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Pan-European eCommerce 

continues to be a bright spot in a 

challenging economic 

environment
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More than one in three European adults 
regularly shop online today

• Online shopping has more than doubled in Europe over the 
past decade, from 14% of European adults regularly shopping 
in 2000 online to 33% in 2008 – this is 136 million online 
buyers.

• Online buyers have moved in the past 5 years from early 
adopters to the mainstream, with women and middle-income 
consumers now more represented. 

• Books, leisure travel, and clothing are the top 3 online 
purchase categories.

• UK online buyers spent an average of £1,312 (€1,378) in 2008 
and are the biggest spenders in Europe, followed by Swedish 
and German consumers.
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Forecast: Western European online retail and travel 
sales will reach €203 billion in 2014
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European eCommerce year-on-year growth

Source: Forrester Research
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Germany, France and the UK account for 
70% of consumer eCommerce spending
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The demographics of European online 
shoppers

Source: European Technographics ® Benchmark Survey, Q2 2008

Base: 25,443 Western European consumers
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Books, Leisure Travel, And Clothing Are The Most 
Common Online Purchases

March 2009 “Western European Online Retail And Travel Forecast, 2008 To 2014”
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Books, Leisure Travel, And Clothing Are The Most 
Common Online Purchases (Cont.)

March 2009 “Western European Online Retail And Travel Forecast, 2008 To 2014”
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Books, Leisure Travel, And Clothing Are The Most 
Common Online Purchases (Cont.)

March 2009 “Western European Online Retail And Travel Forecast, 2008 To 2014”
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Categories purchased differ by country
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It was all going so smoothly when…
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Consumer economic concerns vary by income, 
focus on necessary items and debt
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Europeans started to cut their spending 
and shop around more

55% of US online 

users plan to 

spend less

In 2009, 

45% of US 

online users 

will shop 

around more



16 Entire contents © 2009 Forrester Research, Inc. All rights reserved. 

Preference for price comparison sites 
reaches critical mass of usage among 
online consumers
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European online buyers shop online mostly to save 
time 
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Today’s European Internet Shopping Holdouts 
Want To Touch And Feel Products

March 2009 “Western European Online Retail And Travel Forecast, 2008 To 2014”
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Credit/Debit cards are the No. 1 payment 
method used by online buyers in Europe
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Strong national payment preferences persist

Source: European Technographics® Retail, Customer Experience and Travel Online Survey, Q3 2008

Which have you used in the past 3 months to pay for products you bought online? (please select all that apply)
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Customer ratings and reviews helpful 
when making a purchase decision
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User-generated reviews highly regarded as consumer 
guidance –trump other social efforts for driving sales

Source: Amazon.co.uk



24 Entire contents © 2009 Forrester Research, Inc. All rights reserved. 

Retailers incorporate user comments in many site 
functions

Source: Asda.com
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Delivery options remain a significant factor for EU-7 
online consumers
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Awareness of cross-border online 
shopping varies by country
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Europeans concerned about the environment 
actively conserve
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Darty.fr incorporates video within the product 

detail page

Source: darty.fr
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Nike Plus Multichannel/multi-product experience brings 
engagement and inspiration to runners

March 2008 “Rich Internet Applications That Build Brands”

An RIA acts as the centerpiece for a 

multichannel experience that includes 

physical devices (the Nike + iPod Sport 

Kit), a Web site, and widgets where 

users can find routes, manage their 

training goals, and track performance.

Source: Nike (http://nikeplus.nike.com/nikeplus/?l=all_challenges,1277966465)
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Panasonic Brings Design Ideas To Life Using A Flash RIA
March 2008 “Rich Internet Applications That Build Brands”

Source: Panasonic (http://www.panasonic.com/consumer_electronics/plasma_central/pow_flash.asp)
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The luxury sector is selling online and extending into 
emerging markets

Source: Clive Christian

Perfume (http://www.clive.

com/boutique/)

Source: Prada

(http://www.prada.com) 

Source: Burberry (http://www.burberry.com) 
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Luxury startups continue to popup

Source: Portero (http://www.portero.com/)

Source: NET-A-PORTER.COM (http://www. net-a-porter.com/)
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Mobile has emerged as a shopping tool 

Source: Amazon.com

Source: PriceRunner 

Source: kelkoo.co.uk
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Key Takeaways

• Western European online shopping will continue to 

grow strongly bucking the economic downturn 

trend

• Convenience and assortment drive use, physical 

evaluation remains inhibitor

• Regional payment preferences persist

• User-generated reviews drive conversion 

• Cross-Border purchasing grows

• Rich internet experiences meant to engage 

customers


