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The German online retail sector has reached record highs, fueled by the
COVID-19 pandemic. Eco-friendly credentials increase in appeal while
the growth in older consumers offers future opportunities.
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Report Content

EXECUTIVE SUMMARY

Key issues covered in this Report

• Mintel's perspective

• Act on growing sustainability awareness

Impact of COVID-19 on online retailing

• COVID-19 accelerates the shift to online

• COVID-19's impact on online retailing and German consumer behaviour

Market context

• Online sales continue to grow strongly, escalated by COVID-19 despite a slowing economy

- Graph 1: key economic data, in real terms, 2019-22

Mintel predicts

• Market size & forecast following COVID-19 outbreak

• The online market reaches record heights

- Graph 2: online retail turnover, 2016-21

• Online retailing market reaches 11.5% of all retail sales and will continue to grow

- Graph 3: online as % retail sales, 2016-26

What consumers want and why

• Consumers want: to buy clothes, footwear and accessories online

- Graph 4: top five product categories for online shopping in the past 12 months, 2019-21

• Consumers want: to buy clothes, footwear and accessories online

• Consumers want: to use digital payment tech when shopping online

• Consumers want: to get a deal

- Graph 5: services used when purchasing products online in the last 12 months, 2021

Opportunities

• Address the growing sustainability awareness

• Highlight ethical qualities to create a point of differentiation

• Leverage the power of social media to strengthen the online offer

• Use influencers for further online engagement

The competitive landscape

• German online retailing remains a concentrated market

- Graph 6: leading online retailers' estimated shares of total online sales, 2020
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• Amazon keeps its crown as the top online retailer

• Ebay could benefit from a rise in the second-hand market & economic downturn

• Quick download resources

MARKET DRIVERS

• COVID-19: market context

• The impact of COVID-19 on the German economy

- Graph 7: key economic data, in real terms, 2019-22

• The impact of the economy on the market

• Device usage to access the internet

- Graph 8: internet access methods, 2021

• Germany's grocery retail landscape is shaped by a discounter culture, but supermarkets dominate the online sector

• Shifting financial outlook makes it essential to attract younger consumers

- Graph 9: maximum total population by age, % share, 2020-30

• Socially conscious consumers focus on ethical lifestyles

- Graph 10: food and drink launches with ethical/environmental claims, 2018-21

• Brexit: some disruption for German trade will be inevitable

MARKET ACTIVITY

Sector size and forecast

• Online to maintain an upward trend

• COVID-19 drives online retail through the roof

• Online retailing reaches 11.5% of all retail sales and will continue to grow

- Graph 11: online as % retail sales, 2016-26

• Online sales per capita exceeds €1,000 barrier first time

- Graph 12: online sales per capita € (incl VAT), 2016-26

Consumer spending

• Consumer spending grows steadily, also in light of a COVID-19-induced recession

- Graph 13: consumer spending on food, drink and tobacco, €bn, 2014-20

• Reduced VAT to boost consumption

- Graph 14: Consumer Price Index total, 2018-21

Channels of distribution

• Germany's online retailing landscape

- Graph 15: retailers shopped with, 2021
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WHAT CONSUMERS WANT AND WHY

Impact of COVID-19 on consumer behaviour

• COVID-19 has accelerated the rise of online shopping

• 38% of German consumers shop more online since the outbreak of COVID-19

- Graph 16: online shopping since the COVID-19/coronavirus outbreak, 2021

• High levels of concern push customers online and away from stores

Participation and frequency of shopping online

• Online shopping solutions to better suit the influx of older online shoppers

• Online shopping has become nearly universal in Germany

• Almost a third shop online at least once a week

- Graph 17: frequency of online shopping, 2020 vs 2021

• Turning grey into gold

- Graph 18: lowest frequency of online shopping, by age, 2021

• Turning grey into gold

Products bought online

• Groceries, furniture and garden products see biggest growth in online retailing

- Graph 19: products bought online in the past 12 months, 2019-21

• Younger cohorts drive majority of product categories bought online

- Graph 20: products bought online, by age, 2021

• Fashion remains the most prominent online category

• Online groceries receive legacy boost

• Millennial men are spearheading online grocery shopping

- Graph 21: consumers who regularly spend the most money in online grocery stores, by age and gender, August 2020

• Those aged 45+ particularly drive the DIY and/or garden product category

- Graph 22: products bought online, by age, 2021

• DIY and garden products see sustained growth

Retailers shopped with

• Retailers without physical stores most common with German online shoppers

- Graph 23: retailers shopped with, 2021

• Online-only retailers most common with German online shoppers

- Graph 24: retailers shopped with, by age, 2021

• Amazon remains the most popular online-only retailer

- Graph 25: online-only retailers shopped with in the last 12 months, 2021

• Amazon usage is near universal in Germany
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• Second-hand websites could experience a boost

• MediaMarkt/Saturn and drugstores/perfumeries lead as the store-based retailers when shopping online

- Graph 26: retailers with physical stores shopped with in the last 12 months, 2021

Shopping online with social media and marketplace platforms

• Engage with consumers digitally

- Graph 27: shopping online with social media and marketplace platforms, 2021

• Social media presents good prospects to strengthen the online offer

• Men find more products on YouTube

- Graph 28: shopping online with social media and marketplace platforms, 2021

Financing options used for online shopping

• Digital payment technologies come to the fore

- Graph 29: [no title]

• A cashless society gets closer

• Almost half used point-based bonus programmes when shopping online

- Graph 30: services used when purchasing products online in the last 12 months, 2021

• Getting a deal has become a fun and social pursuit

Behaviours related to online shopping in the last 12 months

• Majority of Germans are interested in online fitting tool

- Graph 31: behaviours related to online shopping in the last 12 months, 2021

• Leverage the power of technology

• Expert human advice is back in fashion

Behaviours towards online shopping

• Sustainability becomes a key trend in online retailing market

- Graph 32: behaviours related to online shopping, 2021

• Sustainability drives online purchase

• Ethical qualities: a point of differentiation

• Eco-friendliness adds value to the brand – but beware of greenwashing

• Online to continue to ride on the convenience trend

• Localism finds a new voice in online shopping

RETAILER ACTIVITY

Leading retailers

• Amazon remains the undisputed online market leader

• Ebay could benefit from a rise in the second-hand market & economic downturn

• Otto forms a new collaboration
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• Leading retailers: revenues

Market share

• German online retailing remains a concentrated market

• Amazon, Otto combined account for half of the market

- Graph 33: leading online retailers' estimated shares of total online sales, 2020

• Detailed market shares

Retail innovation

• New partnerships, new opportunities

• Leveraging the power of AI to enhance service

• Sustainability comes to the fore

• Lidl and Aldi set their eye on online grocery

• Competition heats up

• Online retailing landscape gets more crowded

• Localism: a growth driver

• Speedy delivery: a point of difference

• Gorillas embarks on a global expansion strategy

• Rapid delivery services could threaten the established order

• Online grocery giant Rewe experiments with QR tech in brick-and-mortar

Advertising activity

• Amazon focuses their TV ads on diversity in Germany

• German TV 'climate pledge fund' ad in November 2020

APPENDIX

Appendix – products covered, abbreviations and consumer research methodology and language usage

• Products covered in this Report

• Abbreviations

• Consumer research methodology

• A note on language

• Forecast methodology

• Forecast methodology – fan chart

• Market size and forecast – value

• Market size and forecast – value – best- and worst-case
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About Mintel Reports: Germany

Access our reports now and get the most
accurate, credible and powerful data, insights
and analysis. Mintel Reports Germany gives you
everything you need to know about what German
consumers want and why.

In each report, we're analysing the market, new
product innovations and the competitive
landscape, as well as consumer behaviours
across Germany. Our local analysts, supported by
our team of global experts then translate it into
what it means for you.

What makes us unique?

A 360-degree view of German
markets

Experienced analysts based in
Germany

Expert-led support from global
category experts

How Mintel Reports Germany will help your business grow:

Identify future
opportunities by
understanding what
German consumers want
and why

Make better decisions
faster by keeping
informed on what's
happening across your
market

See the trends and innovations
impacting Germany both on a
local and global level
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Americas: +1 (312) 932 0400
China: +86 (21) 6032 7300

Germany: +49 (0) 211 3399 7411
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Thailand: +66 2 821 5122

UK: +44 (0) 20 7606 4533



Disclaimer
This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a German licensed
market survey agent (See Research Methodology
for more information).

Terms and Conditions of use
Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.

Published by Mintel Group Ltd
www.mintel.com

Help desk

UK +44 (0)20 7778 7155

US +1 (312) 932 0600

Australia +61 (0)2 8284 8100

China +86 (21) 6386 6609

Germany +49 211 2409023

India +91 22 4090 7217

Japan +81 (3) 6228 6595

Singapore +65 (0)6 818 9850
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