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Press release

eCommerce in Germany: Highly varying regional
potential for product lines

First GfK study on regional online potential

Bruchsal, Germany, October 5, 2016 — The distribution of online po-
tential for product groups such as food, clothing, consumer electron-
ics and DIY items differs substantially from region to region. Today
GfK published its findings in the first-ever study on regional online
potential for 17 product groups in Germany.

The GfK study is based in part on anonymous and aggregated channel-
specific purchasing data from GfK's consumer panels for the product
groups in question. Using geostatistical comparisons, GfK's experts deter-
mined the regional online potential for 17 product groups for all regions in
Germany. The data reveals the regional distribution of online potential for
product lines down to the level of Germany's municipalities and postcodes.

"Our data on regional online potential gives stationary and online retailers
valuable insights into the diverse opportunities and challenges in their ac-
tive markets," explains Simone Baecker-Neuchl, head of the Geolnsights
division of GfK's Geomarketing solution area. “As such, the new study pro-
vides a key decision-making basis for numerous company areas, from mar-
keting and category management to expansion endeavors."

Below are findings from the new GfK study on differences in the regional
distribution of online potential for four product groups:

Food

While the distribution of the total food purchasing power (i.e., stationary and
online potential combined) is very balanced, there are more pronounced
regional differences in the distribution of online potential. Ordering food
items online is not yet a wide-spread practice in Germany. Even so, there
are regions of significant interest: The online potential for food items is sub-
stantially above average in large cities such as Munich, Frankfurt, Stuttgart,
Hamburg and Berlin, as well as in the surrounding areas.

In contrast to the total purchasing power for food, online potential for food is
especially concentrated in the city centers of these metropolitan areas. This
has both supply and demand reasons. One explanation is that the online
food offering is larger in cities. Online food retail generally requires signifi-
cant logistical effort, but the shorter distances within cities reduce this fac-
tor. Another reason is that start-ups often test new concepts in large cities
and limited distribution areas. An additional explanation is that large cities



have high concentrations of target groups for whom the delivery cost of
online food orders is not a deterrent, either because they have limited time
to shop or are simply more open to trying innovative retail offerings.

There is a notable difference between the potential in the western and
eastern parts of Germany: The areas outside of cities in Germany's eastern
federal states have a significantly below-average online potential for food,
which is in accordance with the lower total retail purchasing power in these
regions. However, there are also fewer online food suppliers in these are-
as. It is thus unclear whether supply or demand issues are ultimately the
cause of the below-average online food potential in these regions.
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Clothing

At first glance, the geographic distribution of online potential for clothing
appears to track with that of the general purchasing power: Inhabitants in
the greater metropolitan areas of Munich, Rhine-Main, Stuttgart and Dus-
seldorf have an above-average online clothing potential.

However, compared to the overall purchasing power for clothing, online
potential is less pronounced in these large cities. This is due to the wide-
ranging stationary retail offering in large cities and the generally higher
expenditures on clothing in these areas.

On the whole, regional differences in online potential for clothing are rela-
tively minor. Online shopping for clothing is already very wide-spread in
Germany, with offerings catering to every consumer preference. Online




clothing offerings sometimes also compensate for gaps in stationary retail.
This is particularly true in rural areas, which intensifies the competition be-
tween online and offline retail there. By contrast, the comprehensive sta-
tionary offering in larger cities dampens this competition.
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Consumer electronics

As in the case of clothing, there are only moderate differences in the re-
gional distribution of online potential for consumer electronics. Consumer
electronics products have long since been offered and purchased online,
so consumers routinely consider this channel when making purchases.
Given the lower general purchasing power in many eastern regions of
Germany, the strong online and total potential for consumer electronics in
these areas is notable.

The study also shows high online potential in Germany’s main metropolises
as well as in cities such as Braunschweig, Bremen and Halle/Leipzig, de-
spite the broad consumer electronics stationary offering in these areas.
This contrasts with the pattern of online potential for clothing, which is
prominent only in the most populous cities. Reasons for this include the
generally above-average affinity for technology products in densely popu-
lated areas as well as the greater comparability and price sensitivity of con-
sumer electronics products.

The online potential for consumer electronics to a certain extent influences
the pattern for overall purchasing power for this segment, because the
online market shares are already relatively high.
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DIY products

This segment has an entirely different regional distribution of potential
compared to the previously considered product groups. The total purchas-
ing power for DIY is generally higher in eastern and northern regions of
Germany. Interestingly, the online potential for DIY products even further
outpaces the national average in these areas.

This segment exhibits a stark urban-rural divide, which is apparent in the
distribution of both the total purchasing power and the online potential. This
potential is lower in cities and higher in rural regions, which is due to the
larger per-capita living and garden spaces in areas outside of cities. The
unusually high online potential in eastern Germany is also a reflection of
regional behavior patterns and values such as autonomy and neighborli-
ness.

Also, the lower overall purchasing power in these areas means that those
unable to afford hiring craftspeople tend to do this work themselves. This
fact additionally strengthens the online potential for DIY products, because
the online offering can be used to directly compare prices among retailers.
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Additional information on GfK's regional market data can be found at
www.gfk.com/marketdata.

Print-quality illustrations can be found here.

About the study

Available as of October 20186, this first-ever GfK study on regional online
potential offers insights on the distribution of potential for 17 product lines
via the online channel in Germany. The study also draws on aggregated
and anonymized information on the online and offline purchases of a repre-
sentative sample from GfK's consumer panels of approximately 30,000
households in Germany. On the basis of this consumer information, GfK's
Geomarketing solution area determines the regional, product line-specific
online purchasing power through socio-demographic comparisons and
geostatistical modeling.

About GfK

GfK is the trusted source of relevant market and consumer information that
enables its clients to make smarter decisions. More than 13,000 market
research experts combine their passion with GfK’s long-standing data sci-
ence experience. This allows GfK to deliver vital global insights matched
with local market intelligence from more than 100 countries. By using inno-
vative technologies and data sciences, GfK turns big data into smart data,
enabling its clients to improve their competitive edge and enrich consum-
ers' experiences and choices.



http://www.gfk.com/marktdaten
http://www.gfk.com/fileadmin/user_upload/dyna_content/Global/documents/Press_Releases/2016/online-potential.zip

Additional information can be found at www.gfk.com.
Follow us on Twitter: www.twitter.com/gfk.
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