preferences or behaviors?

The networks of pick-up points and automated pick-up boxes are
growing rapidly and delivery into participating shops or boxes is
almost the most popular delivery method in Czechia. Along with

“Delivery into participating
shops or boxes is almost
the most popular delivery
method in Czechia”

this, payments in advance or on delivery using debit and credit
cards are also becoming very popular.

What would you say are the leading reasons for either
a decline or increase in e-commerce purchasing
amongst consumers?

In 2022, for the first time, turnover of Czechia's e-commerce
retail decreased for several reasons. Firstly, during the Covid-19
pandemic years, growth was boosted higher and faster than
it should have been. The second problem is inflation, which is
making consumers more cautious. We expect that growth will
resume in the second half of 2023.

Are there any e-commerce trends specific or unique to your
market you would like to share?

Marketplaces are getting more important comparing to previous
years, with Kaufland and Allegro entering the market. On the
other hand, leading local online shops are expanding. Yet
inflation is still at a high level, impacting both consumers and
manufacturers. Once again, we believe that this situation will be
stabilized over the second half of 2023.
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Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?

The two most important local regulations that have affected
general commerce as well as e-commerce were the application
of price caps and the imposition of special taxes, both of which
primarily affected traders active in the FMCG segment. From
now on, mandatory promotions being introduced will have
a significant impact on trade.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected your e-commerce market?

From 1 July 2021, cross-border sales to consumers within the
EU have been subject to VAT in the country to which goods are
dispatched or transported. This change has affected delivery
lines and deadlines. EU warehouses were built, more delivery
companies entered the market with higher service levels and
cross-border sales became more competitive to local Hungarian
e-commerce than ever before.

I

Sustainability:

What is currently happening in your market regarding
sustainable transportation efforts?

There is an emphasis on more sustainable delivery methods
and the share of PUDO points and parcel lockers is increasing.
Several logistics service providers have installed electric vehicles
and are using bicycles for downtown deliveries.

What is currently happening in Hungary regarding returns
and/or repairs and their impact on sustainability efforts?
There is no significant change in this area, since free returns are
not yet widely used in Hungary. The only change is that more
merchants now offer the possibility of returning goods through
the PUDO point or parcel locker.

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

While digitalization is continuous, large companies with an
international background tend to be at the forefront of this and
SMEs are just following trends. The spread of digital payment
solutions is the most spectacular change. While cash on delivery
is still dominant, the proportion of online payments from
a credit card or digital wallet, as well as orders paid by credit card
to the courier, is increasing. In the case of small operators, it is
becoming increasingly important to use fulfillment providers with
professional solutions instead of their own warehousing.

Customer service and conversational commerce are key areas
where e-commerce marketers have been applying chatbots.
However, user satisfaction from these is expected to improve
significantly by integrating ChatGPT in the near future.

Which technologies such as Al, VR and big data are Hungarian
e-commerce industry players focusing on in 2023?
E-commerce platforms such as Shoprenter and Shopify have
started to provide generative Al tools for store owners to
enhance their product descriptions. According to our research
at GKID, 43% of Hungarian store owners identified “increasing
buying frequency” as their main problem, so in the future, they
are likely to focus on implementing more effective marketing
automation solutions.

Have there been any changes in your market due
to disruptive technologies such as ChatGPT?

While several retailers and logistic providers are working on ways
tointegrate ChatGPT into internal or customer-related processes,
these developments have not yet impacted the market.

“Hungary has the highest
inflation rate in the European
Union, which is considerably
reducing the disposable
income of the population”

Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

Hungary is a very small market that's not on the radar of the big
manufacturers, so D2C does not manifest itself so strongly here.
However, there are domestic manufacturers who did not sell
directly to consumers and are now examining the possibility of
doing so by using fulfillment service providers. These attempts
are still ongoing and have not yet affected the local market.

Have you seen any specific direct or indirect impacts on
your e-commerce market resulting from the war in Ukraine?
Ukraine is our neighbor and Hungary is also very dependent
on Russia. The direct impact of the war on e-commerce may be
due to the fact that stocks have appeared in the country that
are destined for the Ukrainian and Russian markets. There's
a significant oversupply of technical goods, for example, which
reduces inflation in these segments. The impact of the war
is mostly seen in inflation, since energy and food prices have
risen enormously. Hungary has the highest inflation rate in the
European Union, which is considerably reducing the disposable
income of the population.

Have there been any changes or updates in Hungary
regarding payment and delivery preferences or behaviors?
Following the digital step-up in 2020 and 2021, the steady shift in
payment preferences towards electronic transactions continued
into 2022, with 63% of online orders being paid electronically.
Among the different payment solutions, online payments have
the largest share (35%), followed by cash on delivery (28%).

Continued on the next page
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On the delivery front, although home delivery is still the most
popular method for customers, the share of PUDO points is
steadily increasing. This is being mainly driven by the popularity
and use of parcel lockers, which provided significantly increased
coverage during 2022 and 2023. As of May 2023, there were
more than 4,000 lockers across Hungary.

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?
High inflation, along with increased food and energy prices driving
up the cost of living, have both significantly reduced disposable
income. Shoppers are therefore now looking for cheaper
solutions, with a growing demand for substitute products,
alongside a reduction in the number of purchases made. While
a cool-down of online sales was expected after the hyper-growth
caused by pandemic lockdowns, this has actually been far more
drastic due to the current economic environment. In the current
world situation, many online shoppers have been returning to
stores in order to seek out cheaper products and make savings
by cutting out delivery costs.

Are there any e-commerce trends specific or unique to the
Hungarian market?

The Hungarian market is small but the growth opportunity of
retailers is further restricted by the fact that a growing number
of webshops entering our market from neighboring countries
regard Hungary as an important target market. These are mainly
Slovak, Czech, Polish and Romanian companies. These foreign
e-commerce companies are operating Hungarian webshops that
act like a Hungarian-based domestic store by providing the same
delivery and payment options as every other average Hungarian
domestic webshop.

“A growing number of
webshops entering to our
market from neighboring
countries regard Hungary as
an important target market”

While this is an advantage for customers, it is putting Hungarian
traders in a difficult situation. It has become increasingly difficult
to stay afloat in such a fiercely competitive yet small market,
So it's been necessary to open up to foreign markets, in which
Hungarian retailers have not been at the forefront so far.

To help this cross-border growth of Hungarian e-commerce
companies, a new alliance was formed in 2022, called Hungarian
Digital Retail Alliance. GKID is among the founding members,
which includes, among others, Google, DHL and Mastercard.

gkid
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1
Policies and regulation:

What national policies, if any, are being considered in your
market that will likely have an impact on e-commerce?
There are currently regulations to implement new EU regulations
such as the DSA and DMA into Polish law. During the legislative
process, special attention should be paid to new tools concerning,
among other things, product safety controls and the reporting
of counterfeits, the improper implementation of which may
undermine fair competition.

National regulations implementing the provisions of the DAC7
Directive raise doubts about the legal basis, the scope of
data required and the obligations of merchants and platform
operators, as well as about compliance with GDPR. The law
provides for the extension of the obligations under the DAC7
Directive. Reporting obligations under the provisions of this
implemented directive may be very difficult to enforce for non-
EU platform operators - particularly from China - which will
negatively affect the competitiveness of Polish and EU entities
vis-a-vis non-EU sellers.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected the Polish e-commerce market?
Digital marketers will clearly be affected by an EU regulation on
packaging and packaging waste, as well as by an amendment of
Regulation (EU) 2019/1020 and Directive (EU) 2019/904, and the
repealing of Directive 94/62/EC particularly as it relates to limits

on recycling, returnable packaging and acceptable packaging-to-
content ratio.

Our concerns include Articles 4(5) and 11(8) of the Proposal,
as well as Article 38 of the Proposal, which sets out prevention
goals in member states that could lead to the creation of barriers
within the internal market.

Establishing sustainability requirements for the recyclability or the
reusability of packaging is insufficient if they are not supported
by a system capable of triggering investment in infrastructure
for the widespread collection, sorting, recycling and reuse of
packaging across Europe.

Directive (EU) 2019/2161 (Omnibus Directive) made a big
impact on the e-commerce industry. This has introduced new
information obligations for traders, including promotions, as well
as new obligations relating to offering consumer reviews. One
impact of the Omnibus Directive that has already been observed
is in the area of discounts. The Polish legislator has expanded
the obligation to inform consumers about promotions.
A consequence of the changes brought about by the Omnibus
Directive was the need for changes in the documentation of
online stores and the necessity of redesigning online stores.

I

Sustainability:

What is currently happening in your market regarding
sustainable transportation efforts?

® | ogistics: E-commerce platforms and retailers are increasingly
collaborating with third-party logistics providers that specialize in
eco-friendly and sustainable delivery options. That means that
several e-commerce companies in Poland - grocers in particular
- have started incorporating electric vehicles into their delivery
fleets. EVs produce zero emissions during operation, reducing
the localized air pollution and carbon emissions produced by
gasoline or diesel vehicles.

® Changing behavior: The cost-of-living crisis is resulting in some
shoppers buying smaller quantities more often and others
buying occasionally but in bulk. This has become a challenge for
logisticians. The solution? Technology and data will save stores
and the supply chain during these times of crisis.

“The cost-of-living crisis is
resulting in some shoppers
buying smaller quantities
more often and others buying
occasionally but in bulk”

® Final-mile delivery: The final mile is a significant contributor of
carbon emissions so to address this, companies are adopting
strategies such as route optimization algorithms, delivery
consolidation and delivery methods like bicycle couriers in urban
areas such as Gdansk, Poznan, Warszawa and Krakow.

® Packaging optimization: E-commerce companies are focusing
on reducing the amount of packaging waste, which contributes
to carbon emissions.

® Green certification and labeling: Some e-commerce platforms
and retailers may seek certification or use eco-labels to highlight
their commitment to sustainability. Such certifications take
into account various factors including transportation practices,
carbon emissions and waste reduction.

What is currently happening in Poland regarding returns
and/or repairs and their impact on sustainability efforts?

Poland's Chamber of Digital Economy is just starting a media
project whose aim is to inform the general public about the
ecological and business costs of e-commerce returns. In Poland,
there is a 14-day right of withdrawal from a distance contract
which is frequently used by consumers, leaving companies with
an increasing number of returns. Cost of return is included when
calculating a total value of each product in an e-commerce shop
yet the most important in this context is the environmental cost.

The Chamber of Digital Economy is treating its mission of
educating business and consumers in a responsible manner by
launching this campaign, which pays attention to all aspects of
returns. This includes both retailers and consumers, along with
businesses such as warehouses which cooperate with retailersin
the area of logistics and supplies. Sometimes theses are part of

Continued on the next page



59 | Europe E-Commerce Report 2023 | Central Europe | Poland

Poland

/ ; CHAMBER OF DIGITAL ECONOMY

Continued from previous page

the store's infrastructure but often, e-commerce companies use
the independent fulfillment option.

We are emphasizing the importance of attractive, detailed
product descriptions based on photos or videos. It is often errors
in descriptions that cause goods to be returned. Retaildive.com
writes that 72% of returns are from the e-fashion industry and
are most often made because garments are too small (30%)
or too large (22%). This is where PIM (Product Information
Management) systems help to manage product information by
guaranteeing the efficient creation of detailed descriptions.

An efficient business model is of great importance when we
consider returns in e-commerce. There are courier companies
that emphasize the habits of Poles regarding easy free returns to
promote their business, without considering the environmental
impact of their practices. However, at the current stage of
e-commerce development, we should face a more balanced
approach. While the right of 14-day returns for the customer
remains sacred, using it should be considered a conscious
shopping choice.

Technology:

Which technologies such as Al, VR and big data are Polish
e-commerce industry players focusing on in 2023?

Undoubtedly, the pandemic was a booster of e-commerce on
a global scale, with 28% growth annually from 2020. 100% of
Polish internet users say they have now made at least one online
purchase. VR has taken the market by storm and is not going
to stop. In addition, the further development of omnichannel,
international e-commerce and the development of online
exports provide great opportunities, especially for SMEs, to
further develop electronic commerce and global sales.

Have there been any changes in your market due
to disruptive technologies such as ChatGPT?

ChatGPT has the potential to take over some of the professions
currently held by people, since it can write text, work for customer
service, write reports and create legal documents. However, Al
will also create opportunities, new jobs and new professions in

new fields of study. It requires a new innovative approach to
education from primary education.

I
Current events and e-commerce:

Are there any e-commerce trends specific or unique to
your market you would like to share?

The beginnings of e-commerce in Poland date back to the second
half of the 1990s, when the first online stores, e-commerce
catalogs and auction platforms were established.

However, it is in the last decade that Polish e-commerce has
developed most rapidly. In this time, the Chamber of Digital
Economy has also been working vigorously, both in legislative and
educational terms. We educate e-consumers how to buy safely
online. We support companies by advising them how to build or
develop an e-store, how to carry out digital transformation and
how to export online.

Poles have fallen in love with online shops and its hardly
surprising. They are simple, fast and safe. They are accessible
to anyone from anywhere, at a convenient time, which was
especially important during the pandemic period. They allow
you to buy more cheaply and reasonably, which has become an
important factor in the past year.

A few important figures summarizing the last ten years of
e-commerce in Poland:

® The number of households with internet access has increased
from 60% in 2012 t0 96.2% in 2021.

® 100% of Polish internet users say they have made an online
purchase. The frequency of purchases and the average value of
the shopping basket has also increased.

® \We see a significant increase in the popularity of online
shopping among people who have not previously shopped
online, such as the Silver Power generation or rural residents.

® There has been a five-fold increase in the value of the B2C
e-commerce market.

“Personalization has become
very important, while Al
budgets are reaching dizzying
amounts”

® There has been over a three-fold increase in the value of the
B2B e-commerce market.

® There has been a three-fold increase in the share of digital
sales in total retail sales.

® The number of registered online stores has increased two and
a half times.

E-commerce is growing rapidly and analysts forecast its further
expansion. The key drivers of e-commerce development are
undoubtedly modern technologies, omnichannel development
and the growing awareness that e-commerce knows no borders,
making it the most effective form of online export development.
Hence the growing number of B2B companies that are choosing
to develop sales in this channel.

Technologies are mainly concerned with personalization,
programmatic buying, mobile shopping, the use of Al in
e-commerce, AR for product visualization and the use of
intelligent chatbots.

Globally, there has been a huge increase in investment in
research into Al solutions, with Berkshire Hathaway estimating
that the amount is expected to exceed $200bn as early as
2025. This will have a huge impact on the development of new
innovative applications and technologies based on intelligent
algorithms, machine learning and deep neural networks. As
a result, companies around the world are already planning to
invest sizable budgets in artificial intelligence. This creates even
more opportunities for the digital economy.

Without a doubt, the Chamber of Digital Economy has made
a huge contribution to the development of the e-commerce
market over these past ten years. In addition to its legislative

Continued on the next page
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continuedrom previous page “In addition to its legislative
and educational activities, e-Chamber plays an invaluable role and educatlonal acu\"tlES,
as an integrator of the industry. This is a meeting place for the e'Chamber plays an

people, companies, organizations and institutions that make up

the ecosystem of Polish e-commerce. invaluable role as an
We perfectly integrate the industry by organizing events and integrator Of the indUStry"

competitions such as e-Commerce Poland awards, e-commerce
Director of the Year and Performance Marketing Diamonds EU.
Our research and reports are also a source of valuable market
analysis and a barometer of consumer behavior. We continuously
promote Polish e-commerce, both in and outside our country, as
part of the international organization E-commerce Europe.
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Policies and regulation:

What national policies are being considered in your market
that will likely have an impact on e-commerce?

As of the start of January 2023, the new data protection law
will become relevant in Switzerland. All Swiss online shops are
now obliged to comply with this legislation and meet these
requirements. These include adapted general terms and
conditions, cookies banners and so on.

As of the start of 2024, industrial duties for authorized importers
in Switzerland will also be abolished. This means that goods
from third countries that have already been imported into the
EU do not have to be customs cleared again in Switzerland. The
administrative part will remain in order to retain statistical data
yet the abolition of industrial customs duties will mean a cost
saving for the Swiss market.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected the Swiss e-commerce market?
At present, we do not see any major impact of EU policy on
Switzerland, at least none directly. Of course, we see comparable
issues, such as in the area of sustainability. However, this is less
due to EU policy than to the generally changing environmental
awareness of consumers everywhere.

I

Sustainability:

What is currently happening in Switzerland regarding
sustainable transportation efforts?

The topic of ‘smart city logistics' is becoming increasingly
important as efforts are underway to find out what the cities of
the future will look like. The focus here is on last-mile delivery and
how we can achieve this in a more sustainable and ecological
way. We see a responsibility here in e-commerce which includes
the following points that can already be implemented today and
that already have an impact on sustainability:

® Avoidance of partial deliveries
® Avoidance of returns
® | onger delivery times to the customer

We are convinced that we can swiftly make a contribution to
sustainability and efficiently with these measures. The freight
forwarders in Switzerland have committed themselves to net-
zero CO, and are working hard to achieve this goal.

What is happening in Switzerland regarding returns and/or
repairs and their impact on sustainability efforts?

Returns have always been an issue in the mail order business.
In e-commerce, free returns have triggered a hype that is
difficult to reconcile with sustainability. Efforts to launch returns-
avoidance programs are particularly appropriate here. Great
steps forward have already been seen in the fashion sector in
particular. Al-powered clothing size advisors, fast feedback for
the reasons of each return and charges for returns are being
discussed and assessed in many sectors. There is great potential
for sustainability in this area.

I

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

Digitalization is here to stay and the pandemic years showed
how important the likes of social media and live shopping are for
the future of e-commerce. In the social media commerce sector,
SMEs have opportunities to reach their customers and engage
those even on a lower budget. As an additional sales channel,

“ChatGPT is certainly

on everyone'’s lips in
Switzerland, with new
startups springing up like
mushrooms every week”

marketplaces - especially ones local to the country - offer traders
in Switzerland a good option.

Which technologies such as Al, VR and big data are Swiss
e-commerce industry players focusing on in 2023?

Al has certainly received a big boost through widespread media
attention. However we still need to see more practical, everyday
applications before we can assess the utility of this technology.

We haven't seen VR being used Switzerland yet, or only to a very
small extent. Data collection, evaluation and follow-up projects,
along with customer journey management, are trends in which
a lot of time and money is currently being invested.

Have there been any changes in your market due to
disruptive technologies such as ChatGPT?

ChatGPT is certainly on everyone's lips in Switzerland, with
new startups springing up like mushrooms every week. Its
development here has been very fast. We see its near-future
applicationin researching product descriptions and summarising
them for a product detail page. In the more distant future, we will
certainly also see customer service such as the automation of
advice. This is a development that is here to stay and will certainly
keep us busy. The ethical discussion of generative Al will also be
part of this agenda.

Continued on the next page
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Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

D2C is steadily growing and has become an indispensable part
of the retail landscape, be it in the area of verticalization with a
business's own stores, or in the area of e-commerce. The gap is
between “How do | serve wholesalers?” and “How do | do that
while also building up a D2C channel?” There are different forms
and strategic considerations for the players here. Cooperation,
especially in the area of an ‘endless aisle’, will help all participants
and, ultimately, lead to an optimal customer experience.

Have you seen any specific direct or indirect impacts on
your e-commerce market resulting from the war in Ukraine?
We have certainly seen its effects, especially in the area of
energy costs during the winter months and uncertainty among
consumers slowing sales.

Have there been any changes in Switzerland regarding
payment and delivery preferences or behaviors?

Payment on account, which is still the most popular payment
method in Switzerland, has decreased from over 80% before the
pandemic to around 50%. On the other hand, the TWINT app has
increased dramatically and will have a share of 18% in 2022. This
is a mobile payment solution in Switzerland that has 5mn users
out of an entire population of around 9mn.

Credit cards have lost ground in favour of TWINT and are
currently also at around 18%. Paypal plays a subordinate role,
with 6%. Increases can be observed among payment service
providers in the area of ‘buy now, pay later'.

Referring to delivery preference, some providers are now asking
customers whether next-day delivery is necessary or whether
they would consider a longer delivery time. This approach could
become a 'new normal’ in delivery preference as it would help
considerably in terms of sustainability efforts.

What would you say are the leading reasons for significant
changes in e-commerce purchasing among consumers?
During the pandemic, consumers became more accustomed to
online shopping and found their regular web shops. This loyalty
towards individual e-commerce retailers as well as the online
channel will continue to be noticeable in customers’ shopping
behavior. In home electronics in particular, every second item
in Switzerland is already bought online. Here, the consumer has
put their trust in e-commerce.

Even as we see customers return to bricks-and-mortar stores,
the growth of the last four years since 2019 has increased
e-commerce by a total of 44% in Switzerland. That's a linear
increase of approximately 10% per year. It's expected that this
development will weaken somewhat across 2023 and probably
stabilize in 2024.

Are there any e-commerce trends specific or unique to the
Swiss market?

We see a strong Switzerland-specific marketplace trend due
to the customs and VAT hurdles when shopping outside of
Switzerland. This trend will inevitably continue, although the
possibility of Swiss companies becoming active on foreign
marketplaces or platforms will increase. Zalando and Amazon
are investing a lot of effort in this area with Swiss retailers.

“Payment on account,
which is still the most
popular payment method in
Switzerland, has decreased
from over 80% before the
pandemic to around 50%"
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President, E-commerce Association
in Bosnia and Herzegovina

Policies and regulation:

What national policies are being considered in your market
that will likely have an impact on e-commerce?

Bosnia and Herzegovina (B&H) is taking progressive strides
towards shaping a robust e-commerce sector. One key step
towards this goal is policy for regulating the online market in
internal trade that has been drafted by the Federal Ministry of
Trade. This new represents a significant advancement for our
country since it regulates the specific details of internet sales.

| am proud to share that the E-commerce Association of Bosnia
and Herzegovina is playing a crucial roles in this process. The
government has entrusted us with the responsibility of assisting
in the creation of practical, efficient regulations that address the
needs of all stakeholders in the digital market.

To enrich this proposed legislation, we draw on the current legal
and regulatory context of our country. At present, online sales
are governed by the Law on Internal Trade, the Law on Electronic
Legal and Business Trade, and the Consumer Protection Law.

The proposed policy, once enacted, will streamline these multiple
provisions into a cohesive regulatory framework, bringing
clarity and consistency to our e-commerce sector. We are
optimistic about this transformative change and, with continued
collaboration and dedication, are confident that we can create
a thriving e-commerce landscape within the country.

How have some relevant EU policies, such as Right to Repair
and Green Claims, affected your local ecommerce market?
Since Bosnia and Herzegovina is not yet part of the EU, our
e-commerce market has not been directly influenced by such EU
policies. Our current regulations lag far behind the EU standards,
as does our general e-commerce landscape.

B&H applied for EU membership in February 2016 and was
granted EU candidate status in December 2022. However, our
membership is conditional upon the country taking steps to
strengthen the rule of law, to combat corruption and organized
crime, to uphold fundamental rights and to manage migration.

It's important to note that these wider political and regulatory
conditions directly impact our e-commerce sector. Strengthening
the rule of law and combating corruption, for example, are
prerequisites for creating a secure and trustworthy digital
marketplace. The steps the country takes to meet these
conditions will consequently shape our e-commerce regulations,
aligning them closer to EU standards.

Despite the current disparities, we are hopeful that our progress
towards EU membership will stimulate the development of more
modern and comprehensive regulations for our e-commerce
market which will, in turn, align us more closely with international
best practices.

I

Sustainability:

What is currently happening in Bosnia and Herzegovina
regarding sustainable transportation efforts?

Bosnia and Herzegovina is well positioned on the crossroads
of important regional transport corridors, allowing the country
access to its main export markets and to participate in regional
cooperation and integration processes within the wider Western
Balkans market. Good progress has already been made in
enhancing the quality of the country's transport links, yet
challenges still remain. The quality of transport infrastructure
needs further improvement since the country still lacks efficient
and modern road, rail and air transport infrastructure.

“The E-commerce Association
in B&H has been included by
the government to assist all
institutions in creating proper,
workable regulation”

What is currently happening regarding returns and/or
repairs and their impact on sustainability efforts?

There is no specific legislation regulating product returns and
repairs, while consumer protection laws are not fully enforced.
This can lead to a lack of responsibility by manufacturers and
retailers to ensure that their products are durable and long-
lasting, which can lead to even more waste and pollution.

However, some efforts are being made by non-governmental
organizations (NGOs) to promote sustainable consumption and
production practices. For example, organizations like the Center
for Environment (CZZS) and the Association of Consumers
are working to educate B&H consumers about their rights,
including the right to product returns and repairs, along with the
importance of reducing waste.

Overall, while there are challenges facing sustainability efforts
in B&H, there are also positive steps being taken towards more
sustainable practices. More still needs to be done by both the
government and the private sector to ensure that sustainability
is prioritized and enforced in all aspects of the market.

Technology:

Have you seen a shift in digitalization and technology use
among retailers in this last year? If so, what changes have
retailers - particularly SMEs - made?

Digitalization and technology had been on the rise in B&H yet the
Covid-19 pandemic accelerated this trend as businesses quickly
adapted to changing market conditions and consumer behavior.
Many retailers, including SMEs, had to shift their operations
online to reach customers who were increasingly turning to
e-commerce.

Continued on the next page
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Some changes that retailers have made in response to the
pandemic include:

® Developing e-commerce platforms: Retailers, especially SMEs,
have started to develop their own e-commerce platforms
or partnered with existing online marketplaces in order to reach
a wider customer base.

e Offering online payment options: Many retailers have started
accepting online payments, including credit card payments,
in order to facilitate contactless transactions and reduce risks.

e Utilizing social media for marketing: Retailers have been using
social media platforms such as Facebook and Instagram to
market their products and communicate with customers.

These changes helped retailers, particularly SMEs, to stay afloat
throughout the pandemic and to even reach new customers.
However, digitalization and technology use are still relatively new
concepts for many SMEs in B&H, so there are challenges that
businesses must overcome. These include access to financing,
digital skills training and internet connectivity.

Which technologies such as Al, VR and big data are B&H
e-commerce industry players focusing on in 2023?

The focus of the larger e-commerce players is on fully utilizing
the online channel as a equal revenue stream and sales channel
alongside mainstream bricks-and-mortar stores. We have
noticed a rise in online-only merchants, which currently take 34%
in all online merchants.

VR is slowly being recognized by the most advanced companies,
who are testing the ground for Meta marketplaces as an all-new
shopping experience.

Have there been any changes in your market due to
disruptive technologies such as ChatGPT?

The importance of Aland other disruptive technologies is growing
in various industries worldwide. These technologies have the
potential to transform the ways in which businesses operate
and interact with customers, offering benefits such as increased

efficiency, personalized experiences, and improved decision-
making. However, there is currently no significant change
to the local market. The adoption of disruptive technologies
including Al within B&H may face challenges related to digital
skills, infrastructure and regulations. However, as the benefits
of these technologies become more apparent, it is likely that
more businesses in B&H will begin to adopt them in order to stay
competitive and improve their operations.

e ——
Current events and e-commerce:

There have been reports that ‘direct-to-consumer’ European
e-commerce has grown substantially. Has this been the case
in your market?

While direct-to-consumer sales are still rare in B&H, they are
becoming increasingly popular globally due to the rise of
e-commerce and changes in consumer behavior. It's therefore
possible that this trend will eventually catch on here.

Currently, there are a few businesses in the country that offer
DTC sales, mainly in the fashion industry. By selling directly to
consumers through their own e-commerce platforms or through
online marketplaces, such businesses can offer more competitive
prices and greater control over the customer experience.

Yet there are challenges associated with DTC sales in B&H,
particularly for SMEs. These include limited access to financing,
digital skills training and internet connectivity. Additionally, the
lack of a well-developed logistics infrastructure can make it
difficult for businesses to deliver products efficiently and cost-
effectively to customers.

Despite these challenges, there is potential for DTC sales to grow
as more consumers turn to online shopping and businesses look
for ways to cut costs and increase efficiency. It will be important
for businesses to carefully consider the costs and benefits of
DTC sales as they develop strategies that are tailored to the local
market conditions.

“Many consumers in B&H
still prefer to shop in physical
stores rather than online, due
in part to concerns about
fraud and delivery times”

Have you seen any specific direct or indirect impacts from
the war in Ukraine on your e-commerce market?

The ongoing war in Ukraine is a grave concern for the entire
region. However, in terms of direct impacts on our e-commerce
market, we are fortunate to report minimal effects at this time.
Our e-commerce landscape is primarily domestic, which lessens
the disruptions of international trade. Our online market has, to
date, been insulated from the major cybersecurity threats that
can sometimes escalate during times of geopolitical tension.

However, the war in Ukraine and the ensuing global recession,
as detailed in the recent World Bank report, have broader
macroeconomic implications that could indirectly affect our
e-commerce landscape. Economic growth in Europe and Central
Asia slowed sharply in 2022 to 0.2% due to Russia’s invasion of
Ukraine. This is of concern to us because the EU, specifically Italy,
Germany and Croatia, ar