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B2C Ecommerce is expected to increase to €602 billion in 2017

£ 602.84
€ 530.58
€ 459.67
€ 403.2
€ 3525
€ 298.47
€ 254
€ 214
€176
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Ecommerce Sales, Europe 2009-2017. Source: Ecommerce Foundation, 20,
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Norway has the highest penetration, Ukraine the lowest

TOP 12 COUNTRIES LOWEST 5 INTERMNET ACCESS

Countries Internet access™ Online population Countries Internet Online
Europe 77% 631.3mn il EEHE TS
EUZS8 83% 434mn Lowest 5 7% &1.65mn
Top 12 92% 187 4dmn Ukraine 49% 21.86mn
Norway ST e Turkey 57% 45.38mn
lceland 999 328mn Bulgaria B60% 4.26mn
Denmark 98% 5.57mn ErEIEE £Eez Do
Estonia 9626 1.25mn Croatia TO%s 2.95mn
Metherlands 95% 16.13mn
Sweden 93% 9.16mn
Finland 93% 5.13mn
United Kingdom 93% 60.6mn
Luxembourg 9225 .53mn
Switzerland 90% 7.54mn
Germany 89% 71.8mn
Ireland 89% 4.2mn

Internet penetration as share of total population. Source: Worldbank, 2016; Eurostat, 2016
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Europe’s population continues to increase (millions) . l

821.97 DRZ CONSULTANTS

821
819.34 819.48
c160 international business relations
813.14
810 810.48 I

2010 2011 2012 2013 2014 2015 2016 2017(f)

Europe’s population in Millions. Source: The World Bank. 2017 fexcl. AN. AM. AZ. GE. KZ. LI MC. ME. SM. and VA1

The Eastern region has the largest population (includes Russia) ﬁff'
£

r.rlr”
m

Western Northern Central Eastern Southern

Europe’s populatien in Millions, per Region. Source: The World Bank, 2017
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Unemployment is decreasing due to the economic boom I l
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2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
W EU M Europe

Unemployment in Europe. Source: Statista, 2016

Inflation has decreased sharply over the last few years

4.1%
0.99%
1.21% 1.29% 0.57% 0.68%
- W o
I
2011 2012 2013 2014 2015 2016 Western orthern Central Eastern Southern

;—Nmﬁ__’_‘l\f\fhﬁm rdefn ddroM 211016 Infiation per region, 2016; Source: The World Bank, 2017 r/\__‘f'(\/\mj MV\
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The U.K. still has largest ecommerce market I l
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United Kingdom
197

Southern European Ecommerce is on the rise

20%
Western Europe is the largest market for Ecommerce o o s
15% 15%
] I I / I I I
Western Northern Central Eastern Southern

2016 m2017(f)

e Sales growth per regian, 2016-2017(f). Source: Ecommerce Foundation, 2017

Percentage of total Ecommerce Sales per region,
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Most spent between € 100 — € 500 in the last 3 months

o I l
1000+ euros 6%

2%

500-999 euros ”6% DR-Z CON SULTANTS

100-499 euros “ 229% intErnational buSi‘nBSS relations
s e u 15% 16-24 year-olds purchase most frequently online
Less than 50 euros “&b
13%

W 55-74 years M 25-54 years MW 16-24 years

66% ©67%

Money spent by online shoppers in the previous 3 months, EU-28, 2016. Source: Eurostat, 2016

Students & higher educated shop online more regularly
16-24 years 25-54 years 55-74 years
H2013 H2014 W2015 W2016

B 76% 78% Purchased online in the last 12 months, EU-28, 2013-2016. Source: Eurostat, 2016
B 6
B

- 75%
- 65% 66%

58% 60%
o 63%
55% 58% 61% o
33% 35% 40% 20%
2013 2014 2015 2016

——Unemployed —s—Active Labor Force —=—Students —=—High Formal Education

Online shoppers in the previous 12 months, EU-28, 2013-201. Source: Eurostat, 2016
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Most Europeans have used their mobile device to purchase online

Daily

1-2 times a week

®m 2-3 times a month

m Once a month

W 5-11 times a year

m 2-4 times a year

W Once a year or less

pecYive of Mobile Commerce, September 2016

ajujnj
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Europeans and North Americans shop the least via mobile

54% 55%
49%
41%
5
I : ]
Total APAC LATAM Europe MNorth America META
Source: GFK, Future Buy 2016, O- Do you agree with the 7 (3% of resp that positively); Base= 20002
Europeans still prefer physical stores
55% 54%
43%
37%
I 35% 0
Total Europe North America META
Source: GTK, Future Buy 2016, Q: Do you ag < are nfra mgf orfn wl shop”, (% of respondents that answered positively); Base= 20002 f‘\
I o =
r i Jooo
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Clothes & Sports and Travel are still most purchased online I l

Medicine =

L\

Travel and Holiday Accomodation || > DR2 CONSULTANTS
Tickets and events | = = 2016 m2015

Electronic equipment [ international business relations

Media & Computer software 25%

28%

24%

Household Goods 22%
Food/Grocerics | — 1>
34%
Clothes, sports goods 32%

Online shoppers per product/service category, EU-28, 2016. Source: i

Europeans love buying phones and financial services online

North
America

LATAM Europe META

Consumer electronics
Mobile phones 21 14.5]
Households washing and cleaning products 3.1 2.4
Beauty and personal care 3.3 3.8
Packaged food and beverages 1.6 1.7
[Toys 11.5 7.1
Small home appliances 17.5 13.2|
Clothing/fashion 7.6 4 3
Financial Services 25.4 237
Furniture & furnishings 9.1 5.6
Baby Care 12.9 5.6
Major home @appli . ] . 13.3 6|
rr_/\__JV\ILn orltr ﬂk tires . M 116 8.3
r T A
Source: GFK, Future Buy 2016, O- Have you shopped for t ek i 4 bk B J:QQQ Total Sample N=20,002: n=1,000 per country l
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Cross-border is key in Europe!
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Cross-border online shopping still has its challenges I l
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17%
9%
5%
o, 4% o,
3% 3%
Speed of delivery longer wrong or damaged Problems with fraud complaints and redress Technical Failure Difficulties finding Foreign retailer did not
than indicated goods/services delivers were difficult or no information concerning sell in my country
satisfactory response guarantees, or other
after complaint legal rights

Problems with cross-border shopping, Europe. Source: Eurostat, 2016

The Logistical Performance differs significantly per country

4.23 4.22 4.19 4.20
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72,
id The LPI overall sbrdreflects perceptions of a country's logistics based on, among other things, efficiency of customs
| Performance Indicators of Europe, per country. Source: World Bank, 2017; United Nations, 2017 clearanc@prifcess, quality of trade- and transport-related infrastructure and ease quality of logistics services.
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Amazon is still the leader in online sales for Western Europe

Company Name Core European Market Online turnover in Europe (2015, Change in Internet Sales: Western
€ billions) Europe 2012-2015*

Amazon Germany 38.5 20.9%

Zalando Germany 2.3 25.7%

John Lewis UK 2.1 23.4%

Yoox Net-A-Porter Group UK 1 23%
Cdiscount/Groupe Casino France 2.4 21.9%

Next UK 2.2 15.7%

Apple UK 6.4 17.3%

Metro Group Germany 1.6 17%

AS0S UK 1 34.3%

Ocado UK 1.4 15.3%

Dixons Carphone UK 3.9 8.8%

Migros Switzerland 1 67%

J Sainsbury UK 1.7 10.4%

Royal Ahold Netherlands 1.1 17.1%

Home Retail Group UK 1 9.4%

Internet Retailers Ranking for Western Europe, 2015 and 2016. Source: Fung Global Retail & Tech, 2017

000

Connecting China and Europe through international e-commerce



3 Types of online shops compared in Europe*

1. Online shops with 2. Online shops with 3. Online shops with country-
a single website country-specific websites specific pages (and websites)

Examples: ‘H’Mhefjs 'Zalando %‘2:42, ﬁM

Number of online
shops (in %):

Average monthly ‘
Web visitors**: ¢
Cross-border Web .

visitors share (in %):

M o~

Sogircg Amsterdam University ofidpplied Sciences, based on SimilarWeb data
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15 countries, 12 languages, 7 currencies, zonal pricing
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Cross-border success factors for online shops

Offering international delivery and particularly delivery both in and
outside Europe has a significant impact on the cross-border Web visitor

share
=8 English - ) . ) . .
e Crach Offering language translation has a significant impact on the cross-
LA French border Web visitor share
. Sarman

Pounds Sterling (£) |~

L5 s Sterling - - . - .
EUros (e — Offering a currency switch has a significant impact on the cross-border

US Dallars (5) Web visitor share

Rommanian Lew (Lei)
e s Wiers (W)

border Web visitors share

g Having (international) trust marks has a significant impact on the cross-

Sourcas ArmasandeT Dnively of Spoked ol
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