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Key Research Objectives

O—I How are consumers' commerce behaviours O 5 What role does re-commerce play in
evolving since 2021? consumer behaviour and sustainability?

We measure penetration, frequency, and spend across online We examine second-hand shopping behaviours and their role in

and offline channels to identify shifts in shopping habits. circular consumption, alongside consumers' willingness to pay for

eco-friendly delivery.

O 2 Which product categories and channels O 6 How are emerging technologies and Al
drive online vs offline purchases? shaping the shopping experience?

We map category preferences, brand choices, and platform We measure interest, comfort, and trust in AR/VR, Al-powered
usage to understand where and how consumers shop. tools, and data-driven personalization.

O 3 What drives satisfaction and what barriers O 7 How do consumers perceive and respond
limit online shopping growth? to influencer marketing?
We assess key motivators, pain points, and satisfaction levels by We identify the platforms, content types, and triggers that
category and shopping experience. convert influence into purchase.

Oll- How are payment methods shifting towards
digital and cashless solutions?

We track adoption, trust, and security perceptions of modern
payment options, from mobile wallets to deferred payments.
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Research Set-Up & Methodology

CAWI INTERVIEWS
Data collected with high quality standards.

SAMPLING

Sample size is composed of 1.000 people representative for the
Belgian population 18-59, for thorough in-depth analysis.

FIELDWORK
The data were collected between 20/10/2025 to 07/11/2025.

STRICT WEIGHTING

We applied strict weighting procedures based on language, gender,
age, region, social groups, education level & urbanization.

;;334' ".‘
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The state of

Phygital
experience In
Belgium




Belgium's E-commerce penetration still expending

From 92% in 2021 to 97% in 2025, most consumers intend to buy status-quo or even more online in
the future

ONLINE
2021 SHOPPING 2025

92% | 97%

@@@

Increase Status Quo Decrease Increase Status Quo Decrease

FUTURE
INTENTION

Did you purchase online in the last 12 months ?

Are you planning in the future to increase or decrease your share of online purchases ? Choreog ra ph | WPP Media




People are nomadic shoppers

Worlds are blending, no more separate ways of buying

Webrooming

+20% points
vs. 2021

/4%

Smartphone
usage in-store
for comparison

+14% points
vs. 2021

\

O
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Online vs. offline : different behaviours, different baskets

7 Belgian on 10 shop online on a monthly base, while more than 8 out of 10 shop offline every 1to 3 weeks

Online vs. Offline purchase frequency

18 23 18
7 13 - 3.03.0
Every Every2to Every Every 2 Less often Never
week 3 weeks month  months

Online m Offline

How often do you shop online/offline ?
What's the total amount of your last online/offline purchase ?

Online vs. Offline average spend last time

Online Amount | I
115€

|

French 104€
18-29 153€
30-39 110€
40-49 104€

50-59 95€

Offline Amount

103€
Dutch 83€
18-29 145€
30-39 85€
LO-49 92€
50-59 96€

choreograph | WPP Media



2025 vs. 2021

The divide is great between categories

Some thrive online, some still are offline strongholds

FMCG
ONLINE | 0% |-5% 1% -4% 1% 4% 4% 1% 21% 2% 7% 1% 1% 5% -4% +2% 5% +1% -10% +1% +6% -6% -11%
OFFLINE | +6% |-19% 5% -8% -8% -10% 2% -2% -28% -1% -12% 0% 2% -10% +2% -2% 8% +2% 9% -1% -11% 2% 2%
:——————-——----: i I————————————————————|
PAC o '0") 30: 7 7 -00 1
: W o ok BE R 8% 129 " W12 % 13% : '
| : ° i 0 3 B 16% 1~ Wie%los Ml .. ]
L% us e | | ° |
I 1 !
wl 19%  16% 1 i i
Z1 121%  5so I !
ot ! ° 23% 4% 16% ! '
|_|_| 1 ° o, © 1
ol 1 2% 19% ! I
g i 9% 20% 19% % 9% 1% g i i
i : ° 19% I 18% '
ol | 20%1 _ |
L | 1 1 14% i
I i ! I
1 1 ! 1
1 1 ! 1
I
1 I I I
i i
) ) S o &) Q ] ) ] oS S o oS ]
& & & o‘}' : ®°® ¢ GRS & o oé' \'\\(9 &OA < o‘} & e@e
X X ,,bo b N Q "bo .Q&' QQ -Ibo %Q 6 X0 '5" b \,\\ QO
o5 Q\\ Q‘O \‘Q\\ b&o Q\\ o ¥ Q\\ Q,\O CJ\O (-\\O QJ\O > &00
5 2 > < e R & .2 R 5 N
& & b’bo @o‘\ ‘\Q}%& & OQ‘ O‘i\\o & Qo‘& & (\o\'b
) )
NG s\oo & o é"b 6\0 \.&o S \Qo \‘-\\o
3 & & &L A <& @
t\bo 6\3 0‘\\\ @'b b @ 60
¥ F N © ) ¢
Q & o° Q
S 2 650
>
F ¢

wing product categories, can you indicate which situation best suits you ? | buy ...

I In-store only

More in-store

" Equally both  ®mMore online  ® Online only

choreograph | WPP Media
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Multichannel buying - Omnichannel presence

A 2025 vs. 2021 comparison across categories

o . .
26% of people buy equally offline and online on
19%  19% average, which shows that shopping is
o (o]
becoming more fluid and without clear
16% .
14% . boundaries between the two
13% 3%
10% 99, 3%
6% 6% 5%
4% 3% 3%
2% 1% 1% 0%
S ) S s S S ) S @ Lo© S o 2> 3 ) o ) ) o )
& & & ¢ T & &S P S & &S
N\ N\ b b QO N <O AN b A\ o (7)) ) ) S ‘D X>_ZO
Q o o S N S X & X X X L -3%
& = & 3 3 S 0 N > © N < Q Q Q N o)
< N4 & &3 q\Q & : & Y & R R R &
& E & © Si N « o & @ & o@&
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2 2 & D & <
Q >
&

For each of the following product categories, can you indicate which situation best suits you ? (I buy equally online and offline) .
% = difference between 2025 and 2021 results. Choreog raph | WPP Media



Sensory experience and rising costs drive online slowdown

People seek sensory experiences and low-cost delivery options, especially as purchasing power keeps

declining

TOP 3

4L8%

33%

28%

Preference for Delivery costs too Limited budget or

seeing and touching high financial constraints
products in store
10 Why do you think you will reduce your online purchases?

19% 18%

15% .
13% 12%

2%

Environmental Received products  Concerns about Difficulties returning  Something else Delivery times too

considerations  of lower quality than  personal data online purchased long
(packaging, expected security items
transport)

* Only account for people who purchase online
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When deals, high choice and comfort power e-commerce growth

TOP 3
S54%
46%
L3%
3% 42%
38%
24% 239,
19% 18%
4%
Better deals and Ability to easily Convenience andiGreater variety of Fast and reliable Safe and varied Efficient and Online reviews Better user Something else
promotions online compare prices habit of shopping, products online deliveries payment options responsive and product experience on
and products from home customer service recommendations websites

1 Why do you think you will increase your online purchases? * Only account for people who purchase online Choreog ra ph | WPP Media



Satisfaction is increasing of 27% on average across all categories

since 2021

25 vs.21
. 75 7.7
Tourisme +18%
I 7.3
Pharma products (No prescription) +33%
. 7.4 .
Beauty/Hygiene products e +21%
. 7.3 7.6
Everything related to pets e +26%
7.3 7.5
Toys (o] +24%
7.1 7.5
Shoes e +399%
. 7.2 7.5
Clothing e +26%
» . 72 7.4
Small kitchen appliances . +939
Utiliti 7.1 3
ilities
+33%
L I 7.0 7.4
arge appliances ' +40%
. 7.1 7.4
Telecommunications ' +909
: . 72 7.4
Small maintenance appliances e 7%
12 How satisfied were you with your online purchases in each of the following categories? (0-10 scale)

Small decoration items
Office supplies

Sports products

DIY products

Garden items

Personal financial products
Small home furnishings
Large home furnishings
FMCG

Baby food and products

Car, motorcycle and accessories

7.0

7.0

6.7

6.9

o
6.7 7.0
o

* Only account for people who purchase online

67 6.9
O
6.5 6.8
O
6.5 6.7
o
2021 ©2025

N

0: O
N

N
W

o: 0: O:
(6} (6}

25 vs.21

+33%

+32%

+20%

+52%

+31%

+24%

+12%

+30%

+20%

+28%

+18%

choreograph | WPP Media



Today, consumers are more satisfied regarding all online shopping
assets compared to the past

7.1/1 o 2021 Average satisfaction score 2025} 7.3/1 0

25 vs.21 25 vs.21
7.3 7.6 7.2 7.4
Choice options : +34% Correctness of delivery - @ +19%
) 7.5 7.6 7.97.3
Payment processing - @ +12% Integrity of the package ‘ +11%
7.1 7.6 ) ) 6.9 7.3
Ample stock or inventory : e +51% Details available about product : : s
. (description) °
Ease of online shopping ‘ e +14% ' ' 7.17.2
(Visual) presentation of products : O +13%
7.4 7.5
Variety in payment options ‘ +12% 6.8 7.2
- Flexible return conditions : e +36%
7.3 X
Quality of products : +18% 67 7.0
: ) 70 75 Shipping price « 0 +39%
Tracking options (track & trace) e +27% P 70
;3 75 Flexible attitude in case of problems © +36%
Offered product prices : +17%
R R @ ’ 66 6.9
7.2 7.4 Reliability of reviews : +97%
Ease of finding products online ‘ +21%
24 65 6.7
) ) 7.2 . Contact options for questions . 9
Delivery times 0 +21% e ¥25%
13 If we talk about your satisfaction with the various aspects of online shopping, how would you generally rate each of the following aspects? (0-10 Scale) 2021 .2025 Choreog raph | WPP Media

* Only account for people who purchase online



From search to sales : the rise of online specialized shops

Consumers increasingly buy and search through specialized shops, marking some growth since 2021

Search options for buying products Type of online shops used to buy

Google search engine 18% 31% Supermarkets 22%

Specialized online store 16% 35% Physical retail chains 16%
Amazon 16% 25%
Brand websites 8%

Physical retail chain website 9% 29%
o) o)
Other specialized stores 2% 24% Google 6 /0
_______________________________________________ 1 Total online
Second-hand website = §% 18% Amazon 27% : specialised shops
. . |
Brand website directly | 5% 21% Apple 5% A : 49% +13% vs. 2021
Other search engine 5% 7% ) I . 73% -5% vs. 2021
Total online Other specialised online stores 30% 1
Comparison website 4% 16% specialised shops W L e .!

43% +11% vs. 2021 YouTube 8% {05

78% +/% vs. 2021 Social media websites = 13%

Second-hand websites  10%

YouTube 2% 4%
Social media websites 29 7%

Gaming websites 1% 3%

First choice

Apple 1% 3%
- Total Comparison websites | 11% Regularly

Generative Al (Chat-GPT, etc.) 1% 5% B Occasionally

Gaming websites 5‘7

Somewhere else 3% 10%

* Only account for people who purchase online

How fi td b ducts online in following t f online shops ? .
ow frequent do you buy products online in following type of online shops Choreograph | WPP Medla

If you wish to buy online a product or service, via which sites do you search this product ?




The war of keeping consumers

Current consumers come back regularly to the brand they know

35%
Other specialised online stores, 30%
30%
Amazon, 27%
25%
Supermarkets, 22%

R
a 20%
_: . . .
g Physical retail chains, 16%
(24 N

15% . . . L] L4 ° °

Social media websites, 13% LA
o°®
® i . . o
Leest’ Second-hsreIREHSRA MR tes 1%
Y L)
10% YouTube, 8% b’ )
LA Brand websites, 8%
° L]
Google 6%°°"°
App|é§g%c£r?g-\?/éebsites, 5%
5% o*
0%
0% 10% 20% 30% 40% 50% 60% 70%

Regular + Occasional %

15 How frequent do you buy products online in following type of online shops ? Choreog ra ph \ WPP Media



Regular consumer - core fans

Amazon, Supermarkets & Social Media show the biggest increase of regular consumers

16

Regular - 2025 %

Regular 2025 vs. 2021

35%
30%
25%
Supermarkets
20%
Pnysical retail chains
15% . . .
. Social media websites
SeSSTmRRLISQT, NEbs kes
10% YouTube .
Brand websites
.Google .
ApBRINIng w%lbsnes
5%
0%
0% 5% 10% 15%

Regular - 2021 %

How frequent do you buy products online in following type of online shops ?

20%

Other specialised online stores

25% 30%

choreograph | WPP Media



Occasional consumers, growth based on occasion

Amazon & Specialised stores show the biggest increase based. Occasionally has a big
impact on the specialised stores; category linked.

Regular + Occasional 2021 vs 2025

o 70% . .
o~ 0% Other specialised online stgre
n
N
o
N
1 60%
©
&
‘n
8 50%
o
+ S kgse® "
- upermar<g.s' Comparison websites
@ Brar;ddv’e.bswes ®
— 40% °®
= ....‘ e O
g o *°* " Second-hand websites
o o ?®
..
30% ....ooo
..
Social media w_ebsités.
..
L)
Google Gagnimg Websites
20% Apple o3
PP By ouTube
[ J
10%
0%
0% 10% 20% 30% 40% 50% 60% 70%

Regular + Occasional - 2021%

17 How frequent do you buy products online in following type of online shops ? Choreog ra ph \ WPP Media



Lots of people still need to be convinced

Some platforms have cut through, but it takes time

8%
12%
16%
O,
39% e -
(e}
35% 18%
13% 1%
38%
O,
23% % 7%
21% 24%
34% 31%
18% 17% 15% 15% 12% 12%
N o
o N P N s «® e (Q
MO A AP o
W AS AS 2 &
< L
A%
2258921 +32% +38%  +27% +28% +31%  +26%  +21%  N/A
vs.

18 How often do you shop online at each of the following online stores?

N/A

10%

53%

15%

27%

7%

N/A

Regular

+25%

Occasional Churned
23%
30%
19%
30%
22% 22%
L% L% L%
\\)e °'§ (\87
(Lb
+14% N/A +10%

* Only account for people who purchase online
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Amazon & Bol, clear market leaders

Zalando & Farmaline are on the lookout for more regular consumers

40%

35%

30%
w 25%
1™
(]
P
2
Q0
= 20%
AL
2
8 Zooplus, 17%
X 15% SHEIN, 15%

. P
Vlnted,.12%'
L[]
g Temu, 109°
o’
S e *Take Away, 7%
°® -
5% Ryanair, 4% ..t\fe.epee, 5% L Brussels Airlines, 7%
o*8Jchands. 4% Cool Blue, 4%
0%
0% 10% 20% 30% 40%
Current buyers
19 How often do you shop online at each of the following online stores?

Bol, 34%

Amazon, 31%

Farmaline, 15%

Booking.com, 12%

Notino, 8%

50% 60% 70%

* Only account for people who purchase online

choreograph
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Physical thrive on experience, online wins on convenience

Data reveals a consumer split : tactile in-store engagement versus efficient digital transactions

WHY GO FOR PHYSICAL
SHOPPING ?

56%
44%  42% 41%
° °© 39% 38% 38% 349, 32% 319
R N P P
WO Q@ & o & S @
R 07 &R s
<2 ®
e\

A online shopping (0-10 scale).

You will now see a series of words. For each word, please indicate whether it is more applicable to physical shopping or more closely related to

WHY GO FOR ONLINE
SHOPPING ?

(o)
85% 85%
81% 81% -
9% 78% 78%

. OQ @b .2 & c—:\ 'b\ & & S )

SIS o R & L S «® >
X o QY N & & B¢ ®
© S « S &9

& e

. \46
&
&
Q_
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Paying smart
In the digital
age




Traditional payment methods outpace digital wallet adoption

While cash remaining a strong secondary choice

7% 9% 1%
(o)
7% 7%
21%
O,
28% 089
41%
59% 56%
26%
Debit card Payment via Online bank
banking app transfer
22 What payment methods do you use for your everyday purchases?

9%

24%

40%

26%

Cash

Regularly

Payment methods used

31%

18%

32%

19%

Credit card

Occasionally

39%

16%

29%

16%

PayPal

Sometimes

63%

13%

14%

10%

Klarna

Never

71%

13%

10%
5%
Google Pay

75% 75%
1% 14%
8%
7 10%
6 (o) 2%
Apple Pay iDEAL

choreograph | WPP Media



Digital payments are mainstream, cashless stores still divide

Acceptance of fully cashless shopping remains far from universal

How consumers balance digital
payments and cash

| only use cash 3%
I mainly use cash 1%
| use digital and cash equally 32%
| mainly use digital payment methods L4 %

| only use digital payment methods 1%

What is your opinion on cashless shops?

& How often do you use digital payment methods compared to traditional cash?

Opinion towards cashless shops

TonS

have a negative
opinion of cashless
shops

35%

B Very positive Positive Neutral Negative MW Very negative

choreograph | WPP Media



Security concerns still shadow
digital wallet adoption

Even with rising usage, trust gaps around fraud,
privacy and data protection persist

Very concerned

Some doubts

Rather neutral

Very concerned

Not concerned at all

Do you have any concerns about the security of digital wallets?
Do you currently use a digital wallet for your daily transactions?
Digital wallet = is a secure app for storing and using electronic payment methods




Re-commerce
as a driver of

sustainable
consumer
choices




From thrift shops to clicks : the second-hand shift

With 65% buying pre-owned goods, motivations focus on value and sustainability, yet need of new
products and quality concerns slow online growth

Why buying clothes from second-hand ?

Regular buyers
97%
74% 73% 66%
65 / i Save Money Ecology Quality Vintage items
o 50% Occasionnal buyers
buy second
hands items - Why NOT buying second-hand products ?
Never buy — 79% 70% 67%
37%
u Preference for Lack of Lack of Bad previous
new products confidence knowledge  experiences
quality about re-
commerce

Have you ever bought second-hand items?

26 You mentioned buying second-hand clothes, so why do you buy from re-commerce platforms? Choreog ra ph | WPP Media
You have indicated that you do not (yet) purchase second-hand goods via online re-commerce platforms, why ?



Fashion leads the second-hand market

Apparel leads followed by books, media and toys, while electronics, books, cars and DYI or materials are

lagging behind

Category buying

Clothings & accessories

Books & media

Toys & games

Furnitures and Home deco Furnitures and Home deco

Electronics Electronics

Cars Cars

Tools/Materials, DIY Tools/Materials, DIY

Other

For which of these category of products do you already bought second-hand products ?
For each of the categories you selected, when did you last purchase these products?

Other

27

Last purchase by category

38% 42% M% | 9%

36% 31% 17% 15%

25% 42% 15%
Last month
20% 39% 23% 19%
Last 6M
M Last year
25% 37% 26% 1%
B Longer
14% 12% 23% 50%
25% 42% 13% 21%
15% 30% 33% 23%

choreograph | WPP Media



Vinted leads the second-hand platform market
Usage reach 39%, driven by Vinted's dominance, specialized sites and general platforms trail, with
Facebook Marketplace in 4th

Type of platforms used to buy second-hands products

Regular users

3 9 % 27% o 45% 43%

Occasionnal users 30%

use second 20%

hands platforms

—
N
R

6% 6%

Vinted

Never used

Something else

General platforms
(2dehands,etc)

Specialized fashion platforms
(Vestiaires Collective, etc)
Platforms for resale between
individuals (Facebook
MarketPlace,etc)
Groups for resale between
individuals (Facebook, Insta,
etc)

Specialized electronics
platforms (Back Market,etc)
Specialized real estate and
decoration platforms
(Troc.com,etc)

WPP Media

Have you ever purchased items on re-commerce platforms?
What type of shop do you use for your second-hand purchases? ChoreOg raph

28



Sustainability is on the radar, but price sensitivity persists

Durability is valued in online shopping by 47%, but converting intent into paid green delivery
choices requires overcoming cost barriers

Importance of environmental protection in online shopping Willingness to pay for eco-friendly delivery

Very important 15%
Rather important 32%
Neutral about sustainability 38%

Not really important 7%

Not important at all 9% )
M Yes, always © Yes, but rather occasionally m No, never

What do you think about the importance of environmental protection and sustainable development in online shopping?

29 Would you be willing to pay extra for more environmentally friendly delivery ? ChOfeOg ra ph | WPP Media



Balancing green values with delivery speed

The challenge for ecommerce is to meet sustainability goals without scarifying convenience

What matters more: the environment or getting your delivery fast?

34%
20%
17%
o,
12% 10%
7%

Prioritize Greater importance to Try to find balance Greater importance to  Prioritize delivery  No specific preference
environmental impact, environment than between environment delivery speed than speed, regardless of between the two
regardless of delivery delivery speed and delivery speed environment environment

speed

30 How do you balance the environmental impact associated with e-commerce with the convenience of fast delivery services? Choreog ra ph | WPP Media



The future is
intelligent




Quick reminder
Worlds are blending, no more separate ways of buying

91%

Webrooming

+20% points
vs. 2021

/4%

Smartphone
usage in-store
for comparison

+14% points
vs. 2021

N

C

choreograph | WPP Media



AR & VR in all if this?

There is some interest, but people are not enthusiastic about it

VR/AR technology usage

9%

S4%

has heard of AR &
VR technologies 45%

Yes, | have used it before No, but | have heard of it ENo, | don't know what it is

Have you ever used this type of technology (Apple Vision Pro, VR headset, etc.) ?
3 To what extent are you interested in using such technologies for your online purchases?

Interest in using VR/AR for online shopping

17%

34%

18%

1%

B Not at all interested in
VR/AR for online
shopping

Not very interested in
VR/AR for online
shopping

Neutral about VR/AR
for online shopping

Somewhat interested in
VR/AR for online
shopping

Very interested in
VR/AR for online

shopping

choreograph | WPP Media



It's all about Al, isn't it?

Still some ways ahead for people to get comfortable with Al

Comfort with Al assistance during online
shopping

10%

S50%

feel somewhat
comfortable

o, . o
A% with Al sl
B Not at all Rather not Rather Completely
34 How comfortable are you with using Al to guide you through your online purchases?

What's the profile?

Dutch
Social class
7.8 French
Social class
5.6 Men
Social class
3.4 Women
Social class 18-29 years
1-2
50-59 years 30-39 years
40-49 years

Not Comfortable

Comfortable

choreograph | WPP Media



It's all about Al, isn't it?

Still some ways ahead for people to get comfortable with Al

Comfort with Al assistance during online
shopping

10%

S50%

feel somewhat
comfortable
40% with Al

41%

B Not at all Rather not Rather Completely

35 How comfortable are you with using Al to guide you through your online purchases?

Expectations

Pesk of
eclations  Dailusooment  Enliglenment  Broductivily

What's the profile?

Dutch
Social class
7.8 French
Social class
5.6 Men
Social class
3.4 Women
Social class 18-29 years
1-2
50-59 years 30-39 years
40-49 years

Not Comfortable

Comfortable

choreograph | WPP Media



Al in the search process

It's becoming the search process - SEO to GEO for
brands

Trust in Al provided answers

ﬂ 8%

w  02%

trust the
answers
provided by Al

54%
M| have great confidence in it I have some confidence in it
I have little confidence in it M | have no confidence in it at all

When you use a search engine such as Google or another, have you noticed that it offers you text

36 generated by artificial intelligence in response to your query without first offering you a link on the page?
To what extent do you trust the answer you are given?

{ -~ Al Oclick search

All

4 Al Overview

Al O-click search refers to when a user gets the answer to their query directly on
the search results page, often through Al-generated summaries called Al
Overviews, without needing to click through to a website. This is becoming more
common as Al synthesizes information from multiple sources to provide instant
answers at the top of the results page. While this can reduce traffic to websites, it

2%

Have noticed the Al-formulated answers when searching

53%

Yes, | have already Yes, Ireaditbut Yes, and | usually No,|don't know
noticed it continue my only consult this  what it is about
search answer




Al in practice

Smart search and personal recommendations, but each age group wants something different

Smart search
overview with

Al Applications direct answer
32%
24%
Cus’Fomer Conversational
service for .
18% tracking orders assistant
(e} ! h
managed by Al (chatbot)
15%
1%
Peric;rc;a:}llczted Virtually trying
Smart search Personalized Chatbot Virtually trying Customer service P . on clothes or
] : . recommendatio
overview recommendations items makeup

ns

18-29 years =—30-39 years —0-49 years = 50-59 years

37 Which of the following Al-based features do you think is most useful when shopping online? Choreog raph | WPP Media



Perceptions &

behaviors In
the age of
Influence




The potential reach of influencers

Their influence on those who follow them is strong

_ 68% Platforms to follow influencers
54%
Platforms on which they
. 39%  37%
follow influencers
- 17% o
2% 10% 49,
44 /o Instagram Facebook YouTube TikTok Snapchat Twitch X Discord
Follows hase f based on infl
influencers — Purchase requency ase. on intivuencer
— recommendations
43.2%
38.5%
570/ Buy based on - °
. O,
©  recommendation 18.3%
Compared to 2021 Yes, regularly Yes, but rather rarely No, never
Yes, regularly Yes, but rather rarely  m No, never

On which platforms do you follow influencers? .
39 Do you ever buy products online after seeing them recommended by an influencer, i.e., a person who recommends certain products or experiences (with or without Choreogra ph | WPP Media
payment) to their audience on social media?



Influencers or promo dealers?

The influencers' impact also explains itself by the promo they offer to their followers

Influential impact per type of contact

43%
L4% L6%
S54%
O,
L4% 399 379
28%
Reviews and Product demos on Promotions and Traditional advertising
comments from other video promo codes shared (TV, radio, magazine,
consumers by influencers etc.)
It influences me very much It doesn't really influence me B It doesn't influence me at all

To what extent do you feel influenced by the following situations? I...
What motivates you to buy a product recommended by an influencer?

Promotion

Product utility

Influncers' authenticity

Never from influencers

Drivers to buy

33%

32%

21%

38%
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Live Shopping: China vs Belgium

Not there yet in Belgium & quite some resistance to the idea

# MOST USED LIVE COMMERCE PLATFORMS IN CHINA, 2022

Taobao/Diantao 74%
Douyin

Pinduoduo

D

WeChat Video Channel
Kuaishou

Others

Notes: Base: n= 2,668 respondents in China; Multi-Pick.
Sources: China Youth Daily Social Study Center, Wenjuan.com; 100ec.cn; Forward Intelligence; Syntun. EC D B
F

41 Have you already participated in a live shopping event organized by an influencer?

Participation in live shopping event

10%

has heard of
live shopping
17%
Yes, and | bought something Yes, but I didn't buy anything
No, but | would like to try = No, | am not interested
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Using the promo codes

Younger & higher social class people looking for the right excuse to indulge?

Frequency of using promo codes by Profile of promo code users

influencers
79%
16%
o 56%
46 /o 45%
of influencers' 369 150, 37%
followers use 29%
. 29% 9 ° 27%
their codes ° 26%
18%19% 18%
%129 13%
ii * %109 99, I 9%
Yes, multiple times Yes, once or twice No, never
Yes, multiple times Yes, once or twice H No, never

18-29 years 1 30-39 years BM40-49 years B50-59 years Social class 1-2 = Social class 3-4 1 Social class 5-6 W Social class 7-8
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How do we perceive the influencers

Though their objective is commercial, people find them entertaining

o
+1%
They are too commercial and

not very authentic 76% point ~ They are handy for
Compared to discovering new products

2021
| find them entertaining, but 76%
don't follow to buy
| am not interested in They are role models for
influencers me
They are handy for discovering
62%
new products
| am not interested in influencers 62%
Compa red to | find them entertaining, They are too commercial
202—" but don't follow to buy and not very authentic
They are role models for me 37% +1 L'.%
POl nt Of 18-29 years 30-39 years e /,0-49 years e 50-59 years
people see
Agree influencers as

role models
43 What is your opinion about influencers in general? Choreog raph \ WPP Media
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Key take-aways

\\

Comfort and deals
drive loyalty, but
hurdles remain

Satisfaction with online shopping is
up across the board (+24% vs 2021),
mainly due to deals, selection, and

Category dictates
channel

Uptake still rising,
but plateau in
sight

E-commerce penetration in Belgium
keeps edging up (92% in 2021, 97% in
2025), with most consumers
intending to maintain or slightly
increase their online activities.
However, offline habits persist,
especially for categories where

People shop online for some things,
offline for others. Online spending
tops offline, but fresh food, FMCG,
and tactile purchases hold out in
store. Omnichannel shopping rises,
yet strong divides by category
remain, showing that a one-size-fits-

convenience. Yet, concerns about
sensory experience, rising delivery
costs, and product quality slow
further migration online. Motivation
and friction vary by category, so
there's no universal recipe for growth.

‘seeing is believing', showing further all strategy will miss key nuances.
growth may slow as the market

saturates.
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Key take-aways

\\

Hype outpaces
comfort

Second-hand
gains, eco is still
price sensitive

Re-commerce (second-hand buying) is
up, 65% participate, led by apparel,
but traditional buying habits and
quality concerns prevent wholesale
online adoption. Sustainability
matters, but only 47% value

Digital wins, but
cash still counts

Interest in Al and emerging tech
(Augmented Reality/Virtual Reality) is
growing, but most consumers are
unenthusiastic or only ‘somewhat
comfortable' using them. Al search
results are widely noticed and
increasingly trusted, but practical
adoption of AR/VR remains niche.
The tech is out ahead of actual

Digital payments, including mobile
wallets, are mainstream (60% usage),
but fully cashless stores face

resistance. Security remains a
sticking point, many users do not
trust digital wallets fully, highlighting
an unresolved trust gap that could
limit adoption.

durability, and few want to pay extra
for 'green’ delivery. Environmental

ideals buckle when faced with cost

and convenience. comfort or demand.
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Key take-aways

Influence is real,
but skepticism
remains

Influencers drive purchase intent,
especially where promo codes and

deals soften the sales pitch. Still, only
a minority regularly buy this way.
Entertainment value is high, but
audiences know the commercial
agenda, the conversion relies on trust
and immediate benefit, not blind
follower loyalty.

E-commerce: turning point ahead

E-commerce in Belgium has matured, nearing universal adoption and settling into
nuanced, category-driven patterns. The consumer now sees the platforms (online
vs offline) as equal. They'll use one or the other based on convenience. Growth
now depends less on raw digital adoption and more on building trust, addressing
cost barriers, and offering seamless tech-enhanced experiences that genuinely
add value. The omni-channel experience will be the experience that consumers
are looking for, and it shall be enhanced by Al, but they'll continue to look for the
best prices...

choreograph | WPP Media



	Default Section
	Slide 1
	Slide 2: Key Research Objectives
	Slide 3: Research Set-Up & Methodology
	Slide 4: The state of Phygital experience in Belgium
	Slide 5: Belgium’s E-commerce penetration still expending From 92% in 2021 to 97% in 2025, most consumers intend to buy status-quo or even more online in the future
	Slide 6
	Slide 7: Online vs. offline : different behaviours, different baskets 7 Belgian on 10 shop online on a monthly base, while more than 8 out of 10 shop offline every 1 to 3 weeks
	Slide 8: The divide is great between categories Some thrive online, some still are offline strongholds
	Slide 9: Multichannel buying – Omnichannel presence A 2025 vs. 2021 comparison across categories
	Slide 10: Sensory experience and rising costs drive online slowdown People seek sensory experiences and low-cost delivery options, especially as purchasing power keeps declining  
	Slide 11: When deals, high choice and comfort power e-commerce growth
	Slide 12: Satisfaction is increasing of 27% on average across all categories since 2021
	Slide 13: Today, consumers are more satisfied regarding all online shopping assets compared to the past
	Slide 14: From search to sales : the rise of online specialized shops Consumers increasingly buy and search through specialized shops, marking some growth since 2021
	Slide 15: The war of keeping consumers Current consumers come back regularly to the brand they know
	Slide 16: Regular consumer – core fans Amazon, Supermarkets & Social Media show the biggest increase of regular consumers
	Slide 17: Occasional consumers, growth based on occasion Amazon & Specialised stores show the biggest increase based. Occasionally has a big impact on the specialised stores; category linked. 
	Slide 18: Lots of people still need to be convinced Some platforms have cut through, but it takes time
	Slide 19: Amazon & Bol, clear market leaders Zalando & Farmaline are on the lookout for more regular consumers
	Slide 20: Physical thrive on experience, online wins on convenience Data reveals a consumer split : tactile in-store engagement versus efficient digital transactions
	Slide 21: Paying smart in the digital age
	Slide 22: Traditional payment methods outpace digital wallet adoption  While cash remaining a strong secondary choice
	Slide 23: Digital payments are mainstream, cashless stores still divide Acceptance of fully cashless shopping remains far from universal
	Slide 24: Security concerns still shadow digital wallet adoption Even with rising usage, trust gaps around fraud, privacy and data protection persist
	Slide 25: Re-commerce as a driver of sustainable consumer choices
	Slide 26: From thrift shops to clicks : the second-hand shift With 65% buying pre-owned goods, motivations focus on value and sustainability, yet need of new products and quality concerns slow online growth
	Slide 27: Fashion leads the second-hand market Apparel leads followed by books, media and toys, while electronics, books, cars and DYI or materials are lagging behind
	Slide 28: Vinted leads the second-hand platform market Usage reach 39%, driven by Vinted’s dominance, specialized sites and general platforms trail, with Facebook Marketplace in 4th
	Slide 29: Sustainability is on the radar, but price sensitivity persists Durability is valued in online shopping by 47%, but converting intent into paid green delivery choices requires overcoming cost barriers
	Slide 30: Balancing green values with delivery speed The challenge for ecommerce is to meet sustainability goals without scarifying convenience
	Slide 31: The future is intelligent 
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36: AI in the search process  It’s becoming the search process – SEO to GEO for brands
	Slide 37
	Slide 38: Perceptions & behaviors in the age of Influence
	Slide 39: The potential reach of influencers  Their influence on those who follow them is strong 
	Slide 40
	Slide 41
	Slide 42
	Slide 43:   
	Slide 44: Key take aways
	Slide 45: Key take-aways
	Slide 46: Key take-aways
	Slide 47: Key take-aways


