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Bert Nagelvoort

Senior Researcher

Theimportanceof e-commercecontinuousto grow. More andmore people
buy their productsand servicesonline and they do so from variousplaces,
suchasat home,at work, en route or in the highstreet,andsometimeseven
online in the store. Meanwhile,e-commercehasbecomea major influence
on the global economy. Whereasthe GlobalGrossDomesticProduct was
around$74.9trn in 2013, the eGDPaccountedfor 1.34%of this number. In
addition, e-commerceis responsiblefor the creationof manynew jobsand
all thismakesit a significanteconomicpoweraroundthe globe.

Measuringthe sizeand growth of the e-commercesectorworldwide is vital
for understanding its economic impact and growing contribution.
EcommerceEurope strongly believes that it is with economic facts that
messagesin supportof our industrycanbeheard.

Thenewly establishedEcommerceFoundationpublishesseveralreports. It
publishesthe six Europeanreports under auspicesof EcommerceEurope.
The Ecommercefoundation also publish a global report as well as five
regional reports, coveringNorth America,Latin America,Asia-Pacific,the
Middle Eastand Northern Africa (MENA)and the BRICScountries (Brazil,
Russia,India,ChinaandSouthAfrica).

Through the EcommerceFoundation B2C ResearchReports we want to
share our knowledge with our readers around the world. By means of
figuresthat are basedon the GlobalOnlineMeasurementStandardfor B2C
E-Commerce(GOMSEC),interviews with e-commerce experts and clear
tablesand infographics,we provideonline retailersand other stakeholders
with practicalmeansthat canhelpthem to optimizetheir businesses.

Naturally, we could not have realized these reports without the help of others.
Therefore we want to use this opportunity to express our gratitude to all
participatingnationalassociationsandtheir individualresearchpartnersfor providing
us with the required data and information. In addition, we are very grateful to the
expertsacrossthe world who selflesslyinvestedtheir time and effort to sharetheir
insights. And finally, a specialword of thanks goes to our sponsorsGlobalCollect,
InformaticaCorp,RichRelevanceand Salesupply,who enableus to makethe reports
widelyavailable,andto GfKfor their closecooperationandinvolvement.

If you would like to receive additional information, purchasereports or become
involved with Ecommerce Foundation, please contact us via our website
www.ecommerce-europe.eu or sendusanemailat info@ecommercefoundation.org
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Our Report Partners
This report is powered by the following partners

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

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

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

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

InformaticaCorporation(Nasdaq:INFA) is theǿƻǊƭŘΩǎnumber one independentprovider of data integration software. Organizationsaround
the world rely on Informaticato realizetheir information potential and drive top businessimperatives. InformaticaVibe, theƛƴŘǳǎǘǊȅΩǎfirst
andonly embeddablevirtual datamachine(VDM),powersthe uniqueάaŀǇOnce. DeployAnywhere.έcapabilitiesof the InformaticaPlatform.
With regardto information technology,Informaticahelpswhereverpossibleby deliveringthe right datain the right wayto the right users.
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Friedrich Fleischmann
Global Director Retail World at GfK Retail and Technology GmbH 

It is safeto saythat e-commerceis alwaysfluid. Justwhene-commercestandards
appear to be solidifying,somethingdisruptive comesalong to break down the
status quo and move customersin another direction. A clear exampleof this
tendencyin 2013wasthe riseof clickandcollectasa keyelement in manybrick-
and-mortar retailers. ThetermΨǿŜōǊƻƻƳƛƴƎΩbecamea buzzword asthe physical
retail sectorplayedto their historic strengthsin face-to-facecustomerserviceto
claw back trade from the pure-play sector. As we approach our future e-
commercestrategies,understandinghow customer interactionswith the many
online touch points along the supply chain influence their ultimate purchase
decisionsismore important than ever.

Changingexpectations
As the customersprogressthrough from research,to purchase,to fulfilment
stagesalong their purchasejourney, the amount of information they possess
continuesto increase. Their expectationsare changingfast. In order to secure
trade, all businessesinvolved in online retail have to understandthese change
driversto adapt their own propositionaccordingly. Thecrossoverspacebetween
digital and physicalis increasinglycomplex,and while the shareon salesbeing
madeonline continuesto marchforward acrossthe Europeanmarkets,there are
indicatorsin developedmarkets that sharesare beginningto stabilize. Through
our research,GfK seeksto understand the complex interplay between brand
perception, expectation,service,and value. Gaininginsights into this complex
connectionenablesusto understandthe end-to-endcustomerexperiencebetter.

While the developed markets are establishing expectations, customers in
emergingmarkets both within Europeand beyond our borders recognizethe
innovations in other regions and are rapidly adjusting their expectations to
achieveparity in their own experiences. If such an experienceis not available
locally,the cross-border nature of globalretail allowsthem to seekit elsewhere.
Theability to comparesituationsacrossmultiple marketsis becomingincreasingly
important and there is no single template for success. Increasingly,the true
evaluationof the market potential that e-commercebusinessescan realizewill
only be found through a blended understandingof local customerdesiresand
retail insights.

Remainingfundamentals
While the details may change from customer to customer and location to
location, the fundamentalshoweverremain. We are aimingfor getting the right
productwith the right valuepropositionto the customerquicklyandefficiently

άhƴƭƛƴŜ ¢ƻǳŎƘǇƻƛƴǘǎ ŀǊŜ YŜȅ ŦƻǊ tǳǊŎƘŀǎŜ 5ŜŎƛǎƛƻƴǎέ
Consumer Expectations Are Changing Rapidly

for both parties, at the same time providing
sufficientafter salessupportandserviceto ensure
satisfaction and repeat business. Understanding
the drivers and triggers of the whole interaction
through data-driven insights speeds us to
achievingthesegoals.
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John Snoek 
Global Vice President Marketing at GlobalCollect

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

Europeis a mature e-commercemarket, but it changesand evolvesconstantly.
For merchants,there is still plenty of opportunity for growth by expandinginto
new Europeanmarkets. However,the unique dynamicsof the Europeanmarket
placedo requirecarefulconsiderationandplanning.

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

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

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

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

Theyearof SEPA?
Finally,2014 is a watershedyear for cross-border
paymentsin the SingleEuroPaymentsArea(SEPA).
The goal of SEPAis to create a harmonized
payments infrastructure throughout the SEPA
countries. Thisisdonethroughthe useof common
paymentinstrumentsandstandards,supportedby
a regularandacceptedlegalstructure.

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

Combatingsophisticatedfraud
Fraud is a fact of life for merchants. This is particularly true for international
merchants,becausecross-border paymentshavesignificantlyhigher fraud rates
than domestic payments. Increasingly, sophisticated fraudsters also take
advantageof the shift to mobile payments,where fraud lossesare higher as a
percentageof revenue.

However,rather than acceptingfraud as a cost of doing cross-border business,
merchantscan take action to minimize its impact. In addition to improving the
bottom line, this also limits the risk of the kind of reputation damagesthat go
hand-in-handwith onlinefraud.

© Ecommerce Foundation www.ecommercefoundation.org 7



Ben Rund
Senior Director Product Marketing

at Informatica Corp 

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

To be able to do this, the motto of offering the right product to the right
customer, in the right place and at the right time should be in the ŎƻƳǇŀƴȅΩǎ
mindset. In addition, it needs to have the proper technology to execute this
strategy.

Brand-switching
A final aspectthat will be very important in the upcomingyearsis the apparent
lackof brandloyalty. In the US,75%of the consumersstatethat they easilyswitch
between brands, and for the rest of the world this rate amounts to 60%.
Consumersreceivean overloadof information and in combinationwith the total
transparencyof the markets, buying somewhereelse is just one click away.
Companieshaveto deal with this by ensuringthat their marketingactivitiesonly
contain relevant information. CommerceRelevancyis taking omnichannelto the
next levelfor customerexperience.

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

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

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

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

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

© Ecommerce Foundation www.ecommercefoundation.org 8



David Selinger
CEO of RichRelevance

TheUnited Statesis the largeste-commercemarket in the world, andasa result,
it isa frontrunner in termsof trendsin this area. Alreadythe de facto standardfor
location-basedservicesin stores, iBeaconis one of the most important trends
here. It will even gain popularity as the technologyof choice due to its price,
scalability and ease of maintenance. In order to make iBeaconsand in-store
technologyreallysmart,consumershaveto be willing andable to useapps. Then
it will provide a massiveopportunity to step up and engagewith consumers
through a value proposition centered on service, rather than on offers and
products. Consideran iBeaconthat triggers when you enter a store to pick up
your click-and-collectorder,enablingyou to skipa 15-minute queue,or reminding
you of items you might wish to replenish. Thistrend offers a lot of opportunities
for retailers.

Serviceis key
Through technical developmentsin shops, retailers are able to optimize their
services. Andmost retailersarerealizingthat their servicearm isgoingto be a key
areawhere they candifferentiate themselvesfrom the Amazonsand Alibabasof
the world. Salesassociatesare on the cuspof being much more intelligent and
powerful, providingchoice,valueand time savingsto the consumerwhen armed
with the right tools. A salesassociatemay havean interaction with a shopperin
the dressingroom. Insteadof pausingto think about what color looksgoodwith
her skin tone or what pants best match this top, she can accessand leverage
online clickstreambehaviorderivedfrom similarshoppersto guidethe customer
with appropriate cross-sellsand accessories. Combinethe power of this online
data with store availabilityand sizing,and lessexperiencedsalesassociatescan
now provide the level of customer experienceusually delivered by the best-
performingassociates.

Preparingfor e-commercegiants
Conventional wisdom states that traditional retailers retain one enormous
advantagein their battle againste-commercesuperpowers,suchasAmazon: the
physicalstore. However,aspricepressureshaveincreased,retail war roomshave
focusedon dealsand promotions. Still, no matter how manycouponsthey email
and socialmediaconteststhey run,!ƳŜǊƛŎŀΩǎretailerscannotplay the sameold
gameand expectto win and beat Amazonin this escalatedbattle. To stay in the
game,traditional retailersmust respondquickly. Therealςandonlyςopportunity
is to let go of dealsandembraceconsumerdata in order to makesalesassociates
more helpful and stores more entertaining, and ultimately to saveconsumers
time. Bydoing this, retailerscanoffer uniquevalueto customersuntouchableby
e-commercegiants. For retailersgearingup for this new marketplace,the goal is
to optimize the human dimensionof shoppingin-store. Dealsand promotions
remainpart of the equation,but on their own they will not cut it. It is the

ά{ŜǊǾƛŎŜ Lǎ DƻƛƴƎ ǘƻ .Ŝ ŀ YŜȅ !ǊŜŀέ 
Technical Developments Help Retailers to Optimize Their Service

connectedcycle of discovery,meaningful experiences,
human interaction, and sales connected by data
crunchingthat will make brick-and-mortar retail more
competitive.

© Ecommerce Foundation www.ecommercefoundation.org 9



Henning Heesen
Cross-Border E-Commerce Specialist 
and Board Member at Salesupply AG

ά.wL/{ {Ƙƻǿǎ ŀ ōƛƎ 5ƛǾŜǊǎƛǘȅέ 
Different languages, religions, political situations and income levels requires a different approach 

TheBRICare often cited asthe most promisingemergingmarketswhen it comes
to economicgrowth and e-commercepotential. Increasinginternet penetration
and consumerswith growing disposable incomes and willing to shift their
shoppingbehavior towards digital are nurturing this trend. But if there is one
thing this group of promisingmarkets showsvery prominently, than it is how
diversethesegrowth marketsare. If somebodytells youάWhy not expandto the
BRIC countriesΚέΣthink different continents, languages, religions, political
situations, income levels, time zones, cultures, and much more.

In Brazil and India, much of online traffic is generated by the increasing
penetrationof smartphones. Onlineshopperpenetrationand online expenditure
are increasing, and the Brazilianand Indianonline marketsare growingat a rapid
pace. Both see a considerableinflow of investments and foreign companies
interested in securing a part of the market share.

Russiawas hyped as a άrisingǎǘŀǊέin e-commerceheaven: Soaringinternet
penetrationanda hugegrowth potentialwere the reasonsfor that. With over160
million people, Russiais the biggestsinglemarket in Europe. Russiatripled its
online salesthroughout the last years. However, Russiais now struckby Western
sanctionsdue to its allegedaffiliations in the Ukraine-crisis,falling oil prices, and
inflation on courseto reach9 percentby the end of this year. Doessellingon the
Russianmarket still makesense?Maybe: Researchconductedby the Association
of OnlineVendorsandEnterVision, the researchbranchof Russianonlineretailer
Enter.ru cited predictions that Russianonline shoppershave spent 240 billion
rubles (ϵ4 billion) on foreign e-commercesites throughout the year of 2014,
whichnearlydoublesspendingduringlastyeardespitethe crisis.

Chinais a huge and largelypromisingmarket, with a young and internet savvy
population hungry for Westernbrandsand merchandise. It is the largestof the
BRICcountriesandtheǿƻǊƭŘΩǎleadinge-commerceeconomy. However,sellingin
China,just as selling in any of the BRICcountries, has some operational and
logistic challengesto it which can best be solvedworking with a local partner,
such as understandingthe local culture, understandingbusinessstructuresand
consumerneeds and adequately tailoring your product offer. Issuessuch as
warehousing,logisticsandall kindsof legalrequirementsdemandlocalexpertise.

Thebeststartingpoint isalwaysa goodmarketentry analysisanda solidstrategic
roadmap. Onceyou have decidedto go for it, I believe that understandingthe
dynamicsof a target market and adapting to its characteristicsis the key to
success.

© Ecommerce Foundation
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2013 and 2014 Forecast Key B2C E-commerce Data of Goods and Services at a Glance 

Top 10 e-commerce countries in 
turnover (USD billion)

USA $ 419.0
China $ 328.4
UK $ 142.3
Japan $ 136.7
Germany $   84.2
France $   67.8
Australia $   35.7
Canada $   23.9
Russia $   20.5
S. Korea $   20.2
* B2C & C2C goods & services, excluding insurances

7,358 million
people live in the world

4,164 million
people use the Internet

1,036million
people are e-shoppers

14%

56%

100%
$ 1,552 bn
Turnover E-commerce
Goods & Services

ά1,878 Ƴƛƭƭƛƻƴ ŜǎǘƛƳŀǘŜŘ ǎƻŎƛŀƭ ƳŜŘƛŀ ǳǎŜǊǎέ
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Global

Global  $1,552.0 bn +23.6%
Total B2C e-sales 2013 of goodsand services

1

2 3

73.4% 
Share of Internet users 
accessing the web through a 
mobile device*
*Average worldwide

Cross-border B2C E- commerce

Most popularcountries:
USA 45%
UK 37%
China / HK 26%
Canada 18%
Australia 16%
Germany 14%

% of cross-border shoppers purchasedin these 
markets the last year.

Asia-Pacific
North America
Europe
Latin America
MENA

$ 567.3bn
$ 452.4bn
$ 482.3 bn
$   33.2bn
$   14.7 bn

+44.6%
+10.1%
+17.1%
+21.5%
+32.7%

άфп million consumersbuy
cross-border and this number is 
expectedto growƛƴ нлмпέ

Estimated share
of online goods
in total retail of goods

4.2%

· 1 Global report 
· 10+ regional reports 
· 50+ country reports

The mission of the Ecommerce Foundation is to facilitate 
the development of practical knowledge, insights and 
learnings for which individual institutions, associations and 
B2C selling companies do not have the (financial) resources 
and/or capabilities. 

Forecast 2014 $1,907.0 bn +22.9%

The Ecommerce Foundation B2C E-commerce Reports



Country Capital VAT Currency Population

Argentina Buenos Aires 21.0% Peso (ARS) 41.4mn

Australia Sydney 10.0% Dollar (AUD) 21.1mn

Brazil Brasilia 17.0% Real (BRL) 200.3mn

Canada Ottawa 5.0% Dollar(CAD) 35.1mn

Chile Santiago 19.0% Peso(CLP) 17.6mn

China Beijing 17.0% Yuan (CNY) 1,357.3mn

Egypt Cairo 10.0% Pound (EGP) 82.0mn

France Paris 19.0% Euro (EUR) 65.5mn

Germany Berlin 19.0% Euro (EUR) 82.0mn

India New Delhi 12.5% Rupee (INR) 1,252.1mn

Israel Jerusalem 18.0% New Shekel (ILS) 8.0mn

Italy Rome 22.0% Euro (EUR) 59.6mn

Japan Tokyo 5.0% Yen (JPY) 127.3mn

Jordan Amman 16.0% Dinar (JOD) 6.4mn

Kuwait KuwaitCity 16.0% Dinar (KWD) 3.3mn

Mexico Mexico City 16.0% Peso (MXN) 122.3mn

Russia Moscow 18.0% Ruble (RUB) 142.5mn

SaudiArabia Riyadh 0.0% Riyal (SAR) 28.8mn

South Africa Pretoria 14.0% Rand (ZAR) 52.9mn

South Korea Seoul 10.0% Won (KRW) 50.2mn

Spain Madrid 21.0% Euro (EUR) 46.7mn

United Arab Emirates Abu Dhabi N/A Dirham (AED) 9.3mn

United Kingdom London 20.0% Pound(GBP) 63.8mn

UnitedStates Washington D.C. 5.0% Dollar (USD) 315.1mn

Overview of the Covered Countries

Coveredcountries
This table provides you with some relevant information
regardingthe countriesthat we discussin our reports. The
highlightedcountriesarecoveredin this report.

Thecountriesmentioned in the table were selectedfor the
reportsbecausethey areinfluential in their regions. Theyare
all discussedin brief in the GlobalReport,with the exception
of Egypt,Israel,Jordan,Kuwait,SaudiArabiaand the United
Arab Emirates,as we coveredthe MENAregion as a whole
there

© Ecommerce Foundation www.ecommercefoundation.org 13
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B2C E-commerce in a Global Perspective

E-commerce
Total global B2Ce-commerceis estimatedto havereached$1,552bn in
2013, an increaseof 23.6%over the precedingyear. Thefollowing table
showsan overviewof globalB2Ce-commercein 2012and 2013aswell
asthe growth ratesper region.

AsiaPacificstrongeste-commerceregionin the world
In 2013, Asia-Pacificwas the strongestB2C e-commerceregion in the
world. With a B2Ce-commerceturnover of $567.3bn, it ranksaheadof
Europe($482.3bn) andNorth America($452.4bn).

Thetop 3 wasfollowed by LatinAmerica,which establisheda growth of
21.4%, resulting in an turnover of $32.2bn. The region of the Middle
East and North Africa (MENA) ranked fifth last year, with a B2C e-
commerceturnover of $14.7bn. Thisrepresenteda significantgrowth of
32.6% in comparisonwith the precedingyear.

* Growth rate based upon national currencies

Region 2012 2013 Growth*

World $1,255.5bn $1,552.0bn 23.6%

Asia-Pacific $392.6bn $567.3bn 44.5%

Europe $411.7bn $482.3bn 17.1%

North America $411.1bn $452.4bn 10.0%

LatinAmerica $27.3bn $33.2bn 21.4%

MENA $11.1bn $14.7bn 32.6%

E-commerce turnover per region
E-commerce turnover of the global regions, 2012-2013 

OVERVIEW GLOBAL B2C E-COMMERCE
Share of regions
in global B2C e-commerce,2013 

31.0%; 
Europe

2.2%Latin America

1.0%MENA

29.2%
North 
America

Sources: Ecommerce Foundation, 2014

36.6%
Asia-
Pacific
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GLOBAL B2C E-COMMERCE SALES
Total online sales of goods and services of countries covered, 2010 - 2014

$820bn
$1,014bn

$1,252bn

$1,552bn

$1,907bn

$2,251

2010 2011 2012 2013 2014 (f) 2015 (f)

Source: Emarketer (11), Ecommerce Foundation, 2014

Growth
The global B2C e-commercesaleshave been increasingsteadily since
2010. In addition,the growth rate hasbeenquite consistentover the last
few years,asyou canseein the graphbelow. Thistrend is expectedto
continue in 2014, as a growth rate of 22.9% is forecast, resulting in a
globalB2Ce-commerceturnoverof $1,907bn.

GLOBAL B2C E-COMMERCE GROWTH RATE
Percentage change in B2C e-commerce turnover of countries covered, 2010 - 2014

23.2% 23.6% 23.5% 23.9% 22.9%
18.0%

2010 2011 2012 2013 2014 (f) 2015 (f)
Source: Ecommerce Foundation, 2014

Growth in Global B2C E-commerce Sales
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Social media around the world

67

20 15 16 13

71

22 21 18 17

2012

2013
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Socialmedia
Aswasthe casein 2012, Facebookwasagainthe
most popularsocialmediaplatform in 2013. The
percentageof online adultsusingFacebookeven
increasedfrom 67% to 71%.

Theother popular socialmediaalso increasedin
popularity, but remained far behind Facebook.
LinkedIn stayed in second place with 22% but
Pinterest is catchingup and is now rankedthird
with 21%. Twitter and Instagram ended up in
fourth and fifth place, with only 1% between
them.
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Other socialmedia
In addition to the global social media, several
countries/regionshavetheir own versions. Some
of these are taken over or integrated in global
giants, such as Orkut, which was particularly
popular in India and Brazil but which has now
beenintegratedin Facebook.

In other countries,άƭƻŎŀƭέsocialmediado survive
and even attract a lot of users. For instancein
China, where global websitessuch as Facebook
and Twitter are banned by the government.
Chinesecompaniesuse this to their advantage
and becauseof the large population, there are
many socialmedia with hundredsof millions of
registeredusersin China.

Another example is Russia, in which vKontakte
and Odnoklassnikiattract millions of people. In
contrast with China, other social media are
allowedin Russia,but thesetwo arestill the most
popularones.
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Worldwide Mobile Commerce

Source: Eurostat, Ecommerce Foundation, 2014

M-commerceis booming
Around the world, the use of mobile Internet for searchingand
purchasinggoodsand/or servicesis rapidly increasing. After the
confirmationof the breakthroughin 2012, last yearwasdefinitely
the year of explosive growth. Not just in the mature Western
Europeanand North Americanmarketsbut certainly also in the
emergingmarkets in Asia Pacificand Latin America. More and
more Internet users are using their mobile devices,especially
smartphonesandtablets,to goonline.

All expertsand forecastsagreethat 2014will be another year of
rapid growth of mobilecommerce. Thefast paceof m-commerce
growth is helping to drive overall e-commerce growth. It
converts potential bricks-and-mortar sales into digital sales for
consumerswho usetheir smartphonesandtabletswhile shopping
in-store.

Continuouslyonline
As it has been said many times before: άThe
consumeris always ���}�v�v�����š�����_. Online-only as well
as multi-channeland omnichannelretailers must be
aware of that on-going trend and enableconsumers
to usemobileintegratedplatforms.

The estimated growth rates come mostly from the
volume of mobile buyers, and not from each
ǎƘƻǇǇŜǊΩǎindividualconsumption.
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