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Thank you for
reading this report
Thank you for downloading this report. We hope it will help you take the next
step in selling online in Germany.
 
The Ecommerce Foundation is an independent organization, initiated by
worldwide national ecommerce associations as well as online and omnichannel
selling companies from industries such as retail, travel & finance. Our mission
is to foster global digital trade as peace is the natural effect of trade. By
facilitating digital commerce we hope to make the world a slightly better place.
 
If you like our reports, please visit our report page on
www.EcommerceWiki.org. On this page, you will find a large collection of
Ecommerce Country Reports for free.
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Valued Report Partners

SAP Customer Experience is a business
unit of SAP, providing omnichannel
customer engagement and commerce
solutions that allow organizations to build
up a contextual understanding of their
customers in real-time, deliver a more
impactful, relevant customer experience
and sell more goods, services and digital
content across every touch point, channel
and device. Through its state-of-the-art
customer data management, context
driven marketing tools and unified
commerce processes, SAP Customer
Experience has helped some of the world’s
leading organizations to attract, retain and
grow a profitable customer base.

Asendia is one of the world’s top three
international mail, shipping and
distribution organisations, delivering your
packages, parcels and documents to more
than 200 destinations across the globe.
 
We combine the experience and expertise
of our founding companies, La Poste and
Swiss Post. As a joint venture, we bring
together a wealth of international and local
expertise and connections. Today we
employ over 1,000 people in fifteen country
offices in Europe, Asia and the USA - a
global network blended with a local
presence. 

  

We are Osudio. An award-winning digital
agency. We are part of the SQLI group and
one of Europe's largest and most
experienced e-business specialists.
 
Having worked in e-business since the 90's
we understand what works, what doesn't
and what drives growth. Many of our
national and international clients are
market leaders. Our goal is to help them
evolve their business model so they can
excel in every market or channel.
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https://www.sap.com/
https://www.asendia.com/
https://www.osudio.com/


Valued Report Partners

Computop offers local and innovative
omnichannel solutions for payment
processing and fraud prevention around
the world. For e-commerce, at POS and on
mobile devices, retailers and service
providers can choose from over 350
payment methods. 

  
Computop, a global player with locations
in DE, CN, UK, USA, processes transactions
for more than 16,000 retailers annually,
with a combined value of $ 34 bln.

.shop is a domain name for ecommerce.
Short, meaningful and relevant, .shop
allows ecommerce businesses to choose a
brandable online address that instantly
identifies ecommerce websites to online
shoppers around the world. A .shop
domain name can also help offline retailers
and service providers to be discoverable
online. For businesses, .shop domain
names are a more powerful marketing tool
and can be used to distinguish their
corporate website from their online shop,
and provide an enhanced user experience
for their customers.

  

Ecommerce Foundation is an independent
organisation, initiated by national
ecommerce associations worldwide and
omnichannel-online companies from the
retail, travel, and finance industries. 

  
Our mission is to facilitate ecommerce
through the development of practical
knowledge, market insights, and services. 
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https://nic.shop/
http://ecommercefoundation.org/
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AREA: 357.022 KM2
CAPITAL: BERLIN
CURRENCY: Euro (EUR)

GERMANY
OVERVIEW            

#1

Government:
Federal Republic

Internet users (2018):
88.58%
Main device used for Internet:
Desktop, 54.49%
URL country code:
.de

Official languages:
German
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Most of the population is  between 25-54

Population & Internet Penetration
Total population (in millions) &
Share of the population using the Internet, 2015-2019(f)

86%

86%

87%

87%

88%

Age Structure
Share of population in select age ranges, 2019 (f)
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GDP is continuing to increase in 2019
Gross domestic product (EUR)
GDP, GDP Growth Rate & GDP per Capita , 2014-2019 (f) 
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Infrastructure
& Logistics

#2
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Germany dropping to 18th in the
Internet Inclusivity Ranking

Internet Inclusivity Index
 

The Index outlines the current state of Internet inclusion across

86 countries, and aims to help policymakers and influencers gain

a clearer understanding of the factors that contribute to wide

and sustainable inclusion.

Availability
 This category examines the quality
and breadth of available
infrastructure required for access
and levels of Internet usage.

Affordability
 This category examines the cost of
access relative to income and the
level of competition in the Internet
marketplace.

Relevance
 This category examines the cost of

access relative to income and the

level of competition in the Internet

marketplace.

Readiness
 This category examines the capacity

to access the Internet, including

skills, cultural acceptance,  and 

supporting policy.
#18

Internet Inclusivity Rank
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Germany ranks 1st in the world for logistical
performance

Logistics Performance Index
 

The LPI overall score reflects perceptions
of a country's logistics based on, among
other  things, efficiency of customs
clearance process, quality of trade- and
ease of logistics services.

Ease of doing Business Index
 

A high ease of doing business ranking
means the regulatory environment is
more favorable for the starting and
operation of a local firm. The rankings are
determined by sorting the aggregate
distance to frontier scores on 10 equal
topics.

1
Logistical

Performance
Index

E-Government Development Index

The UN’s E-Government Index provides a
comparative assessment of the e-
government development of UN Member
States. Important factors contributing to a
high level of e-government development
are concurrent past and present
investments in telecommunication,
human capital and provision of online
services.

24
Ease of doing

Business Index

12
E-Governement

Development
Index
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Ecommerce
Landscape

#3
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B2C ecommerce turnover continues
increasing
B2C Ecommerce Turnover
B2C ecommerce sales (billions of Euros) & growth rate, 2013-2019  (f)
 

This is the light version of the report --
you can purchase the full version at
www.ecommercefoundation.org/shop
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Over 88% of the online population is
forecasted to shop online in 2019
E-Shopper Penetration
Share of the population having shopped online, 2017-2019  (f)

E-Shopper Spending
Annual amount spent per e-shopper (Euros), 2017-2019  (f)
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This is the light version of the report --
you can purchase the full version at
www.ecommercefoundation.org/shop

https://www.ecommercefoundation.org/shop


Most German consumers use the internet
every day
Consumer Behavior: Internet Use
Frequency of internet use, consumer survey, 2018

Consumer Behavior: Social Media Usage
Social Media usage, consumer survey, 2018
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This is the light version of the report --
you can purchase the full version at
www.ecommercefoundation.org/shop

https://www.ecommercefoundation.org/shop


Most German consumers search online for a
product
Consumer Behavior: Online Shopping
 Main activities online, consumer survey, 2018

Consumer Behavior 
 Devices used to search for product information, 2018
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This is the light version of the report --
you can purchase the full version at
www.ecommercefoundation.org/shop

https://www.ecommercefoundation.org/shop


The most popular payment method remains
PayPal followed by invoice
Consumer Behavior: Payment Methods
Share of buyers who have used each payment method
at least once, 2018

Consumer Preferences:  Payment Methods
Likelihood to purchase without PayPal as a payment method, 2018
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This is the light version of the report --
you can purchase the full version at
www.ecommercefoundation.org/shop

https://www.ecommercefoundation.org/shop


Deutsche Post DHL is the most popular
delivery method
Consumer Preference: Delivery Methods
When you order a product online, how do you prefer to have
it delivered?, 2018

Delivery Preferences
Important delivery factors, How important are the following factors
in delivery in your decision to buy goods from an online shop?, 2018
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This is the light version of the report --
you can purchase the full version at
www.ecommercefoundation.org/shop

https://www.ecommercefoundation.org/shop


Amazon.de dominates the German e-market

Top Retailers
Leading online retailers based on revenue (millions of Euros), 2018

#6

#7

#8

#9

#10
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This is the light version of the report --
you can purchase the full version at
www.ecommercefoundation.org/shop

https://www.ecommercefoundation.org/shop


Most German consumers use smartphones
to buy clothes

Consumer Behavior: Online Shopping
Products bought with smartphones, consumer survey, 2019

Consumer Behavior: Online Shopping
Top 5 online stores in the fashion segment,
consumer survey, 2019
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This is the light version of the report --
you can purchase the full version at
www.ecommercefoundation.org/shop

https://www.ecommercefoundation.org/shop


German  consumers are making more
cross-border online purchases every year

Cross-border Online Shopping
Share of cross-border shopping by device used, 2018

Cross-border Online Shopping
Share of domestic/cross-border shopping, 2018/2019  (f)
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This is the light version of the report --
you can purchase the full version at
www.ecommercefoundation.org/shop

https://www.ecommercefoundation.org/shop


German consumers prefer large "global"
stores for cross-border purchasing
Most cross-border purchases come from
within Europe to Germany

44%
32%

69%

65%
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German consumers prefer large "global"
stores for cross-border purchasing
Consumer Preferences: Cross-border Shopping Barriers
Main barriers of shopping cross-border, 2018

Consumer Preferences: Reasons to Shop Cross-Border
Main reasons for future cross-border shopping, 2018
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This is the light version of the report --
you can purchase the full version at
www.ecommercefoundation.org/shop

https://www.ecommercefoundation.org/shop


Case study: The
Fall of the Wall

#4
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C A S E  S T U D Y

The Fall of
the Berlin
Wall

On November 9th of 1989, “Wessi” and “Ossi”
Germans celebrated the Fall of the Berlin Wall. Just
one year later on October 3rd, 1990, East and West
Germany were officially reunified. Reunified legally,
but culturally?
 
East-West differences have been clear since the first
day of unification, mainly concerning the economy,
employment rate and cultural differences of the two.
The East has caught up economically after the Fall of
the Wall, but is faced with a higher risk of falling
behind again.
 
In the past year, 17.8% of people in eastern Germany,
including Berlin, were at risk of poverty - in western
Germany, the figure stood at 15.3%.

However, more cultural differences are presented
amongst relatively older people in the East, as they
have spent much of their lives in the German
Democratic Republic (GDR).
 
 

Generations also have an influence on the East-
West differences. A new study by the Ifo-Institute
states:

“Young people in both parts
of the country have similar
attitudes and behavioural
patterns”
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C A S E  S T U D Y

Any
differences
regarding
ecommerce?

The differences between “Wessi” and “Ossi” are not so
evident anymore. In fact, an ecommerce study
conducted by Deutsche Card Services showed that
the disparity between retail sales in western Germany
and those in the former communist east of the
country no longer exists. Ecommerce sales in the east
are just as strong as those in the west.
 
 
In any case, if companies wish to expand into the
German ecommerce market, they should be aware of
some facts and figures.
 
 
First of all, it is important to take into account cultural
differences when selling to German online shoppers.
German cultural staples of having rules, punctuality
and efficiency should be a “must-have” in your
webshop.
 
 
German consumers also prefer a localized website,
with the .de domain if possible, because they prefer
trusted, recognized and local retailers.
 
Moreover, German consumers are much more keen
to shop at a webshop in their native German
language, similar to other European consumer
preferences.

To conclude, German consumers have the right to
return their purchases within 14 days, resulting in a
high return rate (5-10% for electronics to 70% for
fashion).
 
To prevent this, it is fundamental to understand the
reasons for returns and to improve the description
of the product.
 
For companies, it could be easier to consider a local
return address to facilitate this process.
 
 Although the Berlin Wall fell just a short time ago,
and most of us still live with the memory, thinking
Germany is still ‘divided’ in a way, ecommerce has
clearly transcended those barriers even more so
than economic factors.
 
To be sure, in larger countries home to different
cultures, ecommerce still seems to be a universal
language, and a successful one at that.
 
Germany is in central Europe with a strong
ecommerce market which could improve your
ecommerce turnover. It is important always to
remember the key points of German consumers:
· Rules
· Punctuality
· Efficiency
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Expert Opinions
& Advice

#5
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Mark de Bruijn 
VP, Head of EMEA & MEE Marketing,

 SAP Customer Experience

Mark is a modern, data-driven marketer
with a passion for digital, innovation and
everything related to customer
experience. For the past 8 years, Mark
has taken on various roles in marketing,
business intelligence and predictive
analytics.
 
In addition, he was affiliated with Avans
University as a lecturer. Mark’s greatest
pleasure is sharing his vision and
knowledge with others, as he is a regular
speaker at events across the world.

I N T E R V I E W Q: Looking back at the GDPR implementation
from 2018, how do you feel this has impacted
the European (and wider) ecommerce
industry?
 
A: When I look back at the months just before
the GDPR implementation, then the first thing
that comes to mind is how many companies
were attending our GDPR readiness events and
how much content was written about that topic.
I felt this was a turning point for brands to really
start thinking about the customer experience,
and for customers to be even more aware about
the value of their personal data. I’m happy about
the fact that, now, brands are putting a lot of
thought into shaping meaningful experiences
for their customers, finding smart ways to treat
customer data and giving them something in
return, at every step of the buying journey.
 

Q: The debate still rages regarding privacy and
our online shopping experiences.
Personalisation is core to many ecommerce
strategies. Do you think these two sides can
coincide?
 
A: Absolutely. Many consumers expect a
personalised customer experience and are aware
that, in return, they will be sharing some data
about themselves. Technology is also developing
really quickly, so even with minimal data it’s
already possible to deliver a personalized
experience by instantly responding to customers’
signals. In the end, I believe it’s about making clear
what it is that customers get in return. And it’s
about asking for it at the right time. For example,
when visiting a web shop, most people are not
willing to leave their mobile phone number. But at
the point of ordering a product, they might feel
more confident to do so, as it may help with the
delivery. It’s not even a question if privacy and
personalisation can exist together, they are fully
connected.

“...[find] smart ways to treat
customer data and giving
them something in return.”
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Mark is a modern, data-driven marketer
with a passion for digital, innovation and
everything related to customer
experience. For the past 8 years, Mark
has taken on various roles in marketing,
business intelligence and predictive
analytics.
 
In addition, he was affiliated with Avans
University as a lecturer. Mark’s greatest
pleasure is sharing his vision and
knowledge with others, as he is a regular
speaker at events across the world.

I N T E R V I E W Q: Where do you see voice search in the
customer journey in the upcoming year?
 
A: Let’s state some simple facts: voice shopping
is expected to increase twenty-fold by 2022, so it
is already gaining a preponderant place in the
customer journey. Connected to this, mobile
commerce is expected to take nearly half of all
ecommerce sales over the next two years or so.
 
Those are clear signals for ecommerce
retailers and brands to put the customer at the
center of their strategies, by instantly delivering
the answers that consumers are looking for any
time they wish to have an interaction with them,
no matter the device, channel or type of search.
The ability to deliver solutions when consumers
ask for them will be key to build long-term,
trusted relationships.

Mark de Bruijn 
VP, Head of EMEA & MEE Marketing,

 SAP Customer Experience

“...mobile commerce is
expected to take nearly half of
all ecommerce sales over the
next two years or so.”

Q: What topic or area of ecommerce has
piqued your interest this year, and why?
 
A: Well, besides all the great technology, ethical
commerce is a thing now for more and more
consumers. Think about very detailed product
information, but also packaging, shipping
distances and if a brand is socially responsible.
Consumers want to feel good about the products
they buy and I’m confident that ethical commerce
will be a huge focus in the upcoming years. In the
end, it is all about building a trusted relationship
between brands and consumers.
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Stefan Herold, Managing Director of
Osudio Germany GmbH, has been
working as a consultant, product- and
project-manager for more than 17 years
in the E-Business and Master Data
Management (MDM/PIM) market.
 
His expertise and best practices help
large national and international B2B and
B2C market leaders to create the right
foundation for a seamless omnichannel
experience that enables brand
experience and drives sales.

  
 

I N T E R V I E W Q: In last year’s ecommerce report we asked
you about the role of A.I. and machine
learning. Is its importance just as strong this
year?
 
A: Artificial Intelligence is still a major topic. More
and more companies are trying to get a piece of
the A.I. cake. Especially in ecommerce, there is an
immense potential for A.I. and how it can increase
sales.
 
Only companies that present customized
information, offers and solutions to their
customers will prevail. The degree of
individualization can become the decisive USP
that decides on the conversion and thus on the
success in ecommerce.
 
Soon, a chatbot could become the perfect
shopping consultant and help customers choose
the right product or run a simple support request
smoothly.

“..there is an immense
potential for A.I. and how it
can increase sales.”

Q: How will the balance between an online and
offline retail shift in 2019 within Germany?
 
A: Ecommerce continues to grow in Germany.
Almost half of the online revenue accounts for
market leader Amazon. In the online business, the
marketplace, where retailers sell goods, is playing
an increasingly important role. Companies that
combine online with stationary retailing show
increased sales compared to companies that
purely conduct online trade.
 
Customers today expect a perfectly connected
shopping experience where an online shop is
available, in addition to the stationary business,
and expect that on- and off-line business are
connected. Only companies that offer this
seamless experience will be successful.
 
 

Stefan Herold 
Managing Director,
Osudio Germany GmbH
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Stefan Herold, Managing Director of
Osudio Germany GmbH, has been
working as a consultant, product- and
project-manager for more than 17 years
in the E-Business and Master Data
Management (MDM/PIM) market.
 
His expertise and best practices help
large national and international B2B and
B2C market leaders to create the right
foundation for a seamless omnichannel
experience that enables brand
experience and drives sales.

  
 

I N T E R V I E W Q: Ecommerce UX is a much-discussed topic.
Which current UX element would you
eliminate if you had the power?
 
A: Many B2B ecommerce websites still prevent
their visitors to gain a full understanding of their
product offering by a login page. Often the login
page is still there in order to enable specific B2B
functionalities like customer specific pricing,
customer related assortments etc.
 
Beyond missing out on potential search traffic –
and thus potential additional sales – the
customer experience includes a dissatisfier ‘by
design’, at ‘best’ creating a high amount of
interaction for registered users, it is often too
high of a cost for potential customers that will
abort their customer journey.
 
Removing the login page, which can be done by
a myriad of graceful solutions, would enable the
user and create a more satisfying purchase
journey, which radiates to the brand.
 

“Companies engaging in a
B2B relationship should
realize that B2C ecommerce
experiences are setting the
bar for customer
expectations.”

Companies engaging in a B2B relationship should
realize that B2C ecommerce experiences are
setting the bar for customer expectations, where
the login-page is being removed, or alternative
paths are being offered in order to boost
conversion rates.

Stefan Herold 
Managing Director,
Osudio Germany GmbH
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Henning Brandt is working as Head of
Communication with the global payment
processor Computop.
 
Coming from a both economic and
editorial background, he published on
topics like payment strategies for cross-
border merchants, PSD2 / biometric
authentication, integrating POS with
eCom payments, and more.

  

I N T E R V I E W Q: Mobile commerce is on the rise and usage
of mobile-payments with it. How has this
developed for the German market?
 
The introduction of Google Pay and Apple Pay in
2018 has given mobile payment in Germany a
significant boost. Although the user rate is still
low compared to POS payments with Chip & PIN,
Apple Pay, in particular, has attracted a lot of
attention for smartphone payments. Before the
launch in December 2018, Computop has
prepared some very well-known retailers for the
introduction of Apple Pay. When other major
banks introduce this payment method in the
course of 2019, the customer base will become
even broader.
 
This is also benefiting the growing share of
mobile commerce: in-app payments, which will
become much more convenient and secure with
mobile payment methods, will increasingly shift
to Apple Pay and Google Pay at the expense of
other payment methods that still require user
names or passwords to be entered. 

 

Henning Brandt
Head of Communication, Computop

At the same time, contactless payment at the POS
is gaining momentum. With the issue of the
popular debit girocard (in 2018, 108 million units
were in circulation) with NFC function, many
Germans are switching to Tap & Go.
 
Q: When shopping cross-border what payment
options would German consumers prefer to
see?
 
German customers preferred to buy cross-border
from the UK, the USA and increasingly also from
China. The payment methods invoice purchase
and direct debit, which are popular in Germany,
are usually not available abroad.
 
When shopping across the border, Germans,
therefore, prefer PayPal (over 20 million German
customers) or credit card payment. Instant
payments as a Europe-wide real-time transfer, as
envisaged by the Payment Services Directive PSD2,
would be a good complement for payments within
the EU, but will not yet be widely available for
merchants in 2019.
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I N T E R V I E W Q: What does omnichannel ecommerce mean
in Germany today, and how do online
payments fit into the puzzle?
 
Omnichannel commerce means meeting
customer expectations: click & collect or in-store
return are just two of the cross-channel
processes that merchants today have to master.
Especially large fashion retailers, such as s.Oliver
or PUMA, are working on connecting the
channels with each other, and payment plays a
decisive role in this. Because it is only
omnichannel if the payment streams
accompany the flow of goods.
 
For a globally active payment processor such as
Computop, the processing of all channels via
one single payment platform is crucial because
this is the only way for merchants to analyse
their transactions in order to take the right steps
for their successful future development. It will
become even more relevant with upcoming
sales channels such as Conversational
Commerce, Voice Commerce or VR.

Henning Brandt is working as Head of
Communication with the global payment
processor Computop.
 
Coming from a both economic and
editorial background, he published on
topics like payment strategies for cross-
border merchants, PSD2 / biometric
authentication, integrating POS with
eCom payments, and more.

  

Henning Brandt
Head of Communication, Computop

Q: What has been the most exciting recent
development in ecommerce for you?
 
One of the most exciting developments is yet to
come in 2019: the impact of the PSD2 on e-
commerce. This EU-wide directive places higher
requirements on the authentication of payers for
many payment methods in e-commerce. This will
lead to shifts in the use of these payments.
 
For the success of a payment method and the
conversion that a merchant achieves with it, it will
be decisive whether the payment triggering is still
possible in a convenient manner. Since credit card
payments are the main focus of fraudsters, the
major credit card companies have also adapted to
the increased requirements by updating their 3D
Secure security system.
 
 “One of the most exciting
developments is yet to come
in 2019: the impact of the
PSD2 on e-commerce.”

LIG
H

T R
EP

O
R

T

http://www.computop.com/
http://www.computop.com/


About the
Report
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Sources used in the report

The report could only be realized by consulting a great number of
valuable sources. These were available in various countries and
regions in Europe and around the globe. The wide variety of
sources include public domain publications, blogs, websites,
industry and financial specialist publications, regional and local
news, annual reports, and press releases.
 
Sometimes the information sources are contradictory and
sometimes different figures and data were given by varying sources
within the same country, for example due to different definitions.
In our reports we have mentioned the different sources, definitions
and outcomes of such reports, studies and interpretations.
 
The report is based on information that we consider reliable, but
we cannot vouch for it being completely accurate or complete, nor
should it be relied upon as such. Opinions expressed are our
current opinions as of the date of this report.
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https://www.quandl.com/search?query=imf%20GDP%20LCU%20Germany
https://digitalreport.wearesocial.com/
http://gs.statcounter.com/browser-market-share/all/germany
https://de.statista.com/statistik/daten/studie/488012/umfrage/prognose-der-e-commerce-nutzer-in-deutschland/
http://www.doingbusiness.org/rankings
https://de.statista.com/statistik/daten/studie/70190/umfrage/umsatz-im-deutschen-einzelhandel-zeitreihe/
http://gs.statcounter.com/social-media-stats/all/germany
https://www.statista.com/statistics/794070/online-shops-revenues-germany/
https://de.statista.com/statistik/daten/studie/319321/umfrage/beliebteste-methode-zur-zahlung-von-online-bestellungen-in-deutschland/
https://de.statista.com/statistik/daten/studie/172646/umfrage/versandarten-der-groessten-online-shops-in-deutschland/
https://www.statista.com/statistics/980543/e-commerce-delivery-preferences-in-selected-countries-in-europe/
https://www.statista.com/statistics/260716/number-of-social-network-users-in-germany/


More about the reports and where to
find them

The National Ecommerce Reports are published by
Ecommerce Foundation.
They provide overviews of the mature and emerging markets
in the field of ecommerce.
 
In total, Ecommerce Foundation publishes multiple country
reports and three overview reports per year, covering the
most important ecommerce markets worldwide.
 
To have a tailor-made ecommerce report made,

 completely based on your wishes and requirements, please
contact us via info@ecommercefoundation.org.
 
The full reports can be online purchased via:
http://www.ecommercefoundation.org/reports.

OVERVIEW REPORTS 2019

Your feedback is very much appreciated. If you would like to
help us make the 2019 reports even better, please take our
3-minute survey.
Also, consider becoming a member of Ecommerce
Foundation for even more services and opportunities to sell
better globally.

2019 COUNTRY REPORTS
Netherlands
Belgium
Germany
France
UK
Spain
Italy
Switzerland
Sweden
Denmark
Poland
Russia
Brazil
USA
China
Australia
India

European Report 
Global Report
Latin America Report
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https://www.ecommercefoundation.org/shop
https://www.surveymonkey.com/r/5C6R2M3
https://www.ecommercefoundation.org/shop


Address, Disclaimer & Copyright  
 

Ecommerce Foundation Entrada 100
(2nd floor – Wing 3)
1114 AA Amsterdam-Duivendrecht
The Netherlands

 

ADDRESS:

Disclaimer
The National Ecommerce Reports are publications by Ecommerce
Foundation, which also owns the copyright for these reports. Although
the utmost care has been taken in the construction of these reports,
there is always the possibility that some information is inaccurate.
No liability is accepted by Ecommerce Foundation for direct or indirect
damage arising pursuant to the use of the report.

Copyright ©
It is not allowed to use information published in this report without the
Ecommerce Operation’s prior consent. Any violation in this regard will be
charged a legal fine of € 25,000 (twenty-five thousand euros), as well as a
further penalty of € 2,500 (two thousand, five hundred euros) for every
day that this non-compliance continues. However, it is allowed to use
small parts of the information published in our reports provided that
proper sourcing is used (e.g. “source: www.EcommerceFoundation.org)

CONTACT:
info@ecommercefoundation.org

WEBSITE:
www.ecommercefoundation.org

 

FOLLOW US:
@EcomFound

@EcommerceFoundation
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https://www.ecommercefoundation.org/
https://twitter.com/EcomFound
https://www.linkedin.com/company/ecommerce-foundation/
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