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Svea Ekonomi Finland is a part of Svea Ekonomi Group, a
large actor especially in the Nordic market, but also present
in Central Europe. In addition to payments online we have a
wide range of financial services for both consumers and busi-
nesses of different sizes. We have been financing and collect-
ing receivables since 1981 in Sweden and from 2002 in Fin-
land. This guarantees you a solid partner to rely on and get
input from, not forgetting our ability to evolve with the years
and to guarantee you the best benefits of an international
partner, that yet understands the needs of each market.

We are proud to say that our comprehensive payment solu-
tion package includes a broad range of payment methods,
value-added services and financial management tools. The
quality of our services is secured by a technology selected
with professional skill and a carefully assembled network of
partners.



We here at Svea Ekonomi always work towards helping our
customers with their business in the best way we can. That is
why, now for the second time in a row, we have researched
the Finnish online retail market. This will help us gain a dee-
per understanding of the market and therefore support our
customers in developing their businesses. The research was
done using IRO Research’s consumer panel, where a repre-
sentative sample of 1000 respondents participated in the
research.

We also made several comprehensive qualitative interviews
with eCommerce managers or persons in similar roles in lar-
ge or medium sized web stores.

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

* The survey was carried out as a Computer
Aided Web Interview in IRO Research’s
consumer panel.

* The fieldwork was carried out between
11.-19.3.2019 and 17.-26.5.2019.

* The target group of the survey were Finnish
citizens nationwide 18+ years of age who had
bought something over the internet during the
last year (C2C transaction were not qualified).

* The number of qualified respondents was 1000.



8 OUT OF 10 FINNS BUY FROM
WEB STORES EVERY YEAR.

79 % of Finns have bought something from web stores during the
last year (excluding C2C transactions).

Compared to last year, there were no major changes to the
most often bought products and services, which are:

- tickets to movies etc,,
- clothing,

- travel and

» books and magazines.



Respondents from the Helsinki metropolitan area or from
other bigger cities buy more tickets online than respondents
from smaller cities.

Clothing is the most popular physical product bought online.
Women buy significantly more clothing online than men. Re-
spondents over the age of 65 buy considerably less clothing
online compared to other age groups.



”From which of the following product groups have you
made purchases online in the past 12 months?”

All respondents, n = 1000

Tickets to events, movies etc.

Clothing (incl. sportclothes)

Travel

Books & magazines

Electronics & computers

Gambling

Music & movies

Health and beauty products & services
Footwear

Mobile operator services

Utensils, household appliances & cleaning
Interior design & gardening

Games (Computer & console)

Sport & hobby equipments

Insurance

Children’s goods and toys

Food & groceries

Gift voucher

Traffic (car, boat, motorbike etc.)
Housing & energy

Funding (quickie loan, loans & investing)
Building & reparation

Adult entertainment

Other
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The most popular

type of goods
purchased online

is clothes. The amount
of purchases in this
product group has
slightly increased
from the previous
year.
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Persons in higher income groups and from bigger cities use
significantly more money on online shopping than persons
in lower income groups and smaller cities. However, persons
living in rural towns do spend around 50 % more on online
shopping now compared to last year. Men use somewhat
more on online purchases than women.

92 % of respondents have made online purchases from
Finnish web stores within the past 12 months, while half
have shopped in foreign web stores. The younger generation
makes purchases in foreign web stores more boldly than
persons in older age groups — up to twice as much.
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The traditional computer is still the most often used device
in online shopping, but the use of mobile devices is increas-
ing: 23 % of all respondents have used a tablet and 39 % a
mobile phone when shopping online.

Respondents between the ages of 25 to 34 use mobile
devices the most; as much as 83 % have used a tablet or a
mobile phone for online shopping. Also in other age groups
well over half of the respondents use mobile devices, only
respondents over the age of 55 years use mobile devices
somewhat less.



PEOPLE SHOP ONLINE BECAUSE
IT'S EASY AND SAVES TIME.

64 % find shopping online easier than shopping in physical stores
— this has not changed from last year. Other reasons for preferring
online shopping are also the same as last year:

* 62 % shop online because it saves time

* 61 % shop online because of a wider
selection of products

A wider selection is important particularly for respondents from smal-
ler cities or rural towns. Cheaper prices appeal more to men than
women.

Easiness, better selection of products and cheaper prices are especial-
ly important when buying from foreign web stores.



Easiness

Wide
assortment
Saving
both time
and
money

Statements regarding online purchasing: To what
extent do the following statements apply to you?”

All respondents, n = 1000
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I shop online because there is
more often better selections than 28 23 6 64
in the store

I shop online because | save time 30 17 10 8 2

I shop online because the prices
are cheaper 22 33 25 9 64

w
w

I shop online because the local 24 21 19 15 18 4

stores have narrow selections

20 40 60 80 100%

o

M5 verywell M4 3 2 1 Very badly Can not say



ONLINE BANK PAYMENTS AND
CARD PAYMENTS ARE STILL THE
MOST POPULAR.

There were no significant changes in preferred payment met-
hods compared to last year. Finnish consumers still prefer
online bank payment (81 %). A little over half of the respon-
dents had paid using a credit card and 43 % had paid with debit
card - this shows that card payment is also very popular among
Finnish buyers.

Over half (52 %) of respondents have chosen invoice as payment
method online. Women use invoice as payment method more
than men. The popularity of mobile payment methods and app-
lications (42 %) and part payment (15 %) has increased slightly.



81 %

has paid using
their online bank
codes

52%

has paid using
invoice

42 %

has paid using
some mobile
payment method
or application

54%

has paid using
a credit card

43 %

has paid using
debit card

15%

has paid using
part payment
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YOUNGER PEOPLE ARE MORE
INTERESTED IN PART PAYMENT.

Y4 of respondents who have not yet used part payment would
consider using it in the future. The younger generation is more
interested in using part payment; 37 % of respondents between
the ages of 18 and 24 years would possibly use part payment in
the future, while the corresponding figure among persons over
65 years of age is 16 %.



Why have you used part payment for online
purchases? Some excerpts of open responses:

”I don’t buy
from a web store
if they don'’t offer
part payment.” “It's
easier to
make bigger
purchases.”
“It's a
flexible
payment
method.” “You don'’t
have to pay
until you get
the product.”

“It's easy
and fast.”



HALF OF CONSUMERS GIVE UP IF
THEIR PURCHASE IS INTERRUPTED.

45 % of respondents had discontinued their purchase at least once
due to technical issues or because the purchase process was too
difficult. Out of these, 30 % don’t buy the product at all and 25 %
will buy the product from another web store.

| don’t buy the product at all
| try to make the purchase again from the same web store
| make the purchase in another web store

| buy the product from a physical store 11 %

| can't say 8 %

33 % had at least once left their purchase unpaid if the payment
process was interrupted, felt suspicious or was too difficult. Also
out of these, 30% don’t buy at all and 28 % will buy the product
from another web store.

| don’t buy the product at all
| make the purchase in another web store
| try to make the purchase again from the same web store

| buy the product from a physical store

| can't say
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Most payment related problems are experienced when using
card payment or online bank as payment method. 36 % report
problems with credit cards, 19 % with debit cards and 31 %
when using online bank codes. Using invoice or part payment
caused very little difficulties for the respondents — only 9 % said
they had faced problems when paying with invoice and 3 %
when using part payment.

Invoice and part payment may be good payment options in web
stores for situations, where customers have trouble using other
payment methods. After all, 24 % of respondents were prepared
to try and buy the product again from the same web store.



MAKE BUYING EASY AND DON'T
FORGET POSSIBLE RETURNS.

Any problems or issues in the purchase or payment process
cause the customer to easily move on to another web store or
buy the product somewhere else — that is why, first and fore-
most, it is important to ensure that these processes are as easy
and reliable as possible in your web store. The trend now is that
mobile device use is increasing, so make sure that both the pur-
chase and payment process function well on a mobile device,
and offer payment methods that are easy to use on a tablet or
mobile phone.



When it comes to payment methods, it is best to offer a wide se-
lection of possible payment methods. This way you can increase
the probability of the customer making a purchase in your web
store, even if they have trouble with their first choice of pay-
ment method. This also offers every customer the opportunity
to use the payment method they prefer; nobody wants to lose
sales just because the web store can't offer customers a suitable
payment method.



76 % VALUE FREE RETURNS.

In order to improve customer satisfaction, gain returning custo-
mers and inspire positive word-of-mouth, good customer service

should not be forgotten even after the order is made. According
to our research, 76 % think free returns are at least fairly impor-
tant to them.

Free returns are more important
to women and persons of older age
groups

”How important are free returns to you?”
All respondents, n=1000

Very important
Quite important
Free returns are an absolute necessity

Not very important

| can’t say
Doesn’t make a difference at all

Handling returns usually takes up a lot of time and resources. As
mentioned earlier, clothing is the most bought physical product
online. Free returns are especially important when it comes to
footwear and clothing: 83 % of respondents say that free returns
are at least fairly important to them when buying footwear and
82 % when buying clothes.

Clothing companies also experience a lot of returns — according
to some sources, depending on the web store, as much as 25-70
% of orders may be returned. As free returns are important for
consumers, it also pays off for web stores to have well-function-
ing processes for handling returns.
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Free returns are important in
following product groups:

83 %

Clothing

82 %

Electronics
and computers

17 %

Sport and
hobby equipment
0
Utensils, 74 (o)
household
appliances

and cleaning

71%



NOW IS THE TIME TO INVEST IN
ONLINE SALES.

23 % of all respondents expect their online shopping to increase
over the next year. Men, persons of higher income groups and
respondents from the Helsinki Metropolitan area estimate their
online shopping to increase more than others. 2/3 of all respon-
dents say that their online shopping will stay the same.

* 27 % of men expect their online shop-
ping to increase

* 31 % of respondents in the 70 000+
income group expect their online
shopping to increase

* 33 % of respondents from the Helsinki
Metropolitan area expect their online
shopping to increase
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Even if your company’s main sales channel is a physical store,

it doesn’t rule out online sales. A web store can even support
the sales of a physical store — many consumers browse products
online before deciding which physical store to make their pur-
chases in. An appealing web store may attract customers to the
physical store as well.

Online sales has its own specific characteristics, and a good part-
ner that knows online sales in and out can support your compa-
ny’s business. The right partner can provide your company with
solutions to increase sales and improve business both offline
and online.

Would you let us help?

SVEA

IS EKONOMI
We make it possible



They help
Payme nts to stay in the race

for customers

are important o
because: 82%

Different
payment methods
are a must-have

The 91 %

company
can gain new
Current
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operations can
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current customers
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