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E-commerce continues to gain ground in
technical consumer goods markets
Europe to be the new battleground

Nuremberg, August 30, 2018 – In the first half year of 2018
e-commerce accounted for approximately a third of the total value of
technical consumer goods (TCG) sold globally to consumers. Across
18 European countries* though, online shares are still below that
mark at currently 25 percent. However, European e-commerce retailers were able to steadily increase their shares over the past years
(2015: 21 percent). This is because not all product categories are
equally popular when it comes to buying online. This may change as
the European online retail sector is undergoing a massive change.
These are GfK's findings for the global technical consumer goods
retail markets to be released at IFA 2018 in Berlin.
On a regional level, APAC and foremost China were driving global online
sales. Chinese e-commerce retailers enjoyed significant double-digit
growth at nearly 23 percent. In the first half of 2018, the online share of
technical consumer goods sales in China reached over 30 percent. Unlike
the US and Europe, where internet penetration levels are at 80 percent or
higher in most countries, China’s internet penetration is still low at 55 percent as much of its population is located rurally. However, further investments into China’s infrastructure will set the ground for further growth of internet usage and thus online sales. As much as internet adoption in China
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is a great challenge, at the same time it reveals a huge growth potential for
China’s e-commerce giants. China today already has the biggest internet
community with 773 million internet users in a total population of 1.4 billion
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– growing year by year. This growth will open doors to new money for Chi-
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nese online retailers - increasing their global power for investments and expansion into the European market.
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European e-commerce market accelerates
In Europe, at least for the start, Chinese e-commerce giants are expected to be focusing on product
categories where other competitors have left space or where product categories are lagging behind
for online sales. Today’s consumers in the 18 observed European countries are feeling most comfortable buying IT products online (online share: 38 percent) over other product types. However,
less popular online category sectors such as Telecommunication (online share: 21 percent), Consumer Electronics (online share: 22 percent) and Small Domestic Appliances (online share: 28 percent) are again showing high levels of online growth in the first half year 2018 – making these the
product sectors to watch for increasing levels of online sales activities.
Mobile devices will be further spurring the e-commerce market
For a growing number of tech-savvy, time-poor consumers, shopping from a smartphone or tablet is
becoming an increasingly popular way to buy online. For more than every second technical durable
goods shopper in 2018, ‘their mobile device is becoming their most important shopping tool’ with a
significant upward trend (2015: 40 percent), according to a recent GfK study. Again, the Chinese ecommerce giants are well positioned in the area of m-commerce through many years of experience
in their home markets. Buying mobile is already mainstream in China, and for more than 80 percent
of all technical durable goods shoppers in China, their smartphone or tablet is the preferred shopping device (GfK study from 2018).
Key retail players in Europe with a competitive advantage
Strong alliances amongst key players in Europe will be able to address these new challenges in the
retail sector. Partnering retailers will take competitive advantage of their unique omnichannel selling
propositions – allowing them to bring the best on- and offline shopping experience to their customers through new technologies, joint innovation activities, and co-investments into big data analytics.
As much as the ongoing changes in Europe can be seen as most disruptive for technical consumer
goods retailing, ‘traditional’ retail has not lost its attraction: The percentage of consumers who believe that physical stores today are less important than a few years ago has not changed over time
(2015: 43 percent vs 2018: 43 percent).
Note: * Comprises the countries: Austria, Belgium, Czech Republic, Denmark, Finland, France, Germany, Great Britain, Hungary, Italy, Netherlands, Poland, Portugal, Russia, Slovakia, Spain, Switzerland and Ukraine.
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About GfK's methods
Through its retail panel, GfK regularly collects data in more than 75 countries worldwide on technical consumer goods (TCG) sales. The GfK retail panel receives reports from 425,000 individual
retailers in over 120 different sales channels. All figures are related to the overall TCG online market.
Meet GfK at IFA in Berlin, August 31 to September 5, 2018:
Come and chat with our experts in the GfK office at the IFA (VIP Room 2, Großer Stern).
At IFA 2018, GfK will be publishing press releases relating to the sectors IT, TV, Smartphone, Audio, Small Domestic Appliances, Major Domestic Appliances, Smart Home and Online Retail.
All information is available at: https://www.gfk.com/press-room/press-releases/
About GfK
GfK connects data and science. Innovative research solutions provide answers for key business
questions around consumers, markets, brands and media – now and in the future. As a research
and analytics partner, GfK promises its clients all over the world: “Growth from Knowledge”.
For more information, please visit www.gfk.com or follow GfK on Twitter: https://twitter.com/GfK.

3

