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The ongoing conflict in Ukraine, initiated by Russia, is
undoubtedly having an impact on markets across Europe.
Have you seen any specific direct or indirect impacts on
your e-commerce market from these unfolding events?
War in Ukraine has increased the procurement bottlenecks
and delivery delays that have existed since the pandemic.
At the same time, product prices have also climbed as a result
of increased energy and production costs. In the medium term,
rising fuel costs will cause significant problems in logistics and
make e-commerce delivery substantially more expensive.

Several members of E-commerce Europe have taken action
to support Ukraine. Is there anything your association is
also doing, or plans to do?

For the Austrian Retail Association, the most important thing
has been to help quickly. The people of Ukraine urgently
need our support, so we have initiated a Ukraine Task Force
to coordinate all aid measures by the Austrian trade sector.
Handelsverband has also compiled a list of selected aid
organizations where donations are guaranteed to be deductible.
www.handelsverband.at/ukraine

Covid-19 revealed the importance of e-commerce to
Europe but as restrictions are lifted, there are concerns
that citizens will head back into physical shops. Have you
noticed a drop in e-shoppers, e-commerce turnover or
e-commerce growth in the past year? If so, what do you
attribute this to?

No. In Austria, e-commerce grew by 17% in 2020 and by 21%
in 2021 as a result of the pandemic. We expect slightly lower
growth for 2022, in part due to rising inflation, which is reducing
the purchasing power of the population. In an international
comparison, the e-commerce share of total retail sales in
Austria is still relatively low, at around 13%, which is why we do
not expect the e-commerce boom to end any time soon.

War in Ukraine has increased

the procurement bottlenecks
and delivery delays that have
existed since the pandemic”

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

Over the two years of the pandemic, we have experienced
strong growth in the area of regionality. Regional web shops and
platforms are booming in Austria and we expect this trend to
continue over the next five years.
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What domestic policies, if any, are being considered in your
market that will have an impact on Czechian e-commerce?
We are waiting for the updates of the Civil Code (Obcansky
zékonik 89/2012) and Consumer Protection law (Zakon o
ochrané spotrebitele 634/1992). These two amendments will
have importantimpacts on all online shops, including SMEs. New
text within them should correct mistakes in the transposition of
EU rules from previous years and also add new parts from the
‘Omnibus’ directive.

What EU policies, if any, are being considered that you think
will have an impact on the e-commerce market in Czechia?
In 2022, the Omnibus directive should apply. However, since it
has yet to be transposed, this will probably be no earlier than
May. In the future, this will bring several important changes
to Czech e-commerce together with other directives that are
focused mainly on platforms.

Have the new VAT regulations (July 2021) impacted your
market in any way? If yes, how?

While Czechia has not seen any major regulation changes, the
new VAT rules have made cross-border sales easier. Every
harmonization that results in less administration at the border
is appreciated.

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

Most logistics companies are trying to make their transportation
‘greener’. However, the effectiveness of most solutions are not
yet successful. In the cities, many companies are supporting
electric vehicles and trying new options but the traditional
modes of transportation and delivery are still the most-used.

The popularity of pick-up points and boxes is still growing in
Czechia. That helps to reduce the transportation since each
logistics company only has to deliver to one place where
multiple customers can then pick-up their packages.

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

We are at the beginning. Online shops are more involved in
the sustainable solutions. We do not see significant changes to
returns or repairs as a result of efforts to improve sustainability.

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

The digitalization of traditional retailers has been spurred
on since 2020 by the Covid-19 pandemic. We now see that
omnichannel is necessary for success within our market and
the trend is certainly going in that direction.

SMEs, as well as the biggest players, have started their own
online shops, or at least are looking for new possibilities on
marketplaces. The successful digitalization of the government
and authorities will be very important for the future of
e-commerce within Czechia.

Which technologies are Czechian e-commerce industry
players focusing on in 2022? Technologies such as Al, VR,
big data, etc.

It is @ mix. Al is very important and is developing both for
communication with consumers and internal processes too.
| feel that Al will be one of the key technologies for the future
development of e-commerce in Czechia.

Big data is also necessary but it is important that those who
need it can access it. For the top players in the market, it is one
of the most important sources for their business strategies.

What is the conversation and feeling from the public
around data privacy and protection?

For the consumers, data privacy is not a major concern. There
haven't been any huge frauds or risks connected to data

The successful digitalization

of the government and
authorities will be very important
for the future of e-commerce
within Czechia”

privacy and we do not feel a pressure in Czechia. However, we
understand that the importance of privacy and data protection
will grow over time.

The ongoing conflict in Ukraine, initiated by Russia, is
undoubtedly having an impact on markets across Europe.
Have you seen any specific direct or indirect impacts on
your e-commerce market from these unfolding events?
We expect there will have been a decrease of sales at the
beginning of the war. Also, many refugees have come here from
Ukraine - around 300,000 at the moment. Currently, consumers
are being more careful about their purchases as they wait to
see what the long-term situation will be.

Several members of E-commerce Europe have taken action
to support Ukraine. Is there anything your association is
doing, or plans to do?

We have publicly called ontradersto stop selling goods produced
in Russia. The important players on the Czech e-commerce
market have supported this initiative and withdrawn Russian
products from their online shops. Similarly, online sellers from
Czechia have also left the Russian market and stopped selling to
Russia, through Notino, for example.
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Covid-19 revealed the importance of e-commerce to
Europe but as restrictions are lifted, there are concerns
that citizens will head back into physical shops. Have you
noticed a drop in e-shoppers, e-commerce turnover or
e-commerce growth in the past year? If so, what do you
attribute this to?

In Czechia, e-commerce sales were up 14% year-on-year. Based
on our consumer research, we believe that most customers will
continue to use online shops more than they did before the
pandemic. For example, groceries are now the second-biggest
category by turnover, which is a huge change compared to 2019.
In 2021, Czechian e-commerce reached a 17% retail share.

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

The role of marketplaces has become more important, even
though there is no dedicated version of Amazon in Czechia,
although Amazon.de can be viewed in Czech. Also, delivery
methods are changing and most of the logistics companies now
offer automated boxes, which are becoming more and more
popular. We are looking forward to the future of e-commerce in
Czechia as we believe that the online environment is buoyant,
opening the way for future development.

Based on our consumer

research, we believe that
most customers will continue
to use online shops more than
they did before the pandemic”
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Market environment

In March 2022, two years after the first Covid-19 restrictions
resulted in e-commerce growth due to sudden restrictions,
online retailing in Hungary is still growing.

In 2020, lockdown restrictions resulted in extra spending
transferring to online stores, leading to a 45% increase in sales.
By contrast, in 2021, e-commerce was no longer influenced by
the direct effects of the epidemic but by changing shopping
habits as online shopping became more natural and, as a result,
more regular.

At the same time, the rise of e-commerce due to the pandemic
has been followed by economic trends that have caused serious
damage to global production and supply chains. These have
made the market more unpredictable and raised costs. These
changes include:

» Production losses caused by the epidemic followed by further
shortages and reduced choice

* Shipping container shortages due to imbalanced demand,
making transport more expensive

+ A continuing shortages of raw materials, especially in the case
of semi-conductors

* Rising energy prices

* Rapid inflation and exchange rate decline

The Hungarian online retail turnover reached 1,203bn HUF in
2021. Following an annual growth of 32.4%, Hungarian online
retail closed 2021 with a sales volume of 1,203bn HUF. Although
the online market, which accounts for 10.4% of total Hungarian
retail sales, lost some speed after a record year in 2020, it still

grew twice as fast in 2021 than in the years before Covid-19.
Growth is now driven by the increase in shopping frequency.

In 2021, the online retail market in Hungary reached a sales
volume of 1,203 billion HUF, with 68.9m successful Hungarian
online orders. Although the rate of growth slowed down
somewhat (from 45 to 32.4%), it was still twice as fast as in the
years before the pandemic.

Until 2020, sales volumes grew faster than transactions (orders)
but the growth rates of the two indicators balanced out in
2021, despite high inflation. In 2022, the growth dynamics of
transactions could even be higher than those of sales volumes.
The high growthrate is also being maintained by people ordering
more online: the annual per person ordering frequency has
increased from 12-13 times in 2019 to 19-20 online orders per
person, per year by the end of 2021.

According to gkid Research & Consulting, the number of online
shoppers among the 6.5m Hungarian active adult internet
users is 78.4%. That's around 5.1m people, of whom 3.7m also
regularly buy products.

As in past years, almost half (46%) of online retail sales continue
to be realized in Budapest and Pest County, the latter being
three times larger than the next largest counties, Gyér-Moson-
Sopron and Fejér. The advantage of selling within this central
region is the difference in order frequency: online shoppers in
Budapest and Pest County order much more often online than
the Hungarian average.

The growth of online shopping is well illustrated by the market
for food and household goods (FMCG products), which had
barely made a place for itself in the Hungarian e-commerce
market before the pandemic but has since seen rapid growth
in the last two years.

Online sales of food, household goods and beauty products
grew by 53.7% in 2021 in Hungary, making FMCG the fastest-
growing segment of online retail last year. The sector is now the
fourth-largest online segment in the Hungarian market, after
technical goods, clothing and toys/gifts.

In 2021, e-commerce was

no longer influenced by the
direct effects of the epidemic but
by changing shopping habits”

The epidemic has helped the population to become digitally up-
to-date and has also had a positive impact on bank card usage.
According to MNB (Hungarian National Bank) statistics, in 2020,
for the first time ever, the amount of money paid (online or in
person) with Hungarian-issued bank cards was higher than the
amount of cash taken out through the ATM network. Before
the pandemic, the total value of card payments was usually
less than the amount of cash withdrawals. However, this gap
continued to grow in 2021 in favor of cashless card payments.

At the same time, the importance of cash for online shopping
is gradually decreasing: in 2021 it was only 30%, a 6 percentage
point decrease compared to 2020. Cash on delivery is still
popular among Hungarian shoppers but 50% of cash on
delivery transactions are now electronic.

The changing lifestyles of the last two years have made home
delivery a popular option and this service is also well developed
on the Hungarian market, even at an EU level. Hungarian
shoppers are used to time slot delivery, calling the courier,
online time and address change options, and detailed tracking.
All these make home delivery predictable, manageable and
convenient. As a result, this delivery method was still the most
popular in 2021, with 74% of transactions ordered by shoppers.

However, in addition to home delivery, couriers and retailers
are also focusing more and more on automated parcel lockers,
a service that's seen huge growth since the beginning of 2021.
More than 800 new APLs have been installed in just one year
and, as of April 2022, the total number of parcel lockers in
Hungary is more than 1,300. The two biggest advantages of the
parcel lockers are speed and two-way operation: they can even
receive same-day orders, while they also make sending and
returning parcels much easier.
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What domestic policies, if any, are being considered in your
market that will have an impact on e-commerce?

Hungary's government extended a moratorium on household
and business loan repayments to mitigate the impact of
the coronavirus crisis for 2020 and 2021. From June 2022,
all households must restart paying installments, so the free
household income will be lower.

The government is capping the sales price of petrol and diesel
at 480 forints from November 2021, but only for cars and trucks
under 3.5t. Also, prices for basic food items such as sunflower
oil, flour and chicken are fixed on the October 2021 level. These
restrictions will be resolved in Q2 - Q3 2022, at which point
households will have to face significantly higher actual market
prices. Energy prices have also been kept lower than the market.
This should also be corrected because it is not sustainable and
of course, higher petrol and diesel prices will increase logistic
and delivery costs.

The EUR/HUF rate is changing dramatically daily - between 355-
400 HUF / 1 EUR - which makes hard to calculate retail prices
for importers. Consequently, they play it safe and set their HUF
prices high. This is affecting the inventory options of smaller
Hungarian e-retailers.

Have the new VAT regulations (July 2021) impacted the
Hungarian market in any way?

There have been significantly fewer orders from outside the EU
since July 2021. New delivery routes and methods have been
implemented from China since then, so the order numbers
have since started to go back up again.

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

The number of Automated Parcel Lockers (APLs) tripled in the
last year, to over 1,300. These are considered more sustainable
than home delivery. In 2021, several new, environmentally
friendly warehouses were opened by the major logistics

companies. While electric vehicle and bike delivery represents
only a small percentage of total deliveries, Hungarian online
shoppers still care about the environment - they just don't want
to pay any extra for environment-safe packaging or delivery.

What is currently happening in Hungary regarding returns
and/or repairs and their impact on sustainability efforts?
Share of returns is low in Hungary (1-2% from 70m online
transactions). For clothes, there are higher rates return, at
around 8-10%, but free returns are still rare, so rates are
unlikely to climb.

What are your views on the Waste Framework Directive -
Packaging and Packaging Waste Directive? What impact do
you think this will this have on sustainability?

It will raise prices and costs, so sellers will have to think about it
and make efforts. Most of the consumers would not choose to
be environmentally friendly if there is a cheaper option, so these
options should be banned.

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

Since the beginning of the pandemic, there has been more
focus on the online retail channel among the SMEs. The number
of Hungarian based webshops reached 37,000 in the beginning
of 2022. Share of electronic payments has increased: in 2021
37% of the online orders were paid online in advance. The COD
rate is still 63% but half of the COD transactions were paid by
bank card.

What is the conversation and feeling from the public
around data privacy and protection?

During the last couple of months, there were many data
phishing incidents related to e-commerce. People are getting
fake e-mails and even text messages in the name of e-retailers,
logistics companies and payment providers. The current laws
protect only the customers but these types of hack are really
damaging the market, along with the good names of the online
retailers caught up in such scams.

The ongoing conflict in Ukraine, initiated by Russia, is
undoubtedly having an impact on markets across Europe.
Have you seen any specific direct or indirect impacts on
your e-commerce market from these unfolding events?
Before the war, many Ukrainians were working in Hungary in
the retail and logistics sector. Most of these blue-collar workers
went back to fight, so there is now a significant labor shortage.

Covid-19 revealed the importance of e-commerce to
Europe but as restrictions are lifted, there are concerns
that citizens will head back into physical shops. Have you
noticed a drop in e-shoppers, e-commerce turnover or
e-commerce growth in the past year?

We can't see any serious backflow in Hungary and online
retail is still very popular. The annual growth rate was around
32% last year - a rate twice that of average growth between
2076 and 2019. The main driver is now the growing average
online shopping frequency, which is around 19-20 orders per
customer, per year. In 2022, the reason for the smaller increase
will not be the return to the physical shops, but the economic
situation. We forecast that sales from bricks-and-mortal stores
will decrease more than online sales during 2022.

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

The service level of home delivery is very high in Hungary.
Customers can get 2-3 hour delivery windows, can reach the
courier directly by phone orin chat, and can follow deliveries real-
time through online. Also, same-day delivery has become very
popular, especially for e-grocery and FMCG products. Because
of all these features, home delivery is predictable, reliable and
convenient in Hungary. The home delivery percentage from the
total orders is around 74%.
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What EU policies, if any, are being considered that you
think will have an impact on Poland’s e-commerce market?
Poland is becoming a leader in the development of the
e-commerce industry within Europe. The pandemic has shown
that Poles like online shopping even more, with nine out of
ten Polish internet users now buying online. In Poland, the
digital sector is developing rapidly, with the value of Poland's
e-commerce market predicted to be worth PLN 162bn by
2026. There are currently around 150,000 Polish companies
selling their products and services over the internet, either
independently through their own website, through a company
account on Allegro, or as sellers only on Allegro.

EU policies that we believe will affect this market include:

+ The amendment to the Act on Consumer Rights and the
Act - Civil Code. The draft is the implementation of Directive
2019/770 and Directive 2019/771 into the Polish legal system.

+ Amending the Act on consumer rights and certain other
acts. The draft is an implementation of Directive 2019/2161
(Omnibus Directive) into Polish law.

- A draft act on the protection of freedom of speech on social
networking websites.

- Adraft act amending certain acts in order to prevent usury. Its
impact will be on 'buy now, pay later’ purchasing policies.

Have the new VAT regulations (July 2021) impacted the
Polish e-commerce market in any way?

The Same Start is the e-Chamber's campaign which aims
to provide an equal competitive framework for European
and Asian e-entrepreneurs. This is the second year that the
Chamber of Digital Economy has been running a campaign
for an equal legal and competitive framework for Asian and

European e-commerce entrepreneurs, with particular emphasis
on e-entrepreneurs operating in Poland. The campaign is aimed
at business, consumers and government administration bodies.
It is prepared by the e-Chamber, together with associated
entities. Poland still has problems with VAT enforcement on
shipments from outside the EU since the implementation of the
VAT directive e-commerce did not bring the results expected by
Polish e-commerce businesses.

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

According to our latest report, ‘Sustainable e-commerce
2027, e-consumers believe that responsibility within
Polish e-commerce gives us an advantage over European
e-commerce. The social responsibility of the Polish e-commerce
market was rated at 3.89 (on a scale of 1-6). As many as 68%
of respondents believe that the Polish e-commerce market is
more socially responsible than the intercontinental market.
Poland is becoming a leader in the development of European
e-commerce, with Polish online shoppers buying quickly and
often compared to other European shoppers. We're not
surprised by this - we not only have great products and high
operational capabilities but also excellent customer service.

The market share of e-commerce is growing and amounts to
15-18% of retail sales (Q421). In the B2B sector, goods are
delivered in containers and pallets - logistics in the B2B channel
are as energy-efficient and optimal as possible.

There is a trend - large logistics companies serving e-commerce
customers. They deal with a large number of small orders of
small products, but also with the delivery of furniture and large
household appliances directly to the individual customer.

Another trend is deliveries with additional services, such as
bringing in, unpacking, connecting up items such as dishwashers
or collecting and removing used equipment. Such additional
services impact on transport efficiency and aid efforts towards
more eco-friendly packaging. In Q4 2021, in the categories of
household appliances and electronics, furniture, garden and
sport, e-commerce volume increase by 40%. The Allegro One

Another trend is deliveries

with additional services,
such as bringing in, unpacking,
connecting up items such as
dishwashers or collecting and
removing used equipment”

Box parcel machine network started in 2021 and, within two
months, had 1,000 machines operating. By the end of 2022, we
expect that number to be closer to 3,000. The carbon footprint
of deliveries to collection points is lower than that of courier
deliveries. At CCC, some transportation is by rail, when possible.
Some deliveries from eobuwie.pl stores, which also function as
mini distribution centers, are by electric vehicle.

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

Poland is one of the most important European countries in this
category, with Zalando developing the pre-owned category,
while the second-hand clothing market grows rapidly. Poland
was the first country, next to Germany, Spain, Belgium, France
and the Netherlands, where the service was launched. Since its
introduction in September 2020, the range has grown tenfold -
from 20,000 to over 200,000,000 items.

Vinted uses the same business model and is already so popular
in Poland that it's planning entry into international markets.

After collecting the first package, customers of Allegro One
Box can bring non functioning electrical equipment to
a parcel machine, where collected equipment will then either
be recycled or given a second life. Additionally, for every ten
packages received, the Allegro.pl platform will plant a tree with
an individual dedication from the client.

Dzielnia is a pilot program with access points in Warsaw that
serve as hubs for sharing items and food. The space will also be
a place of neighborhood integration and ecological education.
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What are your views on the Waste Framework Directive
Packaging and Packaging Waste Directive? What impact do
you think this will this have on sustainability?

We know, that one of the main causes for the premature
disposal of goods lies in the difficulties of repairing broken
products. Therefore, we must consider the following points:

* Businesses have to change their consumers’ knowledge about
the planned obsolescence of consumer items.

- Paid extended warranties increase the distrust of businesses,
who must remove this distrust by delivering more durable
items to market.

* A Universal European warranty for household appliances and
electronics of five or six years should be introduced.

- A consumer’s right to repair should be obligatory.

* Instead of a wide range of products appearing across the
low, medium and high-cost segments, manufacturers should
move towards producing fewer products in the medium-cost
segment plus one or two in the high-cost segment, all with
a much-improved quality and durability.

* The development of a widespread sharing economy.

What is the conversation and feeling from the public
around data privacy and protection?

Since e-commerce is based on technology, investing in
e-commerce technologies is the basis for reliable functioning
as well as following the needs of the consumer. Undoubtedly,
investments in technologies such as Al and VR are now
a necessity for e-commerce and omnicommerce.

Noteworthy trends to watch are metaverse and NFT. The
metaverse promises to be a parallel world, usually based
on technology and within a virtual world, that can create
a new, multidimensional network. Through the metaverse,
e-commerce could increase its turnover through consumer
visits to virtual stores, allowing them to directly access and
sample products without leaving their home. Another innovation
is NFTs - a topic that breaks records of search popularity in the
country and abroad. NFTs are unchangeable tokens - a unique

one that is non-replaceable - so its potential within e-commerce
is obvious. Currently, NFT technologies are used within art,
fashion, games and sports, while brands such as Nike and Gucci
are already using it.

The ongoing conflict in Ukraine, initiated by Russia, is
undoubtedly having an impact on markets across Europe.
Have you seen any specific direct or indirect impacts on
your e-commerce market from these unfolding events?
The current political situation is not optimistic, nor is the
economic landscape drawn by economists. Increasingly higher
prices, increasingly limited availability of raw materials, virtually
no exports to Russia or Ukraine, rising inflation and interest rate
hikes are all expected. Nothing is going to be easy.

Experts point to several areas through which the war in Ukraine
may affect the economic situation in Poland. On the one hand,
the rapidly increasing prices of raw materials - mainly crude oil
- on which electronic commerce and transport both depend
on. On the other hand, when it comes to Poland, the influx of
refugees from Ukraine should increase consumer spending...
provided that Ukrainian citizens can secure steady incomes.

We are aware that the war in Ukraine will affect the further
development of e-commerce. For Polish e-commerce, it's yet
another impulse to go out to Western European markets, which
we constantly encourage as part of the e-Chamber’s activities
and the development of cross-border trade. During the first
days of the war, logistics companies such as UPS and DHL
suspended operations in the area. In Ukraine, it was dictated
by security reasons, while in Russia, by sanctions - companies
suspended deliveries from and to this country. This means that
it will not be possible to deliver parcels from foreign stores.
Large brands have also withdrawn from Russia, including Polish
brands such as CCC and Modivo.

Consumer attitudes in the first days of the war also changed.
Similarly to the first weeks of the Covid-19 pandemic, we
revised our purchasing needs down by limiting consumption.
Nevertheless, online shopping in Poland has since bounced
back. We still buy online because it is a quick, easy and safe

We know, that one of

the main causes for the
premature disposal of goods lies
in the difficulties of repairing
broken products”

form of shopping. | agree with the market forecasts that Polish
e-commerce will maintain its optimistic growth.

Several members of E-commerce Europe have taken action
to support Ukraine. Is there anything your association is
doing, or plans to do?

In the office of the Chamber of Digital Economy, we are
gathering basic goods for the citizens of Ukraine who now need
support. These items will go through the Polish Red Cross (PCK)
to refugees in Poland and will be distributed in Ukraine through
the Ukrainian Red Cross.

The office is located at 18 Lutska Street Apt 76 (8th floor) and is
open from 9:00 to 16:00. Contact: biuro@eizba.pl, 506 577 824.

Here is a link to the website where you can find information
about how to help financially, with housing, transportation, etc:
https://pomagamukrainie.gov.pl/

This is the link to donate support for animals rescued from
Ukraine: www.ratujemyzwierzaki.pl/centaurus-ukraina

Additionally, the Chamber of Digital Economy, in cooperation
with the member company Lubasz i Wspdlnicy, prepared a
guide for refugees full of information on:

+ Basic documents needed to enter Poland.

+ Covid-19 pandemic restrictions and border crossings.

* The length of any legal stay in Poland.

+ Basic assistance after crossing the border with Poland.

+ Useful contact details.
https://eizba.pl/wp-content/uploads/2022/03/Poradnik-dla-
OBYWATELI-UKRAINY.pdf
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Covid-19 revealed the importance of e-commerce to Europe
but as restrictions are being lifted, there are concerns
that citizens will head back into physical shops. Have you
noticed a drop in e-shoppers, e-commerce turnover or
e-commerce growth in the past year? If so, what do you
attribute this to?

Covid-19 trade restrictions and, above all, successive lockdowns
in Poland both increased the popularity of online shopping.
The Polish e-commerce market has seen double-digit growth
in recent years, with the largest number of online shops actually
created in 2019, the year before the pandemic.

Paradoxically, the lifting of all barriers to traditional trade after
the lockdown did not slow down the popularity of online stores.
With such a rapidly growing e-commerce market, the entire
industry of logistics, couriers, warehousing, payments and
delivery within Poland is also expanding.

Polish e-commerce has also welcomed a new type of customer
- the Silver Generation. Research shows that during the
pandemic, the interest in online shopping for older age groups
increased by 12%. For online sellers, this is a signal they must
adapt the offer and the purchasing process to these new buyers.

Older shoppers are now more willing to shop online, with 39%
of 55 to 64-year-olds having a social media account and 94%
saying that they use electronic banking. According to our study,
'Mr & Mrs E-commerce, interest in online shopping from this
age group increased 12% during the pandemic.

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

E-consumers are more likely to buy from an online store that
minimizes its impact on the environment. As many as 71%
of Poles buying online declare that they notice whether the
package they receive is packed in an environmentally friendly
way, while 49% would pay extra for such a solution.

Polish e-commerce has also
welcomed a new type of
customer - the Silver Generation”

Respondents mostly agree that nowadays, corporate social
responsibility is a “must-have” for companies if they want
to be competitive on the market (4.12 on a scale of 1-6). It is
therefore worthwhile for companies to invest in being more
environmentally friendly.

72



EUROPE E-COMMERCE REPORT 2022 " CENTRAL EUROPE » SLOVAK REPUBLIC

Slovak Republic

Currency: Euro = VAT: 20%

Internet usage

Percentage of the population accessing
the internet

E-Shoppers GDP and E-GDP (€bn)
Percentage of internet users that bought goods ‘ ; ’rod ) in €l
or services online

91% 90% 91%

83% 83% 85%

89%

84%
This is the Light Version of the

Report. The Full Version is only

68% available to Ecommerce Europe’s

and EuroCommerce’s members and
policymakers.

70% 71% 71%

2017 2018 2019 2020 2021 2022 (F)

SOURCE: EUROSTAT

Search engine market share

Most popular search engines in 2021

Other: 1%
YANDEX: 1%
bing: 3%

Google: 92% Yahoo!: 2%
Baidu: 1%

SOURCE: STATCOUNTER

73

2017 2018 2019 2020 2021 2022 (F)

SOURCE: EUROSTAT

B2C e-commerce
turnover (€bn)

This is the Light Version of the
Report. The Full Version is only
available to Ecommerce Europe’s
and EuroCommerce’s members and
policymakers.

Statista figure indicates that for the 2021 total, 96% represents goods and 4% services



EUROPE E-COMMERCE REPORT 2022 " CENTRAL EUROPE » SLOVENIA

Slovenia

Currency: Euro = VAT: 22%

GDP and E-GDP (€bn)

This is the Light Version of the
Report. The Full Version is only
available to Ecommerce Europe’s
and EuroCommerce’s members and
policymakers.

This is the Light Version of the
Report. The Full Version is only
available to Ecommerce Europe’s
and EuroCommerce’s members and
policymakers.

Internet usage E-Shoppers
Percentage of the population accessing Percentage of internet users that bought goods
the internet or services online
38% 90% 91% 79% 80%
80% 81% sa% 72%
63% 66%
57%
2017 2018 2019 2020 2021 2022 (F) 2017 2018 2019 2020 2021 2022 (F)
SOURCE: EUROSTAT SOURCE: EUROSTAT
Search engine market share
o B2C e-commerce
Most popular search engines in 2021
turnover (€bn)
bing: 3%
Google: 96% DuckDuckGo: 1%

SOURCE: STATCOUNTER

Statista figure indicates that for the 2021 total, 96% represents goods and 4% services

74



EUROPE E-COMMERCE REPORT 2022 " CENTRAL EUROPE » SWITZERLAND

Switzerland

Currency: Swiss Franc  VAT: 7.7%

Internet usage

Percentage of the population accessing
the internet

E-Shoppers

Percentage of internet users that bought goods
or services online

GDP and E-GDP (€bn)

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

GDP HE-GDP
99%
95% 97%  o96% 8% 0 0% 859 2017 | 1.22% €658
20% 82%  83% 83% 84% 0
2018 | 1.35% €596
2019 | 1.40% €649
2020 | 1.75% €687
2021 | 1.94% €683
0,
2017 2018 2019 2020 2021 2022 (F) 2017 2018 2019 2020 2021 2022 (F) 2022 (F) | 1.87%
SOURCE: EUROSTAT, STATISTA SOURCE: EUROSTAT; STATISTA; UNITED NATIONS SOURCE: IMF
Search engine market share
o B2C e-commerce
Most popular search engines in 2021
turnover (€bn)
Other: 1%
Ecosia: 1%
bing: 5%

Yahoo!: 1%
DuckDuckGo: 1%

Google: 91%

SOURCE: STATCOUNTER

75

This is the Light Version of the
Report. The Full Version is only
available to Ecommerce Europe’s
and EuroCommerce’s members and

policymakers.

Association analysis indicates that for the 2021 total, 100% represents goods



EUROPE E-COMMERCE REPORT 2022 " CENTRAL EUROPE » SWITZERLAND

Switzerland

HANDELSVERBAND
ASSOCIATION DE COMMERCE
SWISS

O

Patrick Kessler
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What domestic policies, if any, are being considered in your
market that will have an impact on Swiss e-commerce?

By the start of 2024, Switzerland will implement a VAT obligation
for marketplaces and platforms similar to one used within the
EU. On top of that, Switzerland is about to eliminate customs
duty for industrial items crossing the border, although it will
still keep the declaration obligation. This will make Switzerland
better accessible for cross-border commerce shops.

What EU policies, if any, are being considered that you think
will have an impact on the Swiss e-commerce market?
None. Switzerland is not an EU member.

Have the new VAT regulations (July 2021) impacted your
market in any way?
No, since we are not an EU member.

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

Postal operators are heavily investing in electric vehicles. We
estimate that by 2030, 80% of last-mile delivery will electric-
powered. City logistics projects are booming and decentralized
re-sorting of parcels within big cities has been a topic of
many studies. However, our association does not believe that
a second or even a third step consolidation and re-sorting is the
solution to growing parcel volumes.

What is currently happening in Switzerland regarding
returns and/or repairs and their impact on sustainability?
There are political and legal attempts against the free
return policies of companies. There are also voices asking for

a mandatory right to repair’.

What are your views on the Waste Framework Directive -
Packaging and Packaging Waste Directive? What impact do
you think this will this have on sustainability?

This does not apply to Switzerland. However, we observe many
ways of reducing package material, such as replacing plastic
and paper through multi-use packages. We have even tested
sending certain products without additional packaging beyond
what the product is already boxed in.

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

We have seen, of course, more online shops and more digital
communication activities. We also see merchants that have
had very limited activities on their own online shops turning
to marketplaces and social media in order to promote sales of
their products.

What is the conversation and feeling from the public
around data privacy and protection?

Switzerland will implement a new data protection law by
September 2023 that will be very similar to existing EU laws.
Therefore, we expect an intensified awareness of, and more
reactions by, both consumers and consumer organizations in
the next few months.

The ongoing conflict in Ukraine, initiated by Russia, is
undoubtedly having an impact on markets across Europe.
Have you seen any specific direct or indirect impacts on
your e-commerce market from these unfolding events?
We observed a drop in demand when the war started but after
that first shock, the demand side has recovered slightly. On the
supply side, we are seeing a bottleneck in certain categories
that originate in Ukraine and Belarus. The 'home and living’
segment in particular seems to be facing some supply chain
issues. On top of that, a lot of Swiss companies have Ukrainian
outsourcing partners, which is obviously now affecting their
tech development.

Postal operators are heavily

investing in electric vehicles.
We estimate that by 2030, 80%
of last-mile delivery will be
electric-powered”

Several members of E-commerce Europe have taken action
to support Ukraine. Is there anything your association is
doing, or plans to do?

No, we do not have plans to take direct action.

Covid-19 revealed the importance of e-commerce to
Europe but as restrictions are lifted, there are concerns
that citizens will head back into physical shops. Have you
noticed a drop in e-shoppers, e-commerce turnover or
e-commerce growth in the past year?

No, we cannot confirm this development. We had growth of
10% over the last year, with consumers trending towards more
online shopping. We expect this trend to probably slow down
a little bit during 2022 but pick up speed again in 2023.

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

We have noticed a stagnating level of cross-border shopping
over the past two years. ‘Buy local has been a strong trend that
we hope will continue.
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Bulgarian E-commerce Association

What domestic policies, if any, are being considered in
Bulgaria that will have an impact on e-commerce?

The changesin Ordinance-18(domestic policy) will have a positive
impact on e-commerce if payments by credit cards, debit cards
and via mobile payment services will all be considered a credit
payment. In this situation, online sellers will not be required to
issue a cash receipt. This will reduce the administrative burden
for e-merchants, while a huge number of online stores will offer
this type of payment to customers, not just cash on delivery.
This will increase digital payments, providing more resources
and convenience to customers and livening up the economy.

What EU policies, if any, are being considered that you think
will have an impact on the Bulgarian e-commerce market?
Basic regulations in e-commerce help provide greater security
for customers as well as transparency for traders and goods
offered. However, over-regulation creates barriers for business,
so the key thing is finding a balance.

Have the new VAT regulations (July 2021) impacted your
market in any way?

On 1 July 2021, the new VAT rules for sales to end-users
(B2C) came into force. BEA warmly welcomes the EU's efforts
to simplify VAT legislation and ensure a level playing field for
European companies. The new e-commerce package with VAT
offers a great advantage for Bulgarian e-traders for two reasons:

1. The new measures prevent unfair commercial practices
by non-EU traders, since the VAT exemption of €22 has been
abolished, so VAT will be paid on all imported consignments,
regardless of their value.

2. These VAT reforms simplify VAT obligations for B2C
e-commerce sellers by allowing some sellers to report all their
pan-European sales through a single VAT registration in their
home country.

We expect these to strengthen cross-border online trade and
promote competitive advantage in the EU single market.

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

Transport has a significant negative impact on the environment
and directly affects biodiversity. Emissions of pollutants from
transport affect air quality and can harm plants and animals,
thus affecting human health.

One of the goals of sustainable development is to meet the
needs of transport services by reducing the harmful effects of
transport activities. The guidelines intend to achieve sustainable
levels of energy consumption in transport, a reduction of
greenhouse gas emissions and the redirection of transport
activities towards more efficient and environmentally friendly
modes of transport.

What is currently happening in Bulgaria regarding returns
and/or repairs and their impact on sustainability efforts?
Around 7% to 20% of orders are unsolicited or have the wrong
address, which generate costs. A large number of e-shops allow
their customers to try on purchased clothes or shoes in the
comfort of their home, not in the courier’s office. If, for some
reason, their expectations are not met, they can then return the
goods within 30 days. Their money is returned as soon as the
returned items are delivered to the courier, or no later than ten
days after the return of the goods, depending on the terms of
each merchant. In this way, e-shops are striving to reduce the
percentage of returned orders, along with the accompanying
negative effects on the environment.

The e-commerce sector has a

key role to play in connecting
businesses and consumers in
order to find an outlet for second-
hand products or materials”

What are your views on the Waste Framework Directive -
Packaging and Packaging Waste Directive? What impact do
you think this will this have on sustainability?

The challenge for the European Commission is how to best
promote waste prevention and reuse above recycling as part
of the Waste Framework Directive. The growth of e-commerce
represents a unique opportunity to rethink how to give
a second life to secondary (raw) materials and goods, how to
extend the reach of second-use markets and how to enable the
development of reuse, repair, upcycling or DIY markets.

The e-commerce sector has a key role to play in connecting
businesses and consumers in order to find an outlet for second-
hand products or materials. It offers the opportunity to ensure
access to a large number and variety of spare parts as well as
contributing to the growth of intermediary businesses offering
repaired and refurbished products, which are in fast-growing
demand in the tech and parts sectors.

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

We've seen SMEs shift towards digitalization and technology
such as cloud services and SaaS in order to set up their own
e-shops. It's not difficult for retailers to get online - there are
so many SaaS services available to them. The challenging
part begins after the launch of the online store - the online
marketing, integrations and analysis. Any new online store
needs time to start operating effectively, marketing and serving
their online customers, so the positive effect on sales will not be
felt immediately.
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In Bulgaria, we see the growing importance of marketplaces.
SMEs that have their own website and e-shop are, additionally
to their own channels, also using marketplaces.

Which technologies are e-commerce industry players in
your market focusing on in 2022? Technologies such as Al,
VR, big data, etc.

Automation and artificial intelligence are at the heart of business
development. Technology makes processes easier and enables
businesses to expand. E-commerce industry players in Bulgaria
focus on Artificial Intelligence (Al) and Machine Learning
(ML) technologies. While the benefits of using Al and ML in
e-commerce are numerous, the most important are increasing
customer satisfaction and profits. Aland ML are most commonly
used in product recommendation tools, chatbots, predicting
customer behavior for personalized content and facilitating the
sales process by making customers buy faster and more.

Al is also successfully applied for price optimization (dynamic
prices). Price is one of the most important features when it
comes to making an online purchase. If it is higher than that
of competitors, consumers are more likely to buy the product
from the competition. Dynamicpricing.ai, a Bulgarian company,
automates the opening of competitive offers and optimizes
prices based on sales, stocks, product visits, delivery prices,
returned products, logistics costs and many more factors.
It is offered as a Software as a Service (SaaS) solution on a
subscription basis, leading to more sales and increased profits
for e-merchants.

Al is also widely used in logistics. Berry.bg is an intelligent
Bulgarian platform for city logistics that assists same-day
delivery to customers. It optimizes delivery to an address by
using user-friendly customer questioning alongside Al to predict
and schedule visits.

What is the conversation and feeling from the public
around data privacy and protection?

The Bulgarian public recognizes the need to reconcile
fundamental values such as respect for the right to privacy

and the free movement of information between people. Data
Protection Day 28.01. is celebrated in Bulgaria to emphasize
the importance of adequate data protection in both personal
and professional life of every citizen and educate the public
about the challenges of data protection, along with their rights
and how to exercise them. The Commission for Personal Data
Protection in Bulgaria raises public awareness and maintains
dialogue with the public.

The ongoing conflict in Ukraine, initiated by Russia, is
undoubtedly having an impact on markets across Europe.
Have you seen any specific direct or indirect impacts on
your e-commerce market from these unfolding events?
This affects the whole economy, including e-commerce, due to
inflation and the rising prices of electricity, oil and gas. It has
created uncertainty about tomorrow, so consumers are being
more careful in their spending. There is already less demand for
certain product groups.

Several members of E-commerce Europe have taken action
to support Ukraine. Is there anything your association is
doing, or plans to do?

The Bulgarian E-commerce Association cares for the people of
Ukraine. Members of BEA are engaging with the Bulgarian Red
Cross to gather goods which will then be sent to the Ukrainian
Red Cross to be finally distributed to Ukrainian citizens.

The Bulgarian community joins forces with the government
to offer as much support as possible to everyone affected by
the crisis in Ukraine. We are devoted to helping every single
Ukrainian national who wishes to find shelter in Bulgaria.
A national portal for people affected by the war in Ukraine can
be found here: https://ukraine.gov.bg/

Covid-19 revealed the importance of e-commerce to Europe
but as restrictions are lifted, there are concerns that
shoppers will return to physical shops. Have you noticed a
drop in e-shoppers, e-commerce turnover or e-commerce
growth in the past year?

E-commerce has an impact on a much larger share of the
consumer experience, which includes a mix of offline and

Data Protection Day 28.01.
is celebrated in Bulgaria to
emphasize the importance of
adequate data protection in both
personal and professional life
of every citizen”

online. Strong growth over the last decade has been accelerated
due the Covid-19 pandemic, when many people started using
the internet for the very first time. Indeed, 47% of Bulgarian
internet users shopped online in 2021, compared to 42% in
2020 and 31% in 2019. We expect this trend to continue once
experienced consumers see the benefits of buying online due
to increasingly seamless experiences, including a combination
of online and offline shopping interactions.

In 2021, e-commerce B2C (business to end-user) showed a
29% increase compared to 2020, reaching a volume of over
BGN 2.4bn and, for the first time, the ratio of the volume of
B2C e-commerce in Bulgaria to gross domestic product of the
country's e-GDP exceeded 2% and reached 2.5%.

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

Over 40% of older Bulgarians shopped online at least once
a month in 2021, while the level in Western Europe is over 60%.
The top ten online stores in Bulgaria were responsible for more
than 20% of total revenues in 2021, which shows that the future
of e-commerce is not in the many small niche online stores, but
through the larger players who have the capability to invest in
greater innovation.
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What EU policies, if any, are being considered that may
have an impact on the Macedonian e-commerce market?
The German Agency for International Cooperation (GlZ) and
the CEFTA Secretariat have projects dedicated to e-commerce
development in the CEFTA region that are expected to help
Create a better e-commerce regulatory framework. However,
one of the key challenges when it comes to implementing
regulatory changes and improving the climate for e-commerce
growth is the lack of capacities across institutions. There are
several new CEFTA decisions related to e-commerce - only
some of which have yet been adopted - so the enforcement of
them and putting them in practice will be challenging.

The new 'Open Balkan' initiative across North Macedonia,
Serbia and Albania envisages increased trade and cooperation
in the region by facilitating movement of people, goods, capital
and services among the three countries, as well as making
business operations easier. This initiative, depending on its
implementation, should have a positive impact on cross-border
e-commerce in the region.

Have you seen a shift in digitalization and technology use
in this last year?

Being connected to the internet is one of the pre-conditions for
increased use of technology, digital services and e-commerce.
According to Eurostat data, North Macedonia ranks well in
internet penetration - 86% of Macedonians aged 15-74 are
connected in 2021, compared to 81% in 2020. However, we still
have a long way to close the gap on most developed countries,
which have internet usage over 90%, while the best ones have
99% coverage.

If we take a look at a list of what people use the internet for,
online shopping is not among the top activities. Macedonians
use the internet mostly for video calls and social media, which

is why they're highly ranked in global usage of social media
and posting content. While there is an increase in the share of
internet users shopping online - 46% in 2021, up from 40% in
2020 - the progress is far from satisfactory when compared to
other countries. We are still somewhere near the bottom of the
charts when listed with European countries.

On a positive note, the use of e-banking in Macedonia has
doubled, from 15% in 2020 to 31% of internet users using it
in 2021. Even with this increase of more than 100%, we are
still among the last countries in using e-banking. The shift is
happening but we need to speed it up urgently.

What are some of the initiatives your association is
involved in?

There are many initiatives we are working on in parallel.
Recently, we organized the first Macedonian ‘Ecommerce
Awards’ competition, which aimed to recognize the best in the
country, as well as raise awareness regarding the potential of
e-commerce. We are also starting to work on the fifth edition of
the Macedonian Ecommerce Conference, which will take place
in Oct/Nov 2022.

A fresh project that we are proud of is the Regional
Ecommerce4All platform that we are working on. In 2020, we
launched this as a resource center for conducting e-commerce
to cover key aspects such as legal framework, payments,
delivery and so on. It was developed with the support of USAID
and now, with the support of GIZ, we are scaling and expanding
the platform to make it available for the whole CEFTA region.

We design our plans and programs based on a comprehensive
analysis that we conduct and publish every year in the form
of an Ecommerce Report. The mapped challenges represent
a base for taking actions in the future to remove barriers to
successful e-commerce.

The grey economy in e-commerce has been one of the
key priorities since last year. As the pandemic accelerated
e-commerce, it also triggered an even greater increase in
unregistered transactions across social media that are part of
the grey economy.

The use of e-banking in

Macedonia has doubled,
from 15% in 2020 to 31% of
internet users using it in 2021”

A common scenario is when the customer makes an order and
pays cash on delivery but when they are not satisfied with the
product, they can't return it or file a complaint since the seller
cannot be reached and, according to the current regulation in
place, a physical bill of sale or invoice is needed before a dispute
at the State Market Inspectorate can be opened. Unfortunately,
this hinders the trust in online shopping overall, since these
shoppers form their opinions about online shopping based on
such negative experiences.

The grey economy in e-commerce is also one of the key
challenges for businesses because it creates disloyal competition
for registered companies. Last year, we organized the first
student hackathon, 'Hack the Grey Economy in Ecommerce, in
collaboration with academia and institutions. We awarded three
winning teams who developed and implemented their solutions
and also published a video aiming to raise awareness regarding
the negative implications of the grey economy.

In cooperation with the five Macedonian banks that offer
e-commerce payments, we created the first ‘online registry of
e-shops’ which can serve all customers to search and check
before making orders. We developed and launched the
'badge for verified e-shop’, which not only gives consumers
reassurance that the shop has been checked and verified but
also helps companies comply with the regulatory requirements.
In addition to the regulatory requirements to qualify for
a badge, we ask companies to have a refund policy, SSL
certificate and offer the ability to transact online - to complete
the purchasing process online with a payment card - since
retailers solely offering cash on delivery do not qualify for
a badge. Over one hundred badges have been issued so far.
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However, the grey economy is a complex phenomenon
in Macedonia and one that calls for a holistic approach
involving outstanding collaboration and alignment among the
Government institutions. We are cooperating with some of the
institutions striving to contribute and facilitate solutions.

Last but not least, our brand new initiative is the Gender Equality
Alliance (GEA) - a subsidiary of the Macedonian Ecommerce
Association that strives to promote equal opportunities, equal
representation and equal pay in the workplace. The under-
representation of women represents a significant loss to our
economies, businesses and society. Studies show that more
equal and diverse teams produce better business results. Our
efforts are aimed at unlocking the powerful synergy between
women, digitalization and e-commerce. The commitments of
GEA are part of the Generation Equality Forum by UN Women.
Our goal is for companies to be able to take a leading role in
promoting gender equality in the workplace, as well as to set
an example for others. The Alliance will seek to foster dialogue
between the private and public sectors on issues related
to gender equality in the workplace and work towards the
Sustainable Development Goal (SDG) #5 - Gender Equality.

The under-representation

of women represents a
significant loss to our economy
and society. Studies show that
more equal and diverse teams
produce better business results”
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What domestic policies, if any, are being considered in
Romania that will have an impact on e-commerce?

One important policy currently being debated at a national
level is the transposition of the Omnibus Directive, which aims
to modernize and strengthen existing consumer protection
rules and ensure a better enforcement of those rules. The
digital transformation chapter within Romania's Recovery and
Resilience plan will bring important domestic policy changes
that will have an important impact on e-commerce as a sector,
boosting digital skills and helping SMEs towards digital transition.

Have the new VAT regulations (July 2021) impacted your
market in any way?

The new VAT regulations have indeed impacted the Romanian
market. The most encouraging change is that barriers to cross-
border online sales have been reduced as a result of a simpler
VAT registration process, making it easier to start selling online.
On the other hand, from a tax reporting point of view, a new set
of record-keeping and reporting obligations has been added,
making it more onerous for companies to comply.

What is currently happening in Romania regarding
sustainable transportation efforts?

Over the past few years, both e-commerce in particular and
the Romanian market as a whole have witnessed an increase
in efforts towards establishing e-mobility in the road transport
sector. On e-commerce specifically, delivery companies have
started to replace combustion-based fleets with electric and
hybrid ones wherever possible, with a focus and positive impact
on last-mile deliveries, especially within large urban areas. In
addition, couriers have developed extensive networks of parcel
lockers in order to achieve a more sustainable delivery process.

Future investment plans speak of further developing the
network with 3,000+ parcel lockers, the national network being
expected to more than double in the coming years.

What is currently happening in Romania regarding returns
and/or repairs and their impact on sustainability efforts?
The topic of the circular economy has made its way onto
both private and public agendas. As a result, the Romanian
administration is currently working on a nation-wide circular
economy strategy. In general terms, the local return and
repair markets are still at a nascent stage, yet there are several
pioneering initiatives at a national level. Several ARMO members
already sell refurbished products such as electronics, while one
member announced an increase of 26% in this segment in the
last year alone.

What are your views on the Waste Framework Directive -
Packaging and Packaging Waste Directive? What impact do
you think this will this have on sustainability?

All legislative efforts in the direction of waste and packaging are
amuch-needed step towards a sustainable future of alleconomic
sectors of the EU. In the Romanian market, fast delivery still
seems to have an advantage in influencing consumer choice
when compared to sustainable packaging and/or consolidated
orders. Overall, Romania is still a market that could benefit from
a generalized effort when it comes to informing customers,
consumers, and the society as a whole about the benefits of
waste management and recycling. This is possibly the only and
most efficient way of achieving a paradigm shift. A turning point
for the Romanian market is going to be the arrival of laws that
would establish a system of warranty-return on packaging. This
initiative would be the game-changer in shifting society’s long-
term perception of packaging and emphasizing its inherent de
facto use as a raw material.

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

Similar to 2020, 2021 has brought about changes in the
digitalization rates and technology adoption of retailers,
specifically SMEs. The Covid-19 pandemic forced many smaller

The most encouraging change

is that barriers to cross-
border online sales have been
reduced as a result of a simpler
VAT registration process”

retailers to develop an online presence and to shift from offline
to online in order to survive. Romania is no exception and we
have seen more retailers making this transition recently. We
expect this shift to continue in the coming years as well.

Which technologies are e-commerce industry players in
your market focusing on in 2022? Technologies such as Al,
VR, big data, etc.

With the Al regulation being debated at EU level, this technology
is very topical and of interest to e-commerce industry players.
Not only will it provide new business opportunities and foster
innovation, it will also facilitate customers' online experiences
and build trust in the online world.

Big data is of great interest as well, so the Data Act being
currently discussed in Brussels is on our radar for 2022. This
legislation has the potential to create a wealth of data-driven
innovation if the right balance is struck when sharing business
data on a voluntary basis.

What is the conversation and feeling from the public
around data privacy and protection?

Data privacy and data protection are becoming increasingly
more important to the public. We have seen that online, users
are informing themselves more and more on this topic, since
data permeates practically all facets of our lives.
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The ongoing conflict in Ukraine, initiated by Russia, is
undoubtedly having an impact on markets across Europe.
Have you seen any specific direct or indirect impacts on
your e-commerce market from these unfolding events?

In the first days after the outbreak of the conflict in Ukraine,
people focused on basic necessities and personal safety, while
shopping for sustainable goods was postponed. Now, at the
beginning of April, we can see that people are gradually returning
to their pre-war consumption habits. Since e-commerce as
a shopping tool is integrated into Romanian people’'s shopping
routine, the range of products available online will increase and
the services will be better.

Several members of E-commerce Europe have taken action
to support Ukraine. Is there anything your association is
also doing, or plans to do?

ARMO as an association has not taken any action in this sense,
yet several of our members have launched campaigns to support
Ukraine. One ARMO member, Elefant.ro, partnered with the
Margareta of Romania Royal Foundation to offer housing, food,
counseling, medical services, translation and so on to Ukrainian
refugees coming to Romania. On their website, users can also
make donations. Another ARMO member, eMAG, has opened
its platform for donations, allowing customers to donate directly
to the Romanian Red Cross. Donations can be made either on
the platform Doneaza pentru Ucraina, eMAG.ro (Donate for
Ukraine) or in the cart upon purchase, when customers can
select an amount. The Romanian Red Cross will purchase the
necessary food and health products for the Ukrainian civilian
population that is severely affected by the military conflict.

Covid-19 revealed the importance of e-commerce to
Europe but as restrictions are lifted, there are concerns
that citizens will head back into physical shops. Have you
noticed a drop in e-shoppers, e-commerce turnover or
e-commerce growth in the past year?

The second year of the pandemic continued to challenge us all
to innovate more for our customers and come up with solutions
to help them make the most of their time by focusing on what

really matters to them. While some consumers only started
shopping online during the pandemic, most of them were
already there but for a limited number of categories. During
the past two years, we noticed that even existing e-commerce
shoppers started to discover more categories and order a wider
variety of goods. Once they started to discover that they can
find practically anything online, they came back more often.
This increased frequency in online shopping will probably have
a positive impact on the entire sector in the years ahead. We
also see that the more categories they discover, the more they
appreciate the fast, flexible, and predictable delivery.

ARMO estimates that the e-commerce sector was worth around
€6bn in 2021, up from €5.6bn in 2020. Currently, it accounts
for around 8% of the retail market, which indicates that there
is plenty of room for growth compared to other European
countries, where around 30% of purchases are made online.

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

One of the emerging trends which has already been visible for
the past months is order consolidation. Since customers want
to find all the products theyve ordered in a single package,
retailers will have to invest in innovative packaging systems and,
as a result, the amount of waste generated on the market will
be reduced. Especially with the high frequency products such
as FMCG, this is an important issue. Indeed, as sustainability
has become more of a top priority, companies have developed
environmentally friendly solutions that help them reduce their
carbon footprint.

Flexibility is another feature embraced easily by consumers,
both with respect to delivery as well as with payments. In terms
of delivery, the fast adoption of parcel lockers has come about
due to their flexibility, which allows customers to pick up their
orders any time of the day.

Flexible payment solutions such as ‘buy now, pay later, along
with online card payments, will gain ground over the next year.
We have already noticed that around 40% of orders are paid by
card, while during major shopping events such as Black Friday,
around half of online orders are card payments.

One of the emerging trends

which has already been
visible for the past months is
order consolidation”

As the internet penetration rate increases and smart technology
grows in accessibility, more people will go digital, even in remote
rural areas. Since online users will start to order more online,
consumers will want more predictable and flexible delivery
services such as parcel lockers. In time, these are expected to
attract ever more users.

From a retailer's perspective, being listed in a marketplace,
using a fulfilment service and having an omnichannel approach
will play important roles in terms of business sustainability and
development. Romania’s digital economy has huge growth
potential and we also see this capacity when it comes to
improving the e-commerce business via cross-border sales.
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What domestic policies, if any, are being considered in your
market that will have an impact on Italian e-commerce?
In ltaly, the legislation applied to the e-commerce sector is
almost entirely of European derivation. The laws transposing
recent European regulations are currently under discussion,
including the Omnibus directive, which will affect compliance.

What EU policies are being considered that you think will
have a specific impact on your e-commerce market?

In general, all European regulations have effects on the national
e-commerce market. Currently, the most relevant regulations
are DSA and DMA. Impacts are also expected in relation to
New Consumer Agenda 2022, ePrivacy and the new incoming
agreement announced on data flows.

Have the new VAT regulations (July 2021) impacted your
market in any way?

We received positive comments from the sector after an initial
phase. The reform is appreciated in Italy because it overcomes
the barriers to cross-border online sales. Moreover, the VAT
rate applied is now the same throughout Europe, which is highly
appreciated by consumers.

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

The Italian government has considered the issue of sustainable
transformation in the National Recovery and Resilience Plan
(NRRP or PNRR), presented and published on 24 April, 2021.

The goals of the NRPV are to raise GDP to 3.6 percentage points
higherin 2026 than itis today, as well as to improve employment
by 3.2 percentage points.

In particular, the a.c. third mission of the PNRR has provided for
a series of investments aimed at creating a digital network along
with a sustainable and interconnected transport infrastructure
that will be able to improve the overall competitiveness of the
country, particularly in the southern region of Italy.

These operations will impact the existing logistics systems,
including airport systems, which should then reduce
environmental impacts through innovative technology solutions.

What is currently happening in Italy regarding returns
and/or repairs and their impact on sustainability efforts?
The customer return policy is a key element for e-commerce
shops but, at the same time, it has a strong impact on
sustainability. To be more sustainable, e-shops will have to
manage their returns policy through the use of technologies
that reduce environmental impact. Use of automatic parcel
machines, for example, can decrease urban traffic and
consequent CO, emissions. Other advances will be able to
identify practices of ‘social returns’ that, through the circular
economy, can give new life to products.

What are your views on the Waste Framework Directive -
Packaging and Packaging Waste Directive? What impact do
you think this will this have on sustainability?

The Waste Framework Directive, Packaging and Packaging Waste
Directive provides for different responsibilities for companies in
the waste management and recycling chain. Unfortunately, it
is still possible to recognize a lack of compliance on this issue,
which causes serious consequences. Several companies do not
yet know the rules and do not apply them, while others apply
them incorrectly. Similarly, private citizens still ignore how waste
product and packaging can be delivered and recycled properly.

To comply with the law, companies rely on third parties (such
as Consortia) for their responsibility for waste management,
EEE and the end-of-life recycling of packaging. In this way,
companies are confident that they are performing their tasks
correctly but, from another point of view, they are not improving
their awareness of sustainability in waste management, which
would also improve the way they manage their business.

To be more sustainable,

e-shops will have to manage
their returns policy through the
use of technologies that reduce
environmental impact”

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

Italian companies are strengthening their presence in digital
channels. Their approach is more and more sophisticated and
covers direct e-shops to strategic partnerships with e-retailers
and marketplaces.

Technology operators are strongly supporting the digital
evolution of Italian companies, in particular SMEs, since they
offer advanced technologies at affordable prices in all business
areas — marketing, payments, logistics, customer care, etc.

Which technologies are e-commerce industry players in
your market focusing on in 2022? Technologies such as Al,
VR, big data, etc.

Big data is central in the growth strategies of Italian players. The
main reasons for this are regulatory compliance combined with
the willingness of personalizing the relationship with customers.
Generally speaking, the entire marketing context is evolving
quickly, with a broad spread of marketing automation tools,
CRM solutions and DMPs.

What is the conversation and feeling from the public
around data privacy and protection?

The awareness of the correct use of datais becomingincreasingly
widespread, both among companies and consumers. Recent
Netcomm research on ltalian companies revealed that 50% of
e-commerce companies in ltaly think that the impact of cookie-
less sales and marketing will strongly affect their business.
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The ongoing conflict in Ukraine, initiated by Russia, is
undoubtedly having an impact on markets across Europe.
Have you seen any specific direct or indirect impacts on
your e-commerce market from these unfolding events?

Export has always been a milestone for Italian companies. The
Russian market, in particular, is one of the most important for
sectors such as fashion and food. We are therefore expecting
large losses due to an ongoing inability to export Italian products
to Russia. This could be as much as €700-800m in lost sales.

Covid-19 revealed the importance of e-commerce to
Europe but as restrictions are lifted, there are concerns
that citizens will head back into physical shops. Have you
noticed a drop in e-shoppers, e-commerce turnover or
e-commerce growth in the past year? If so, what do you
attribute this to?

Many Italian consumers experienced online shopping for
the first time during the lockdown of 2020 and 2021 and the
number of Italian e-shoppers has significantly grown in the
last two years by as many as two million. Even though Italians
have since return to shopping in physical stores, their use and
appreciation of digital channels have remained stable in 2022
compared to 2021.

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

More and more companies, in particular large corporations, are
adopting a marketplace approach, launching new marketplace
channels in their own shops, or signing collaborations with
third-party players. This collaborative economy is particularly
important in Italy since it is opening new markets to SMEs.
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Malta

MALTA COMMUNICATIONS AUTHORITY

Denise Borda

E-commerce Analyst,
Malta Communications Authority

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

The MCA has recently finished compiling its e-commerce
strategy for the coming three years. Through this strategy,
the MCA continues to further strengthen an open, fair and
sustainable e-commerce-enabled ecosystem. Awareness
and education initiatives complement the building of a sound
regulatory framework that strives to accelerate uptake, build
capacity and encourage excellence in this area.

What EU policies, if any, are being considered that you
think will have an impact on Maltese e-commerce?

The coming into force of the DMA and the DSA will inevitably
further shape e-commerce in Malta. These regulations aim to
harmonize rules governing digital intermediary services across
the EU and ensure a level playing field for all digital players,
regardless of size. The DSA in particular focuses on providing
safeguards against illegal content and unsafe products
transacted online. The DMA addresses competition imbalances
in digital markets.

What is currently happening in Malta regarding sustainable
transportation efforts?

Although we do not have any hard data on this, business
associations have commented that their members are
increasingly showing more interest in sustainable transport. The
government has also recently rolled out a number of financial
incentives aimed at consumers and business to promote
greener and more sustainable transport.

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

According to data published by Eurostat, since the pandemic,
Malta registered the highest share in the EU of businesses that
started or increased their efforts to sell online. Due to Covid-19
shutdowns and restrictions, many consumers turned to
e-commerce and have since embraced it. In response, retailers
have become more adventurous in their tech endeavors.

Which technologies are e-commerce industry players in
your market focusing on in 2022?

Besides seeing more traditional SME retailers transition to
e-commerce, we are observing more sophistication in both
the technologies used and business practices. Most of the
innovation is happening behind the scenes, since businesses
appear to be utilizing third-party services to improve their
offerings through better marketing, business intelligence and
UX, to name a few.

What is the conversation and feeling from the public
around data privacy and protection?

People are very much aware of the importance of data privacy,
although we are not sure that they quite understand the full
implications, or that it takes more than a cookie consent to
protect one's own privacy when online. More education is
required to help users shape their actions in a way that protects
themselves and others when online.

The ongoing conflict in Ukraine, initiated by Russia, is
undoubtedly having an impact on markets across Europe.
Have you seen any specific direct or indirect impacts on
your e-commerce market from these unfolding events?
Itis too early to draw any conclusions. However, such events will
impact the Maltese e-commerce scene. Higher shipping costs
are already being felt, especially by those having to seek new
markets from where to source their products. In addition, the
rising cost of raw materials is inevitably leaving its mark on the
local market.

Since the pandemic Malta

registered the highest share
in the EU of businesses that
started or increased their
efforts to sell online”

Several members of E-commerce Europe have taken action
to support Ukraine. Is there anything your association is
doing,or plans to do?

As a public Authority, we support efforts undertaken at both
national and European levels. Likewise, SME associations are
joining their counterparts in other countries to support Ukraine.

Covid-19 revealed the importance of e-commerce to
Europe but as restrictions are lifted, there are concerns
that citizens will head back into physical shops. Have you
noticed a drop in e-shoppers, e-commerce turnover or
e-commerce growth in the past year?

From data collated by our National Statistics Office, online
shopping continues to grow, albeit at a slower rate than in
previous years. Besides, a slight drop in e-commerce turnover
was noted, which could be attributed to various reasons.
However, we are expecting the retail market to assume
a hybrid model, where consumers expect to use both channels,
sometimes simultaneously. Whilst we do expect shops to
become busy again, we don't expect a decrease in online activity.

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

Malta, like other very small European markets, reports high cross-
border e-commerce activity. Many thought that economies
of scale would limit Maltese sellers from competing against
global sellers. This has not been the case and since there has
been substantial growth in Maltese e-commerce setups that
specifically target the local market, Maltese businesses appear
to be pivoting to target specific niches or bespoke services that
mainstream e-commerce providers might be failing to fulfill.
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Portugal

> Currency: Euro » VAT: 23%

Internet usage

Percentage of the population accessing
the internet

E-Shoppers

Percentage of internet users that bought goods

or services online

86%
2017 2018 2019 2020 2021 2022 (F)
SOURCE: EUROSTAT
Search engine market share
Most popular search engines in 2021
Yahoo!: 1%
bing: 3%
Google: 95% Other: 1%

SOURCE: STATCOUNTER
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2017 2018 2019
SOURCE: EUROSTAT
B2C e-commerce

turnover (€bn)

2020

2021

67%

2022 (F)

GDP and E-GDP (€bn)

The Gross Domestic Product (GDP) in €bn and the
percentage of GDP comprised of e-commerce sales
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The share of goods and/or services represented in the B2C e-commerce turnover graph is either unknown or was not provided during data collection.
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Internet usage E-Shoppers GDP and E-GDP (€bn)

Percentage of the population accessing Percentage of internet users that bought goods The Gross Domestic Product (GDP) in €bn and the

the internet or services online percentage of GDP comprised of e-commerce sales
96% 73%

This is the Light Version of the
Report. The Full Version is only
available to Ecommerce Europe’s
and EuroCommerce’s members and
policymakers.

2017 2018 2019 2020 2021 2022 (F) 2017 2018 2019 2020 2021 2022 (F)

SOURCE: EUROSTAT SOURCE: EUROSTAT

Search engine market share

o B2C e-commerce
Most popular search engines in 2021
turnover (€bn)
bing: 3%
This is the Light Version of the
Report. The Full Version is only
available to Ecommerce Europe’s
and EuroCommerce’s members and
policymakers.
Google: 96% Yahoo!: 1%

SOURCE: STATCOUNTER
The share of goods and/or services represented in the B2C e-commerce turnover graph is either unknown or was not provided during data collection.
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Methodology & Sources

Much of the content in this report is the result of direct B2C E-commerce Turnover & Share Goods/Services:

collaboration with national e-commerce associations across the - National E-commerce Associations: Data was requested and
European Continent. Alongside desk research to collect country- submitted by April 2022, which includes data collected and
specific figures (internet penetration, e-shopper penetration, analyzed by associations with local/international research
etc.), in-depth interviews (and/or questionnaires) were conducted firms and universities. Data entires were submitted in both
with national association experts to explain what is happening on local currency as well as the euro. Data submitted in local
the ground in each country. The methodology for data collected currencies were converted into euros. Each association has
is explained below: its own data collection methodology for B2C e-commerce

turnover (e.g., only goods; goods and services; only services,
etc.), therefore this should be considered when comparing

Internet Usage: markets.
Desk research via: - Desk research: In the event that an e-commerce association
- Eurostat: Share of population accessing the internet within did not submit data, or there is no known association,
the last year, yearly; [isoc_ci-ifp_iu] different sources were utilized to ascertain the B2C
- Statista: Share of the population using the internet, yearly e-commerce turnover figures. Statista’ Digital Market Outlook

was utilized with the output in euros and includes both
physical products and services. Additionally, turnover figures
E-shoppers: for the United Kingdom were collected from the UK Office
Desk research via: for National Statistics, accompanied by estimates from the
- Eurostat: Last online purchase in the 12 months, yearly; Centre for Market Insights based on trend data.
[isoc_ec_ib20] & [isoc_ec_ibuy] - Report Partners: Contact with and subsequent data
- Statista: Share of the (online) population shopping online; requests from partners of the report that do not fall under
Digital Market Outlook by country the category of national e-commerce association or their

. . research firms/universities include: GKI Digital Hungary
- United Nations: UNCTAD B2C E-commerce Index 2020

(Hungary).
Supplementary Data: GDP:
- Frequency of Online Purchases: [isoc_ec_ib20] - International Monetary Fund: Yearly GDP, current prices in
- Online Purchasing Nationally and Cross-Border: USD, converted into euros. The GDP database was exported
[isoc_ec_ibos] from the IMF data repository on 14 April 2022 and was
- Product Category Purchasing: [isocieciibgs] converted into EUR on 14 and 15 Apr\l 2022. As of 23June

Digi o ; 2022, the IMF has updated their GDP projection to reflect the
- Digital Intensity: [isoc_e_dii] : ) . ) .
. . . S . impacts of the currently ongoing war in Ukraine, which you
- Perceived Barriers to Online Shopping: [isoc_ec_inb21] can access in their most recent WEO update: https://www.
imf.org/en/Publications/WEO/weo-database/2022/April
- Additionally, during data collection three countries were

omitted in the total European GDP in this report: Bosnia &
Herzegovina, Kosovo, and Montenegro.

Search Engine Market Share:

- Statcounter: From April 2021 to March 2022. Statcounter
“analyzes every page view referred by a search engine.”

Indices:

- World Bank: Logistics Performance Index report 2018; Ease
of Doing Business Index report 2020

- United Nations: E-Government Development Index report
2020; UNCTAD B2C E-commerce Index report 2020

- Universal Postal Union: Integrated Index for Postal
Development report 2021

- Yale University: Environmental Performance Index report
2020

- International Telecommunication Union: Global Cybersecurity
Index report 2020

- The Economist Intelligence Unit: Inclusive Internet Index
2022

Important notes about the report:

- Sourcing for B2C e-commerce turnover of the United
Kingdom has changed for the 2022 report, leading to
a difference in reported turnover when compared to
earlier European E-commerce reports. The UK's Office
of National Statistics is the source for the 2022 European
E-commerce Report. Additionally, B2C e-commerce
turnover appears lower than in years past as Russia was
not included in this report.

- The war in Ukraine has undoubtedly had an impact on
European e-commerce, particularly in the countries
nearest to the conflict. However, much of the data
included in this report was collected in Q1 2022,
therefore the effects of the war were unable to be fully
presented or explored.
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