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Swiss eCommerce Report 2021

But how is Swiss eCommerce doing following the recent 
pandemic? 

With consumer mentalities shifting, physical stores are 
welcoming their old customers back while the habits 
caused by the pandemic may remain. New hobbies, 
professions, interests, and recreational activities 
have shifted the market environment forever – and 
eCommerce stores need to stay in tune in order to 
remain relevant.

That is precisely the challenge we intend to tackle in 
the 2021 Swiss eCommerce Report. With consumer 
preferences changing and post-pandemic expectations 
rising, staying informed and ready has never been as 
essential for eCommerce as it is today. With the shifting, 
unpredictable geopolitical climate, it’s a given that 
those who keep their finger on the pulse of consumer 
behaviour will come out ahead.

The information presented in this eCommerce report 
will serve as a guide for local eCommerce stores to 
thrive and succeed in the face of these uncertain times. 
It indicates the buying habits of local consumers, the 
strengths and weaknesses of international competitors, 
and the intra-industry opportunity for growth or 
adaptation.

For those of you looking to expand your footprint to 
new markets in Europe, we also have reports for other 
countries available on our website.

As always, Nets is here to assist you in making the most 
out of any region or opportunity. We hope you find the 
report informative and our insights helpful as you enter 
a new year of potential for your business.

Switzerland is a large market for eCommerce with a revenue of CHF 32.5 billion  
in 2021, with an overall increase of 13% compared to the year before.
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Swiss eCom – frankly, a success

Cultural and sporting events saw an increase of 15%, 
while travel bounced back with a 61% increase in 
spending from 2020. It seems the only decreasing 
category was the purchasing of physical goods, 
losing 5% from 2020’s spending spree.

All in all, Swiss eCommerce was anything but neutral 
this year – showing success for major industries 
and only a slight decrease in the purchasing of 
goods online. This is an especially impressive feat 
considering Switzerland’s rolling success since 2019. 
It seems the Swiss have become quite accustomed 
to buying online – and we welcome the decision.

Following a successful two years, we expected Switzerland’s eCommerce to return to a normal amount of consumer spending, constituting a slight 
drop in eCommerce. However, it looks like Switzerland still has some surprises in the eCommerce realm, with an overall 13% increase in eCommerce 
spending from consumers.
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Overall eCommerce
increase in 2021

13%

Services increase
in 2021

15%
Purchased goods
decrease in 2021

-5%
Travel services
increase in 2021

61%

16.0 CHF

7.6 CHF

8.9 CHF Billion spent in 2021

Billion spent in 2021

Billion spent in 
2021
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The purchasing of goods online fell a little – 5% to be exact. However, eshops shouldn’t break out their end of the world placards just yet – goods 
still made up more than half of Switzerland’s spending, so there’s still plenty of opportunity. Having said that, there are both winners and losers in 
eCom this year.
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machines 
etc.)

White 
goods
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*These numbers are estimates based on median values. They should be thought of as a comparison between categories.

Percentage of consumers who have shopped online from each category in the past 28 days / Consumer spending by category
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*These numbers are estimates based on median values. They should be thought of as a comparison between categories.

Percentage change from 2020-2021 in value of industry
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Construction and gardening 
products

You always need to show 
your neighbour who has the 
biggest deck – and the eCom 
industry is loving it. We spent 
57% more on construction 
and gardening products 
last year compared to 2020. 
This seems to be one of the 
new hobbies and interests 
that have stayed since the 
pandemic.

57%

White goods (fridges, 
dishwashing machines etc.)

How do you make your 
home office better? A new 
dishwasher. BlueTooth 
operated. Obviously. This 
could be why the Swiss spent 
38% more on white goods 
in 2021.

38%

Pharmacy items

Pills make everything better 
– including eCommerce. 
Pharmacy items saw a 38% 
increase in spending from 
2020, possibly with the Swiss 
wanting to stay healthy 
following the pandemic. 

38%

The losers

Provisions / alcohol

New Year’s resolutions seem 
to be sticking in Switzerland, 
with fewer people throwing 
grand occasions in 2021. The 
result? A 29% decrease in 
spending from the depressing 
party that was 2020.

-29%

Physical media (books, 
games, films etc.)

It’s not long before you 
see DVDs, dictionaries, 
and Monopoly in nostalgic 
throwback films. Switzerland 
saw a 21% drop in physical 
media spending from 2020.

-21%

Car, mc and boat 
accessories 

Switzerland has some of the 
best public transport in the 
world – so why invest in car, 
MC and boat accessories? 
Consumers agree, which 
is why there’s been a 17% 
decrease in the 2021 industry.

-17%
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Other categories with large percentage changes that indicate how we spent in 2021 are:

Erotica and sex toys Take away food and 
delivered ready meals

Shoes Sport and recreation 
equipment

24% 6% -10% -10%

Swiss eCommerce industries seem to be equalising in 2021, with the largest gains coming 
from some of the industries with the smallest market share. Conversely, industries with the 
largest market share only saw minor increases, most notably the clothing industry worth 
3.2 billion CHF. Despite the 5% loss in physical product spending, it would seem that most 
industries actually saw increases, and the overall loss was mainly caused by the substantial 
drop in provisions / alcohol and physical media to bring overall spending down. 

eCommerce shops that want to benefit from the trends of 2021 should look out for 
opportunities to capitalise on new hobbies taken up by the Swiss, and items that could make 
home life easier. For better or worse, new habits have been instilled in the Swiss population, 
and eCommerce providers would be wise to take heed. 
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eCommerce services increased by as much as 15% from 2020 in Switzerland. When it was declared safe to go outside again, we saw an explosion of 
events, and a very successful year for eCommerce service offerings. With these numbers, we can scientifically verify that it is indeed time to party 
for Switzerland.
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costs
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Gumtree)

for music, film, 
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(e.g. gym, 
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Percentage of consumers who have shopped online from each category in the past 28 days / Consumer spending by category

*These numbers are estimates based on median values. They should be thought of as a comparison between categories.
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*These numbers are estimates based on median values. They should be thought of as a comparison between categories.

Percentage change from 2020-2021 in value of industry
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Tickets - sporting and 
cultural events

You don’t know what you’ve 
got til it’s gone. The Swiss 
embraced the return of 
events by buying more than 
double the event tickets - 
166% - than the previous year. 
As the fear of Covid is slowly 
replaced by cabin fever, we 
expect this trend to continue 
well into 2022.

166%

Streaming 
services

“I can’t wait for the advert 
to come on” – said no one 
ever. Streaming services are 
continuing to bury traditional 
TV with a 21% increase and 
0.5 billion more CHF entering 
the industry in 2021. Will we 
ever go back to comparing 
satellite dishes? Probably not.

21%

Insurance

Insurance is like fun - the 
older you get the more 
it costs. The 7% increase 
for insurance in 2021’s 
Switzerland may not seem 
like a lot - until you realise 
that it represents the highest 
monetary amount earned in 
eCom services this year.

7%

The losers

Teaching and 
courses

Graduation is great, as the 
Swiss are finding out having 
completed their short online 
self-improvement courses. 
Teaching and courses lost 
17% of spending from 2020, 
possibly due to people 
returning to their jobs and 
having less time.

-17%

Digital media (e.g. 
newspapers, e-books, 
software)

No one invites the guy with 
a Kindle to a music festival. 
With events taking off, digital 
media took a 10% hit to sales.

-10%

Online 
gaming 

While not exactly a loser, the 
slowest grower in services 
for 2021 was online gaming, 
with a 3% increase in sales. 
A Switch is still cooler than a 
Kindle, though.

3%
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Other categories with large percentage changes that indicate how we spent in 2021 are:

Pornographic 
content

Health servicesAdvertising costs 
(e.g. eBay, Gumtree)

162% 84% 38%

While services grew this year by 15%, there’s a clear trend indicating a growing desire for real-life experiences 
– but that doesn’t mean that spending slowed down for the online world. Most online activities rose alongside 
services that offered a physical, tangible element. This trend is likely indicative of the world moving past the 
pandemic but retaining some new habits.

eCommerce shops who want to benefit from the service trends should embrace services that offer a return to the 
pre-Covid way of life, with events taking centre stage. In addition, shops that facilitate the selling of online goods 
or investment in health services provide a unique eCommerce opportunity. Interestingly, this trend is absent in 
countries outside of Switzerland, where the success of such services shrank as the pandemic faded.



You like to move it, move it
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2021 was the year of the Ox according to the Chinese Zodiac - but we like to call it the year of travel. It’s comeback time for the travel sector, with 
charter trips, flights and rental car spending growing by more than double in 2021.
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Percentage of consumers who have shopped online from each category in the past 28 days / Consumer spending by category

*These numbers are estimates based on median values. They should be thought of as a comparison between categories.
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*These numbers are estimates based on median values. They should be thought of as a comparison between categories.

Percentage change from 2020-2021 in value of industry
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Charter and package trips

Charters and package trips 
grew by an impressive 314%, 
with most bookings taking 
place when restrictions were 
lifted. It seems the Swiss 
choose high adventure over 
Friends and Scrubs reruns – 
and we don’t blame them.

314%

Flights

We’re getting our wings back! 
The aviation industry is no 
longer just winging it, with 
bookings increasing by 107% 
in 2021. With fewer travel 
restrictions, we believe the 
Swiss are excited to 
travel again.

107%

Rental cars

Remember to subscribe and 
drive! Car subscriptions are 
all the rage in Switzerland – 
with rental spending falling in 
recent years. The upswing of 
107% from 2020 is a reflection 
of new spending on a small 
user base. 

107%

The losers

Boat cruises

Swiss spending on boat 
cruises lost 86% of sales in 
2021, an especially brutal 
blow after the already dismal 
performance of the industry 
in 2020. This is probably 
thanks to Covid outbreaks 
on cruises gaining media 
attention and many forced 
cancellations in 2020.

-86%

Taxi journeys 

Swiss taxis didn’t lose in 
2021, but they didn’t exactly 
win either. Only a 10% 
increase in taxi fares was 
seen throughout 2021 when 
compared to the previous 
year – and that’s with more 
people going out than the 
year before! Most people in 
Switzerland are increasingly 
avoiding taxis in general. To 
make matters worse, only 
around 1000 taxis still operate 
in Zurich, 500 fewer than 
before the Corona pandemic. 
At this rate, the WWF may 
just add the Swiss Taxi to their 
endangered list in 2022.

10%

Train tickets

In an exceptional year for 
travel, spending on train 
tickets was disappointing, 
only achieving a 6% increase. 
While not entirely a loss, the 
industry is still a loser in a year 
full of winners.

6%
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Other categories with large percentage changes that indicate how we spent in 2021 are:

Parking Tickets/monthly card (e.g. 
bus, underground, tram)

Hotels

66% 51% 47%

Travel experienced an amazing overall increase of 61%. Air travel and package trips had the largest increases in 
income among all categories in this report. However, it may be worth noting that the global travel sector as a 
whole is still far from its peak in 2019. 

All major industries within travel seem to be growing, outside of boat cruises. This trend is something we’ve seen 
in most European regions. The media coverage of the 2020 ‘Covid ships’ that were stranded at sea seems to have 
done some serious damage to the industry. It remains to be seen if the industry can recover – or sink like the 
Titanic.

The promising signs of growth indicate that Swiss consumers are ready to travel again. This should come as a 
relief for travel eCommerce services weary of whether Covid would have an impact on future travel decisions. The 
increased interest in travel indicates that travel eCommerce services need not drastically change their approach 
and should instead prepare for a surge of interest and customers.
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Make it easy, and we’ll make you rich

19

Consumers preferences

Today, however, the motives of online shoppers have 
shifted. The importance of finding the best price has 
dropped out to the fifth most important consideration. 
Convenience is now nearly three times as important as 
offering a lower price, followed by other factors that have 
elements of convenience to them, such as the ability 
to avoid long queues. Comfort and convenience have 
become the new tenets of eCommerce, and the main 
reason people decide to shop online.

Admittedly, some of the convenience factors have been 
imposed when the pandemic has affected our willingness 
to shop in physical stores, but it still seems that 
eCommerce has reached a more mature phase where it is 
not the price that is the main reason for shopping online. 
Instead, it is the opportunity to shop around the clock, 
any day of the week, to avoid cash queues and save time 
when the delivery comes home. The Swiss are all about 
efficiency, and eCommerce is a perfect fit.

It’s easy to think that price is the defining factor when deciding to shop online. You can easily compare items, look 
for discounts and apply different coupon codes at will after all, and historically, this was a critical factor to consider.

27%
Convenient/
Simple

15%
Not dependent on 
opening hours

12%
Larger range

12%
Save time

10%
Lower prices

8%
Easy to

compare prices

6%
Other

5%
Avoid crowds

3%
Avoid long queues

1%
More unique 

options
1%

Don’t know

Consumers’ reasons  for shopping online
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Consumer preferences

Top recommendations for 
eCommerce stores
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Make checkout 
seamless

Every step towards improving 
your checkout process is 
a step towards boosting 
revenue. Make it easy for your 
customers to spend money, 
and they’ll spend more.

Use pre-populated 
forms

Don’t slow down the 
purchasing process by forcing 
buyers to find their credit 
card details.

Build your website for 
experience

Focus on what your 
customers want and make 
sure that there are as few 
steps in the process of 
finding and buying it as 
possible. Always try to 
remove unnecessary steps 
or distractions wherever 
possible.

Optimise for 
mobile

Many of your customers 
shop via mobile devices - so 
don’t force them to scroll 
in four directions. Optimise 
your shopping experience 
for mobile viewers to boost 
their comfort as well as your 
potential sales.

Make simplified 
comparisons

The ability to compare 
items quickly combines the 
effectiveness of convenience 
with the practicality of finding 
the best deal. The easier you 
make this, the faster your 
customers will buy.
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Checkout experience

Slow, steady, and classical

22

Swiss respondents rated 
invoicing as quite effective 
when asked about how 
simple and easy it is. We’re 
not sure if the Swiss just want 
to be secure when shopping 
online, or if paperwork 
is a national pastime, but 
seeing invoicing as an easy 
endeavour compared to 
other methods was notable 
compared to other European 
countries.

The demand for fast and easy shopping experiences extends to the checkout stage of making an online purchase. In Switzerland, this is reflected 
through the use of credit cards, but unlike many other regions we reviewed, this is closely followed by invoicing as one of the most used payment 
methods.

“In Switzerland, this is 
reflected through the use 
of credit cards...”



Checkout experience
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15%
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30%
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13%
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3%
Preference
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Payments: Common currency - the most used 
payment methods of 2021

2323

The usage and preference statistics presented below reflect Switzerland’s large desire for convenience and security. This is probably why credit cards 
continue to dominate as the most preferred and the most used payment method of 2021, offering the best of both worlds.

The clear winner in both 
usage and preference of 
payment methods is the 
credit card. It seems to 
resonate with the Swiss desire 
for convenience and security.

Credit card Invoice E-wallets Debit cards Online transfer Mobile payment wallets

Invoicing is the only payment 
method here that can hold 
a candle to the popularity of 
credit cards in Switzerland. 
With an unusually high usage 
and preference rating, this 
method of eCom payment is 
alive and well in Switzerland.

E-wallets have grown in 
popularity since their 
introduction, overtaking 
other long-standing options 
like debit cards as the 
most used and preferred 
payment method. We 
expect Swiss e-wallets 
to grow in popularity in 
line with other Germanic 
regions as the younger 
generations continue to value 
convenience and have fewer 
security concerns online.

Debit cards take fourth 
place as the most used 
and preferred payment 
method. Despite an 
overwhelming desire for 
simplicity and speed, it still 
loses to invoicing. Why the 
slow adoption? Until now, 
consumers couldn’t use 
debit cards online. For the 
last one and a half years, 
Swiss banks have been 
promoting Mastercard and 
Visa Debit eCom-enabled 
cards. The Swiss are now 
increasingly using debit cards 
for online shopping. Thus, we 
expect debit cards to rise in 
popularity in the
coming years.

Waiting for someone to 
conduct an online transfer is 
a lot like someone showing 
you family pictures on their 
cell phone. You politely wait, 
smile, and slowly die inside of 
boredom. This is why it’s the 
least liked payment method.

The least used payment 
method is mobile payment 
wallets. However, it’s 
important to note that it still 
beats online transfer when it 
comes to preference, again 
indicating the importance of 
speed and convenience for 
today’s shoppers.



Checkout experience

Preference at a premium - the most preferred 
payment methods of 2021

2424

What people say and what they do is often 
very different. The available options, what 
resources they have on hand, and what 
they feel is best for a particular purchase 
all contribute to which payment method 
people feel most comfortable with. While the 
previous section dealt with how consumers 
act, this section will cover how they think and 
feel. eCommerce providers can either choose 
to enable options for consumers or go with a 
“do as they do, not what they say” approach.

30%
Credit card

23%
Invoice

13%
E-wallets

10%
Instalments 

payments

7%
Debit card

5%
Customer card with 

payment option

4%
Mobile payment wallets

3%
Online transfer

3%
Don’t know

2%
Payment in 

advance

1%
Cash on delivery
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Credit cards are simple 
and easy to understand, a 
compromise between speed, 
convenience, and security. 
This makes it the most 
popular and used payment 
method in Switzerland, where 
consumers rate simplicity, 
speed and security as the 
most valued factors for 
deciding on a 
payment method.

When consumers are asked 
what payment method they 
like most, a large portion 
of Switzerland’s ageing 
generation still swore by 
invoicing. Perhaps having 
greater control over funds 
and a refusal to learn new 
payment solutions could be 
the reason.

E-wallets claim the third spot 
due to their speed and ease 
of use. However, concerns 
over security are the primary 
reason this method isn’t rated 
higher.

Debit cards are rated for 
their simplicity, speed and 
security – but are outdone by 
credit cards in each of those 
categories (except simplicity 
by 1%). With credit cards 
holding the top position, we 
suspect debit cards are simply 
the choice when people 
forget their credit cards.

Paying by card - for those 
who want it all

Invoice - for the 
safe bet

E-wallets - for those who 
like it fast and easy

Debit cards – the credit card 
for those without credit

Online transfer is slow, 
complicated, and tedious – 
much like your fourth-grade 
history teacher. Being slow, 
complicated, and tedious is 
no way to go through life, 
with this payment method 
failing to score above 50% for 
any category.

Online transfer – for those 
like their history teacher

Yoghurt, 80s hairstyles, and 
your high school sweetheart 
– some things just don’t age 
well. For the Swiss, mobile 
payment wallets are one of 
these things. Unfortunately, 
the payment method has 
gone out of style, with only 
14% of people using it out 
of habit.

Mobile payment wallets – 
for those living in 2001 

Preference at a premium - the most preferred 
payment methods of 2021
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60%
Fast

39%
Secure

51%
Simple

14%
Habit

Payments: Why do you prefer this 
payment method?
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Mobile payment wallets

52%
Fast

34%
Secure

54%
Simple

29%
Habit

Credit card 

10%
Fast

46%
Secure

35%
Simple 29%

Habit

Invoice

6%
Fast

44%
Secure

33%
Simple

28%
Habit

Instalment payments

39%
Fast 38%

Secure

55%
Simple

34%
Habit

Debit cards

32%
Fast 28%

Secure24%
Simple

35%
Habit

Cash on delivery

49%
Fast

29%
Secure

48%
Simple

20%
Habit

Online transfer

63%
Fast

45%
Secure

52%
Simple

13%
Habit

Customer with 
payment option

58%
Fast

47%
Secure

56%
Simple

15%
Habit

E-wallets

27%
Fast

24%
Secure

49%
Simple

30%
Habit

Payment in advance
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Breaking it all down – interesting 
points for payments in Switzerland
Bank cards are the conventional way to pay for goods online – and yet, in many markets today, 
they have a surprisingly low usage and preference rate. We already know that shoppers want to 
use payment solutions that are fast, simple, and secure – and saving credit card details on web 
shops meets at least two of these criteria.

The most important factors for payment method preference are simplicity, security and speed.
E-wallets were rated as the simplest method.
Invoicing was rated as the most secure method.
Customer cards with payment functionality were rated as the fastest method.
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Abandoned carts
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Simple. Flexible. Good service. What more do you need?

Abandoned carts are one of the saddest sights in the eCommerce world. There’s just something lonely about the missed opportunity they 
represent. We don’t want that, you don’t want that, and, believe it or not, most of your consumers don’t want that.

When we asked consumers 
about the last time they 
cancelled a purchase online and 
their main reason for doing so, 
we uncovered what we think 
is the trinity of ensuring your 
carts are never left alone and 
abandoned again - simplicity, 
urgency and … shipping.

Shipping 

The number one reason for 
leaving a cart abandoned 
was that the price including 
shipping was too high. 
This is both a logistical and 
transparency reason, with 
eCommerce shops hiding 
shipping until the last 
moment in the purchasing 
process. Unfortunately, there 
isn’t a lot anyone can do 
about shipping costs - but 
eCommerce shops should 
include shipping information 
early in the buying process to 
stop giving a nasty surprise to 
would-be shoppers.

Simplicity 

Shoppers who experienced 
complications when ordering 
off eCommerce websites are 
more likely to say ‘no-deal’ at 
the moment of shopping cart 
truth. 18% of respondents said 
they left their shopping cart 
abandoned due to technical 
difficulties, problems 
registering personal data, 
understanding the process, 
or simply being unable to 
make the process work. 
eCommerce websites should 
make the process as simple 
and seamless as possible for 
shoppers so that they don’t 
have to think - they just have 
to buy.

Urgency

A lot of shoppers said they 
didn’t finish the purchase 
because they felt they did 
not really need the item in 
the cart that urgently. This 
means that eCommerce items 
or services on offer may not 
be highlighting their benefits 
effectively or stocking 
items that the Swiss really 
need. Either that, or Swiss 
consumers like a little drama 
mixed in with their online 
shopping.

The other reasons mentioned

Unavailable payment 
options - 15%

Lack of delivery options – 8%

Lack of trust in the webshop - 5%

24% 19% 18% 28%
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The age of abandonment - cart abandonment 
by age

2929

Across the generations, the Swiss are quite uniform in their reasons for abandoning their shopping carts. However, younger generations tend to be 
more flexible about when they need their items and how they can pay. Interestingly, the older the generation, the more sensitive they are to price 
fluctuations and lack of delivery options.

“The Swiss are quite 
uniform in their reasons for 
abandoning their 
shopping carts.”
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50-64 age group

The price including shipping was too high27%

Did not really need the item that urgently16%

The payment option I wanted to use was not available15%

Other reason11%

Lack of confidence8%

The delivery options I wanted to use were not available7%

The payment process did not work7%

Technical problem5%

Don’t know1%

It was complicated/difficult to register personal data2%

18-29 age group

Did not really need the item that urgently

The price including shipping was too high

The payment option I wanted to use was not available

The payment process did not work

Technical problem

The delivery options I wanted to use were not available

Other reason

Lack of confidence

Was not able to collect the item in physical shop

It was complicated to register personal data

It was complicated/difficult to understand the general terms and 
conditions (returns policy, shipping policy etc.)

Don’t know

30%

18%

10%

8%

8%

8%

5%

5%

2%

2%

2%

4%

65-79 age group

Did not really need the item that urgently20%

The price including shipping was too high16%

Technical problem15%

Other reason11%

The payment option I wanted to use was not available6%

Lack of confidence4%

Was not able to collect the item in physical shop4%

It was complicated/difficult to register personal data2%

30-49 age group

The price including shipping was too high28%

The payment option I wanted to use was not available18%

Did not really need the item that urgently14%

The delivery options I wanted to use were not available8%

The payment process did not work8%

Technical problem7%

Other reason5%

Lack of confidence4%

Was not able to collect the item in physical shop2%

It was complicated/difficult to register personal data3%

Don’t know2%

The payment process did not work4%

The delivery options I wanted to use were not available15%

Reasons to abandon cart
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There are always more fish in the sea - so stop fishing in 
the pond

How to grow your business

One of the great advantages of eCommerce is the ability to access entirely new markets. While this may be an opportunity for some, it’s a threat for 
every local business. Foreign stores are continuing to snatch up Swiss shoppers for multiple reasons - but this doesn’t stop you from thwarting their 
attempts and even encroaching on their territories. Hey - all’s fair in love and eCommerce! 

While 55% of Swiss don’t regularly buy from foreign websites, the leading countries appealing to those that do are Germany, China, France, USA 
and UK, in that order. The main reason is that these countries sell products that are cheaper, not available in their country and the stores offer a 
wider range of products.
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Other 
country
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Finland

0.4%

India Poland
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Percentage of consumers who have shopped from webshops in the following countries
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New markets abroad: 
International competition

How to grow your business

Currently, international trade is a growing concern for local 
eCommerce in Switzerland. International competition has ramped up 
their efforts to claim more local customers relying on their strengths. 
It’s also worth noting that estimates of 41% of Swiss consumers 
shopping internationally are likely conservative. 

Many consumers do not always perceive that they shop from a foreign 
online store because the store appears to be Swiss. Good translations, 
local payment options, local delivery methods and cultural 
customisation can take anyone by surprise.

“It’s also worth 
noting that 

estimates of 41% of 
Swiss consumers 

shopping 
internationally 

are likely 
conservative.“
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Why consumers shop at 
international stores
There are many barriers to shopping internationally, like higher taxes and products of unknown quality. 
However, there are valid reasons consumers have cited why they commit eCommerce treason.

Here are the top three:

Wider range

31% of Swiss shoppers say that 
the main reason they shop on 
international marketplaces 
is due to the wider range of 
options they provide. Again, 
flexibility is key for local stores 
to compete. 

Access to products not 
available in Switzerland

42% of Swiss shoppers seek 
international stores for 
products not available at 
home. As a relatively small 
country, this is not really 
surprising, but eCommerce 
stores should look into 
expanding their product 
range.

42%

Lower prices

56% of Swiss shoppers resort 
to international markets to 
save money. With expensive, 
but high-quality Swiss goods, 
the allure of saving money 
here and there is always 
tempting.

56% 31%

00
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40

60

Lower price The product is 
not available in 
my country

Wider range Faster delivery Better return 
conditions

Higher 
confidence

It is not 
permitted 
to sell the 
product in my 
country

More customer 
reviews

56%

42%

31%

9%

5% 5% 5%
4%

Reasons why Swiss shop abroad
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Defending your pond - keeping 
local shoppers
While international competition may be taking local shoppers from your shores, that doesn’t mean you 
have to sit and take it. That’s just not Swiss.

Here are a few ways local eCommerce stores can deter international competition.

Diversify your product 
offering

Offering a diverse range of 
products is the number one way 
you can counter international 
interference with your 
customers. Note the items that 
your customers are turning to 
international waters for and 
offer them yourself.

Play on 
their weaknesses

Not even companies named 
after the largest rainforest 
in the world are flawless. 
The majority of overseas 
companies take time to 
deliver, offer generic items, 
include risk of damage when 
shipping and charge a high 
price for delivery. You can 
use this to your advantage 
by being the opposite of this 
- be fast with delivery, offer 
unique items, and ensure your 
shipping is secure and cheap.

Offer a 
better experience

As the previous findings have 
pointed out, offering a more 
streamlined and convenient 
shopping experience sways 
most consumers. If your 
experience is easier, faster, 
and better than foreign 
websites, you’re more likely to 
hang on to local shoppers.

How to grow your business
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Fishing in the sea - selling 
internationally
eCommerce stores have the ability to sell internationally. 

If you’re considering this, you may want to keep the following considerations in mind:

Differing payment habits

For those who want to sell 
to other countries, it is 
important to remember that 
most countries have payment 
habits that differ from the 
Swiss ones. We just need to 
turn to Austria or Denmark 
to see quite dramatic 
differences. 

Make the process feel like 
home

The more comfortable and at 
ease you make international 
shoppers feel, the more likely 
you will secure international 
sales. Good translations, 
local payment and delivery 
methods, and cultural 
customisation go a long way.

Customised checkout

There are also local payment 
methods that are important 
in many countries. It is 
important for your customers 
that you offer payment 
methods that they want 
to use. For example, while 
Germany and Austria are just 
fine with E-wallet options, 
Denmark’s MobilePay is a 
must when selling in the 
country. To avoid cancelled 
purchases, we recommend 
that you customise your 
checkout to these local 
conditions. 

How to grow your business



New business models - subscriptions

Consumers Insights
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There seems to be a subscription service for everything and anything these days, and for good reason. Subscription services are an important part 
of the eCommerce ecosystem and, in many ways, exemplify the strengths of eCom. They’re convenient, flexible and, depending on what you buy, 
quick to access. All you have to do is like, subscribe, and listen for the (door)bell.

We examined what Swiss shoppers subscribed to in 2021 and which industries and services slipped. 

Remember to like and subscribe

How to grow your business
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The winners

Consumers Insights
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Audiobooks

Subscriptions to audiobooks 
increased by 35% from 2020. 
However, before you jump 
out of your Air Pods, this 
happens from relatively low 
levels, as audiobooks are only 
the 6th largest subscription 
segment in Switzerland.

35%

Groceries

Grocery subscriptions 
jumped by 34% in 2021. With 
convenience becoming a 
priority for Swiss consumers, 
this is not surprising. 
Choosing a subscription can 
help you save time for more 
important matters, like spa 
days and skiing.

34%

Pet food

Fido needs to eat too, and 
a lot judging by the 25% 
boost in online animal 
food subscriptions made in 
Switzerland this year. With the 
boom of pandemic puppies 
and kittens, there are a lot 
more fur babies to take care 
of following the 2020 surge of 
animal adoption 
throughout Europe.

25%

The losers

Newspapers

No good news for newspaper 
subscriptions, unfortunately. 
Purchasing of newspaper 
subscriptions fell by 7%, with 
most people looking for a 
break from the media.

-7%

Household products

Do you really need a monthly 
delivery of new household 
products? Not in Switzerland, 
where subscriptions for 
household product delivery 
fell by 23%.

-23%

Gym memberships

Abs are made in the kitchen 
– but the Swiss seem to 
be taking this a bit too 
literally. Gyms lost 17% of 
their monthly recurring fees 
compared to 2020. 

-17%

How to grow your business



The runner-ups

The takeaway

9% 14%

Subscription services tend to work well with intangible products that offer a variety of uses or 
products. When a person subscribes to music streaming, they’re gaining access to thousands 
of songs. For TV subscriptions, they get regular, new content on a daily basis. However, new 
models seem to be gaining traction in Switzerland, with the rise of groceries, animal food and 
other tangible products showing more increases. It should be noted that these industries are 
still minuscule compared to the giants of TV and music streaming, but it’s a promising sign for 
eCommerce nonetheless.

TV streaming

TV streaming services are still 
holding their lead, despite the 
relatively small growth of 9%. 
As a result, TV streaming still 
holds the highest 
market share.

Music streaming

Gaining a respectable 14% of 
subscriptions in 2021 is music 
streaming, which still holds 
a substantial standing post-
2020, but still lags behind TV 
streaming as the second most 
lucrative market. 

How to grow your business
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Nothing to go to space about
In Switzerland, there have been eCommerce marketplaces for a long time, so local consumers are 
relatively accustomed to the concept. The consumers who use them do so to access a wide range 
of products for cost-effective prices.

However, the incursion of certain international conglomerates has threatened local eCommerce 
stores. How has their expansion gone in Switzerland, and how does it affect local store owners?

Amazon has left a clear mark on Swiss consumers – at least on those who have tried it. 31% say 
they have made at least one purchase in the last six months, but of those who shopped there, 
85% say they will probably do it again. It’s clear that there are those who are hesitant about 
marketplaces like Amazon. They are unsure of the quality of items, lack confidence in the 
shopping experience, and have ethical concerns about supporting them.

Amazon be gone

69% of Swiss consumers have NOT shopped 
at Amazon over the last six months

This is a great indicator for local eCommerce. 
With a solid foundation of loyalty, eCommerce 
stores may not have to worry about Amazon 
or other marketplaces taking their customers. 
As long as they keep offering a better 
experience, address ethical concerns and 
provide consistent quality, they can keep 
marketplaces like Amazon at bay.

The two biggest advantages of 
marketplaces are the range of products and 
low prices

When shoppers did decide to shop at a 
marketplace, they cited the variety of 
products and low prices to be the best part. 
Most marketplaces rely upon cheap items 
that must be sold at high margins to cover 
costs. With the majority of Swiss consumers 
deciding to abstain from marketplaces, it may 
simply be a matter of waiting the competition 
out for local eCommerce stores to offer 
alternatives.

The main deterrent shoppers have against 
marketplaces is quality and lack of contact

Quality is important to the Swiss - and so is 
having someone to talk to if things go wrong. 
Concerns over quality was followed by the 
lack of a single point of contact for all groups 
except the 18-29-year-old group who cited 
ethical concerns. Looks like Gen Z will save the 
world after all!

Local eCommerce stores can capitalise on 
these elements, providing personalised 
service and quality products to keep their 
customers away from marketplaces. In 
order to capture the younger generation, 
sustainable packaging, charity to worthy 
causes, and paying workers more than a plate 
of wood chips would go a long way.

Marketplaces
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Marketplaces

Become a local mogul

4242

They say charity begins at home – but so should eCommerce. No one rolls their eyes when they read a “Made in Switzerland” sticker, and no other 
country or marketplace can claim the Swiss seal of excellence. It’s thus no wonder why Swiss consumers have very clear reasons as to why they 
choose to shop local.

Here are some interesting facts we found when investigating what makes Swiss shoppers buy local, and what they wish local stores 
could improve on:

40% 39%23% 27%30% 34%

It feels good to 
shop local

40% of Swiss respondents 
said it simply feels good to 
shop local. In addition, 21% 
of Swiss shoppers stated 
that they refuse to support 
‘big, global marketplaces like 
Amazon’. This indicates that 
local stores should focus on 
local elements to make their 
shopping experience more 
personalised, friendly and, 
well, local.

More expensive

You pay for what you get, 
but do you really need 
gold-tinted tissues? 39% of 
shoppers complained about 
local prices being too high 
compared to international 
marketplaces. While we never 
suggest undercutting your 
product, local eCom shops 
can offer a range of products 
at varying prices. Additionally, 
you could simply improve the 
quality of your items to such 
a point where your products 
are in a league of their own, 
incomparable to similar 
offerings. 

Delivery 
options

While less ‘warm and fuzzy’, 
delivery options were the 
third most popular reason 
shoppers chose to shop local. 
As with yoga classes and 
payment options, flexibility is 
key for local eCom shops.

Expensive delivery

27% of Swiss shoppers said 
delivery was too expensive 
from local stores. This is 
surprising considering 
how many international 
marketplaces must go 
through customs to reach 
your doorstep. Local 
stores should strive to be 
transparent in their delivery 
costs to avoid nasty surprises. 
Additionally, highlighting 
ethical packaging and 
delivery processes may earn 
you a pass if cutting down 
on your delivery costs is 
impossible.

It feels more personal and 
familiar

The love keeps coming with 
the second reason shoppers 
choose local. The second 
most popular reason to shop 
local is because 30% of Swiss 
shoppers claimed it felt more 
personal to them. It goes 
to show that while global 
marketplaces may have your 
products, they’ll never have 
your heart.

Limited choice

34% of Swiss shoppers didn’t 
like the limited choice that 
local eCom shops offered. 
Being a specialist is one thing 
but being a specialist with 
no customers is another. Be 
sure to diversify your product 
offering and listen to your 
customers’ needs.

Top 3 local eCom advantages Top 3 local eCom disadvantages
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Sweet Swiss success!
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Conclusion

It’s too early to say if this will be the status quo going 
forward. The unpredictable geopolitical climate leaves a 
lot of questions to be answered, and nobody is certain 
how this may affect the appetite for online purchasing. 
Despite this, Swiss ecommerce has been performing 
strongly over the years and is in a strong position to 
tackle whatever may come.

However, it’s not enough to just know what to do. 
Knowledge without action is like a bicycle without 
wheels or trying to sell NFTs on a first date. It’s not going 
to work. You need to do something with it and shake 
up your current approach. If you’re an eCommerce 
provider, see how the insights above apply to you and 
get in touch with an expert for advice - and wouldn’t 
you know it, we’re just the people to talk to!

Contact us today, and let’s get to work on your online 
success, together.

Switzerland displayed a stellar performance for eCommerce in 2021. Most industries saw increases, and even the 5% loss in physical product 
purchases were as a result of smaller industries gaining on larger ones. The 2021 Swiss eCommerce environment is reflective of one that is finding 
balance after the unpredictable year that was 2020. With most industries slowly gaining sales and market share, this is great and a healthy sign for the 
eCommerce economy. 

“However, it’s not enough 
to just know what 
to do.”



Methodology

Methodology

The Nexi e-commerce report analyses the 
challenges, conditions and opportunities 
for e-commerce in 8 European countries. It 
reveals trends, statistics and buying habits of 
how various demographics shop online and 
demonstrate their preferences.

The report is based on results from surveys 
conducted by Kantar / Sifo on behalf of Nets, 
part of Nexi Group in the form of 50 weekly 
interviews among 15 000 internet users. 
Respondents throughout Norway, Denmark, 
Finland, Sweden, Switzerland, Germany, Austria 
and Italy participated in the research – 1,250 

of them from Switzerland in 2021. Estimates 
of total online consumption are based on the 
median value times the number of people 
shopping online in each category. The 
advantage of this method is that the median 
is less sensitive to extreme fluctuations as to 
provide a more accurate picture of typical 
consumer behaviour.

Respondents were taken from each region’s 
local population, in the age group of 18 -79 
year-olds who have internet access. 

These respondents were compared to the 

same age groups based on data taken from 
internetworldstats.com from June 2021. Each 
response was weighted by age, gender and 
region, and takes into account accumulated 
composition. Habits of each user were based 
on their activity over the previous 28 days.

The data contained in this report cannot be 
directly compared with data collected using 
another method.
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