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@ Uudriitelnost

Sending back reusable packaging

Accepting longer delivery timing

Purchasing functioning products with 32%

minor defects (B-Ware) 45%

42%

Giving exact body measures to receive
clothing in the perfect size

Purchasing second-hand products
Avoiding shipping package
Extra charge for sustainable packaging

Compensation for CO2 emissions

I don't want to make compromises for
sustainability

0% 10% 20% 30% 40%

Share of respondents

® Germany @ Austria Switzerland

Details: Austria; Germany; Switzerland; September 1 to 13, 2021; 3,155%; 18-90 years; Online
survey
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Zdroj: Statista
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@ Uudriitelnost

CHAGLS

KlimaProtect

80% zakaznikl uvadi, ze udrzitelnost je pro né pfi rozhodovani o ndkupu
dulezita..

60% zakaznikd je ochotno zménit své nakupni chovani, aby snizilo negativni
dopad na zivotni prostredi.

45% zakaznikl se predem informuje o aktivitach e-shopu v oblasti
udrzitelnosti.

Co s tim?

1. CO2-neutral shipping (DHL — GoGreen, GLS - Klima Protect)

2. Nebalit do plastd

3.  Nepouzivat velké baleni pro male zasilky

4. Prestat nabizet moznost vratek zdarma (ne tak moudré pro Némecko :D)
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Kontaktni cocky v Dioptrické bryle v Slunecni bryle v Bryle na pocitac v Prislusenstvi v v Bonusoveé zbozi

n Nakupni kosik Doprava a platbha Osobni tudaje Potvrzeni objednavky

Produkty v kosiku

Polaroid PLD D354 003 17 56

Mnozstvi Velikost Dostupnost 1389 Ké

_m 1 M U vés 22. 9. nebo k vyzvednuti na optice |;|

Dalsi sluzby
[J Ekologické baleni Lentiamo
Radi byste omezili plytvani plasty? My také! Pfidejte se k ndm na cesté k udrzitelné budoucnosti a zvolte baleni z recyklovanych materiald. (1]
@ Dostupnost U vas 22. 9. nebo k vyzvednuti na optice Celkova cena 1 389 K¢

< Zpét do obchodu Pokracovat v objednédvce >

OJ Uplatnit slevovy kupén ~ (J Uplatnit ISIC slevu

ﬁ Mate 3543 bonusovych bodu
Vyberte si darek zdarma »
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‘ Proofs of quality

“Trustpilot
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@ Mobile vs. Desktop

CZ
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rychlost rustu

% mobile navstév mobile navstév

63.96%
73.71%
67.29%
67.66%
73.94%

6.23%
4.20%
8.17%
9.75%
5.93%

% mobile objednavek
31.35%
30.47%
32.70%
36.70%
31.53%

Obdobi: 01-08/2022
Zdroj dat: 6 velkych e-shopu
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@ Social commerce

We also find consumers increasingly looking to shop in the social channels where they
spend most of their time. This trend is especially prevalent amongst Gen Z and Millenials,
where 63% say they hope to shop more frequently within social media apps. Yet, in

response, only 26% of ecommerce merchants say they'll increasingly use social media as
direct sales channels.

Zdroj: checkout.com
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@ Platebni metody

This matters because 60% of consumers say they'll abandon their cart if they cannot pay
using their preferred payment method. In other words, selling online to European

Zdroj: checkout.com
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@ Trendy v logistice
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@ Trendy v logistice

BOSIP!

20



Il. trocha
statistiky




‘ Kupni sila online -
2023

Revenue in the eCommerce market / bn usd /
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Zdroj: ecommercedb.com
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Revenue
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1250
1,002.6
1000 949.15 -
mo i M
2 750 730.27 - —
91 681.81 - —
= sgsoz I 59597 .
N
S — [ |
= 500 408.16 446.36 E— ——
= 376.80 - . . .
= Jr— [ -—
250 - - - . . ] N I
=E S EEEREEEEN
, == == mwu B I B W
2017 2018 2019 2020 2021 2022 2023 2024 2025 2026
@ Total @ Beauty, Health, Personal & Household Care
@ Beverages @ Electronics
@ Fashion @ Food
@ Furniture ® Media
@ Toys, Hobby & DIY

Notes: Data shown is using current exchange rates and reflects market impacts of the Russia-Ukraine war.
Most recent update: Feb 2023

Source: Statista

N
o
N
Y b

le

N3

23



Revenue

REVENUE REVENUE CHANGE
75
59.9
Al 42.5
= Revenue Change 2023
g
o 25 ® Beauty, Health, Personal & Household Care 17.2
= 11.4 @ Beverages 17.3
E » Electronics 21.9
» Fashion 29.1
0 @ Food 29.2
@ Furniture 33.5
® Media 5.7
® Toys, Hobby & DIY 12.2
-25
2018 2019 2020 2021 2022 2023 2024 2025 2026 2027

-®- Beauty, Health, Personal & Household Care

-®- Beverages -0~ Electronics
-0~ Fashion -o- Food
-®- Furniture -~ Media

-0~ Toys, Hobby & DIY

Notes: Data shown is using current exchange rates and reflects market impacts of the Russia-Ukraine war.
Most recent update: Feb 2023

Source: Statista
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@ oOcekavany rast - 2023

Expected Growth - 2023
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Zdroj: ecommercedb.com

25



Abb. 6: Prognosen zum Einzelhandelsumsatz 2023 und Auswirkungen der Inflation

EINZELHANDELSUMSATZES, Mrd. | WERTSTEIGERUNG, |[EINZELHANDELS-| INFLATIONSAUS-

%

2022 2023 2023, % Mrd.
Vereinigtes 2427 £ 248,90 £ 26 % 75 % 18,2 £ 49 %
Konigreich
Frankreich 2579 € 263,9 € 23% 4,2 % 10,8 € 1,9 %
Deutschland 372,0 € 3816 € 26 % 6,5 % 242 € -3,9 %
Italien 195,5 € 203,3 € 4,0 % 52 % 10,2 € 1,2 %
Spanien 161,6 € 165,4 € 2.4 % 4,9 % 79 € 25%
Vereinigte 0 0 9
Staaten 6269,4 $ 65950 $ 52 % 3,5 % 219,4 $ 17 %
Kanada 573,4 C$ 584,9 C$ 2,0 % 3,2 % 18,4 C$ 1,2 %

Australien 243,0 A% 249,0 A% 25 % 41 % 10,0 A$ -16 %

0



® ArRPU

ARPU /USD/
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Purchases from
@ scllers from other EU
countries

Purchases from sellers from other EU countries

80%
60%
40%
20%

0%
Austria Italy France Spain  Hungary Czechia Germany Romania Poland

Zdroj: ecommerce-europe.eu
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Kupni sila online -
2021
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Zdroj: ecommercedb.com
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‘ Average revenue per
user - 2022
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Zdroj: statista.com
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Kupni sila online -

®Kupni sila (mid. usd)

Zdroj: ecommercedb.com
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Kupni sila online -
rychlost rustu
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Ocekavana rychlost
kupni sily — 21-25
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‘ Average revenue per

user - 2018
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Average revenue per
user - rust 18-22
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Abb. 3: Europa ist im Jahr 2023 am starksten von einem Konsumruickgang bedroht. Shopper Sensitivity Scorecard
(d.h. eine Auswertung und Vergleich der Empfindlichkeit der Verbraucher in den verschiedenen Landern)

VERBRAUCHERSTIMMUNG GESAMTWIRTSCHAFTLICHER AUSBLICK
SHOBEER Beunruhigt, % der Befragten Prognose fiir 2023, %
SENSITIVITY

SCORE BEWERTUNG DER
WIRTSCHAFTLICHER LOHNE UND WIRTSCHAFTLICHER BEWERTUNG
(von 100) INFLATION ZINSSATZE VERBRAUCHER- INFLATION ARBEITSLOSIGKEIT ZINSEN
AUSBLICK ARBEITSLOSIGKEIT AUSBLICK (BIP) GESAMTWIRTSCHAFT
STIMMUNG
1. Australien ® 39 54% 29 % 21% 26 % a4 45 1,9 3,5 31 34
2.USA ® 45 64% 38 % 19 % 23 % 57 3,5 0,5 4,2 a7 34
3.Kanada 57 58% 31% 23 % 25 % 63 4] 10 57 3,6 51
4. Spanien 57 50% 36 % 29 % 8 % 61 48 13 12,9 2,3 53
5. Frankreich 58 56 % 25 % 24 % 9% 52 5.8 0,6 7.7 1,9 64
6.Deutschland @ 60 67 % 27 % 19 % 12 % 49 8,0 -0,3 3,5 14 72
7. ltalien ® 64 45% 3% 26 % 1% 53 6,5 0,2 8,3 3,5 75
Rrweteiniges ® 69 66% 38 % 22 % 22% 72 6,6 -0,4 43 2,5 66
Konigreich

37



Typologie némeckych

zakazniku

Points scored

Carry on Spenders Necessity Shoppers

29.3% 30.3%
Value Hunters
14.1%
Postponers
26.3%

Zdroj: Packlink E-Commerce Benchmarkbericht 2023
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Typologie UK

zakazniku

Points scored

Carry on Spenders
26.0%

Necessity Shoppers

34.0%
Value Hunters
11.0%
Postponers
29.0%

Zdroj: Packlink E-Commerce Benchmarkbericht 2023
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Typologie spanélskych
zakazniku

Points scored

Carry on Spenders
24.8%

Value Hunters
5.9%

Necessity Shoppers
57.4%

Postponers
11.9%

Zdroj: Packlink E-Commerce Benchmarkbericht 2023
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Typologie italskych
zakazniku

Points scored

Carry on Spenders

20.0%

Value Hunters
8.0%

Postponers
13.0%

Necessity Shoppers
59.0%

Zdroj: Packlink E-Commerce Benchmarkbericht 2023
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Typologie francouzskych
zakazniku

Points scored

Carry on Spenders
19.0%

Value Hunters

8.0%
Necessity Shoppers
59.0%
Postponers
14.0%

Zdroj: Packlink E-Commerce Benchmarkbericht 2023
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Abb. 15: Vesandkosten werden flr Online-Kaufer 2023 immer wichtiger

Was ist Ihnen am wichtigsten, wenn Sie im Internet Produkte einkaufen?

Anteil der Verbraucher in %

35k
32 % @® 2022 2023
30
27 % 27 %
255 0,
294 23 %
20 18 %
1551
10 %
10 - 9 % 9% 9 %
7 % 7 %
5 —
0
Versandkosten Liefergeschwindigkeit Bequeme Flexible Transparenz und Umweltfreundliche
Zustellung Retouren Nachverfolgbarkeit Lieferung

(z. B. Ort, Zeitfenster)

der Lieferung

Quelle: Auctane, Retail Economics



Abb. 20: Online-Kaufer wunschen zunehmend umweltfreundliche Lieferungen

F.: Wirden Sie Optionen in Betracht ziehen, um die Lieferungen Ihrer Online-Bestellungen nachhaltiger zu gestalten?

100

90 87 % 2022 @® 2023

Anteil der Verbraucher in %

> 83 %
g 79% 80% 80 % 81% 78 % 79 % 26
74 % A
69 %
707 66°o
63 % can
60
50
= : = @
4 D -wr
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A.
B.
C.
D.
E.

Germany

Uzivatelé internetu

ARPU

Oblibené platebni metody
Dopravni spole¢nosti

Velké e-shopy

83,1%

$1.850

PayPal, faktura, platebni karta
DHL, DPD, Hermes

Amazon, Zalando, Otto, Mediamarkt
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.
@® Germany

Zajimavosti z daného trhu:

Extrémné silny v marketplaces (nejen Amazon)

Velmi silny ddraz na GDPR a data privacy

Udrzitelnost - velké téma

Doprava zdarma!

Velmi Casté konkurencni bitvy z pravniho pohledu (Impressum,
AGB, ...

Velmi silny v ramci fashion ecommerce

Vysoka vratkovost prdrezove ve veétsSiné segmentd

Velky dUraz na reputation management
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A.
B.
C.
D.
E.

France

Uzivatelé internetu

ARPU

Oblibené platebni metody
Dopravni spole¢nosti

Velké e-shopy

78%

$1.790

platebni karta, PayPal

La Poste, Chronopost, Mondial Relay

Amazon, Cdiscount
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@® France

Zajimavosti z daného trhu

Amazon je dulezity hrac pro Francii, ale ne tolik jako v Némecku
Ci UK

Soucasti “Velké trojky“ v Evropég, ale stale velmi neprozkoumany
trh

Naprosta nezbytnost francouzstiny pri expanzi
Recommerce - velky trend v roce 2023
Jedna z nejvyssich vratkovosti na svete
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Italy

A. Uzivatelé internetu 80%

B. ARPU $1.380
C. Oblibené platebni metody PayPal

Zajimavosti:
®© extrémné komunikativni
® nejvice citlivi na tracking zasilek

® asi nejvéetsi potreba geocileni
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Spain

Uzivatelé internetu 71,2%
ARPU $1.110
Oblibené platebni metody PayPal

Zajimavosti:

®

®

®

velmi maly dlraz na ochranu osobnich dat
cross border ecommerce: nejé¢astdji Némecko, Francie, US, UK, Cina
trochu zaostavaji v logistice (Correos)

“kulturné daleko...”
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Main drivers for
shopping abroad

German consumers
primarily shop abroad
because of lower prices
Low delivery costs, product availability, speedy

delivery and good return policies are the other
main drivers for cross-border online shopping.

Low prices: 48%

Low delivery cost: 35%

Product is not available elsewhere: 34%

Delivery speed: 21%

Good return policy: 19%

French consumers

clearly shop abroad

for lower prices

The price of a product is by far the most driving
factor for French online shoppers, followed by

delivery cost, speed, product availability and a
good return policy.

Low prices: 62%

Low delivery cost: 39%

Delivery speed: 31%

Product is not available elsewhere: 25%

Good return policy: 16%

Trusting the e-tailer, fast
delivery and loyalty
programmes are main drivers
Italians are mainly looking for trustworthy suppliers,

fast delivery of ordered products as well as loyalty
programmes when selecting an online retailer.

Trusting the e-tailer: 39%

Fast delivery: 35%

Membership of a subscription programme: 32%

More choice of products and brands: 29%

Easy to find products: 27%

Fast delivery and low

pricing are driving
cross-border orders

Main reasons why Spaniards shop online internationally

are the short delivery times as well as low prices.
Spaniards are also triggered by loyalty subscriptions.

Fast delivery: 35%

Low prices: 33%

Being member of a subscription programme: 30%

Trustworthy webshop: 28%

Low delivery cost: 27%

Zdroj: landmarkglobal.com
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@ Parcel's delivery

Delivery at home

is the most used delivery

point in Germany

Most German consumers choose to have their parcels de-

livered at home. Few choose to have their parcels delivered
to pick-up points such as lockers or a postal service point.

At home: at the door: 67%

At home: in the mailbox: 47%

At home: safe place: 29%

Locker: 20%

Postal service point: 17%

French consumers
are used to receiving
their parcels at home

Most French consumers have their parcels delivered
to their doorstep or mailbox. Pickup points, such as the
e-retailer’s physical store, the post office or a postal
point, are less popular.

At home: in the mailbox: 50%

At home: at the door: 45%

E-retailer’s physical store: 17%

Post office: 16%

Postal service point: 15%

Italians prefer
home deliveries

Most Italian online shoppers prefer to have their
parcels delivered at home: at the door, in the
mailbox or in a safe place. Postal service points and
lockers are good alternatives.

At home: at the door: 69%

At home: in the mailbox: 35%

At home: safe place: 31%

Postal service point: 30%

Locker: 26%

Spaniards prefer
home deliveries
For Spaniards, receiving parcels at home is on the top of
their preference list. Runner-up is the post office, which

is much more popular than in other European countries,
followed by deliveries at work.

At home: at the door: 73%

At home: in the mailbox: 41%

Post office: 41%

Postal service point: 24%

Workplace: 23%

Zdroj: landmarkglobal.com

53



W

Poland

UzZivatelé internetu

ARPU
Oblibené platebni metody

53,5%
$760
dobirka, prevod, platebni karty, BLIK
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@® Proland

Zajimavosti z daného trhu:

®

®

®

Velmi narocny trh na vstup, navic velky tlak na cenu
Allegro — vzdy nizka cena

Expanze Amazonu na polsky trh (Unor 2021)

Nachazi se zde velka logisticka centra Amazonu i Zalando
Tlak na udrzitelnost & Silver Generation
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Austria

UzZivatelé internetu

ARPU

Oblibené platebni metody
Shipping

77,2%
$2.000
Platebni karta, faktura, PayPal

DHL, Osterreichische Post, Hermes
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1
@® Austria

Zajimavosti z daného trhu

,Jednodussi cesta do némecky hovoriciho regionu®
Mozna i .de doména, nicméné .at doména je vzdy plus
Jazykové odlisnosti
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Romania

Uzivatelé internetu

ARPU

Oblibené platebni metody
Velké e-shopy

51,4%

$660

dobirka, karta, BNPL
eMag
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@® Romania

Zajimavosti z daného trhu

®

®

®

Velmi rychle rostouci trh
8/10 online kupujicich Zije ve méstech
Obecneé je stale v rdmci e-commerce velkd nedlvéra

Nejsilnéjsi argument pro nakupovani online — nizsi ceny nez v
béznych obchodech
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Hungary

Uzivatelé internetu 551%

ARPU $490
Oblibené platebni metody dobirka, karta, bankovni prevod

A
B
C
Zajimavosti:

® Free-returns jsou pomerné vzacnost, udrzitelnost neni téma

® Pozor na forint!
® Ceské e-shopy: Rohlik.cz (Kifli.hu), notino.hu, alza.hu, favi.hu
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@Heureka
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Oblibenost trhu pro
expanazi
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@Heureka

Total Monthly Traffic (in thousands)
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NOTINO

TODAY IS YOURS

Total Monthly Traffic (in thousands)
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@ Lentiamo
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a alza.cz

40,000
35,000
30,000
25,000
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15,000
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Czech

Slovakia

Hungary

Germany

Austria

66



rohlick
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1,500
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Czech
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@® shrnuti

o Expanze na vychod = rychlejsSi navratnost investice

o Expanze na zapad = dlouhodobéjsi investice, vyssi
riziko, ale vyssi moznost lepsiho obratu i zisku
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@ Picklad e-shopu

Neni nutné prekladat cely e-shop, staci nezbytnou cast.

v  Vzdy nutny preklad rodilym mluvéim
v  Unikatni texty! Nikdy nekopirovat od konkurence.
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@ cenotvorba

Je chybou mit na vSech zahranicnich e-shopech stejnou
cenu. Ta je ovlivhéna predevsim:

» Dopravou produktu

» Rozdilnou vysi investic do online marketingu
» Narocnosti lokalizace a pravni ochrany

o Konkurenci na daném trhu a trznimi zvyklosti

7



@ Platebni metody

MOST POPULAR PAYMENT METHOD FOR ONLINE PURCHASES IN GERMANY IN 2020

PayPal or similar options, 50%

MOST POPULAR PAYMENT METHOD FOR ONLINE PURCHASES IN SPAIN IN 2020

Debit or credit card

MOST POPULAR PAYMENT METHOD FOR ONLINE PURCHASES IN FRANCE IN 2020

Debit or credit card, 57%

/2



@ Platebni metody

Expanze smér na zapad:

Expanze smér na vychod:

P PayPal

platba na fakturu
dobirka

Klarna.
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@ Lokalni bankovni Géet

Na Cesky ucet vam nikdo penize neposle.
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@ shipping

®

Vyuzivejte lokdlnich dopravcld na danych trzich. Tento
fakt ovlivni konverzni pomeér e-shopu.

Pokud budete mit zalozenou firmu, snaze se
dostanete k lepSim cendm za dopravu.

Redlna cena za dopravu bude vzdy vyssi nez
Inzerovana na e-shopu. Vyuzivejte nizkych cen za
dopravu Ci dopravu zdarma (hlavné na zacCatku
expanze) a cenu rozpustte v cené produktu.
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IT reseni

+

Silné SEO features, vysoka customizace a

Skalovatelnost

Vyzaduje technické zkusenosti a in-house zdroje

Silné SEQ, velka flexibilita, mnoho plug-inu

Casté updates, nutny vyvoj, potfeba plug-ind

Jednoduché, rychle nacitajici se reseni

Nizka customizace a Skalovatelnost, horsi v SEO

Jednoducha instalace, silné SEO a UX

Drahé rozSifovani a omezena skalovatelnost
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@ Privnizazemi

Zalozit i nezalozit lokalni spoleCnost?
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@ Registrace k DPH

Po dosazeni urcCitého obratu je nutné zacit platit
DPH (VAT) v dané zemi.

One Stop Shop (0SS)

Zvlastni rezim jednoho spravniho mista
Kdo muze vyuzit 0SS?

= prodejci zbozi na dalku (e-shopy) zakaznikiim do EU
= poskytovatelé sluzeb zdkaznikim v EU

= provozovatel elektronického rozhrani (digitalni platforma)
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@ Lokalni certifikace

Von Kunden getestet

98%ige Zufriedenheit von

Bewertung

Blog

Blogger Kooperation Regeln und

Anmeldung

Warum registrieren?

Reklamation

Wettbewerbe

Trustpilot

AGBs

Impressum
Affiliate-Programm
FAQ

Uber Parfiims

Wie einkaufen?

Hilfe

Versand

Wie kann ich bezahlen?
Black Friday

Ricktritt vom Vertrag

Kontakt

rn meir
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Marketingova
korektura

Priorita T

Homepage, kosik, popisky prioritnich kategorii a produktd nad
ohybem, tlacCitka

Priorita 2

Stranka , O nas" a dalsi patickové odkazy, popisky prioritnich kategorii
a produktd

Priorita 3
Zbyly text na e-shopu
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@® Vstup na trh

Smart Shopping / Zbozové srovnavace

Performance Max

vykonnovs tni Lo Optimalizace skore
kampané Optimalizace pro

vyhledavace kvality

Vykon l { ¢

Vstup na trh

Vysoké CPC, nizké CTR

Brand f ? ?

Spusténi prvnich Online PR a
brandovych kampani linkbuilding

Optimalizace pro
maximalni dosah

Rulst znamosti
ZlepSeni CPC a CTR

Vykonnostni
kampané na vice
konkurenéni

segmenty produkti Optimalizace PNO

i l

Etablovani na
trhu

Nizké CPC, Vysoké CTR

}

Videoreklama a
Display reklama

Zdroj: Google



Prostor pro diskusi

Milan Fiala
milan.fiala.cz@gmail.com
flalamilan.com
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