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Retailers: Treasure Multichannel Consumers
CONSUMER TECHNOGRAPHICS EUROPE

By Reineke Reitsma with Fraser Pearce, Erwan de Montigny

Europeans are continuing to move spending online, especially when it comes to

entertainment-related products. A core of online buyers are mixing channels --

buying both offline and online -- and these multichannel consumers are the ones

to watch, as they spend 30% more than consumers in general.

• European consumers have moved 4% of their spending online. The
Web now accounts for 4% of an average consumers’ regular spending on
consumer goods in Europe. Entertainment-related products attract the
biggest share of spend: 8% of video, DVD, and games spending is done
online and 17% of all software spend already goes to the Web (see Figure 1).

• Fifty percent of online shoppers mix online and offline buying. For most
products, half of online buyers regularly mix online and offline channels. For
replenishment goods like clothing and toys these numbers even go up. In the
last month, more than 60% of online buyers bought these products in a shop
or via a catalog as well as buying online. 

• And multichannel consumers spend 30% more. It’s actually not a bad
thing for retailers that consumers shop around at multiple channels. In fact,
multichannel customers are valuable customers -- spending 30% more on
products in an average month. They’ve spent twice as much on flowers,
tickets, and toys and 50% more on CDs, videos, and books (see Figure 2).

Figure 1 Northern Europeans Use The Net To Shop

Figure 2 Multichannel Customers Spend More

Software
Videos
Games
Books

CDs
Tickets

Electronics
Gifts

Clothing
Toys

Sporting goods
Jewelry

Health and beauty
Flowers

Groceries
Footwear

Alcohol
Tobacco

Share of the Net in
total expenditure 

19%
9%
9%
9%
8%
9%
6%
4%
2%
2%
2%
2%
1%
2%
2%
1%
1%
0%

6%

UK

12%
7%
4%
3%
4%
1%
2%
0%
1%
1%
1%
0%
0%
1%
0%
0%
0%
0%

2%

FR

20%
13%
13%
14%

9%
7%
6%
4%
4%
4%
3%
3%
2%
1%
1%
1%
1%
1%

6%

DE

7%
11%

9%
5%
9%
9%
4%
1%
2%
1%
1%
2%
1%
1%
0%
1%
0%
0%

4%

SE

16%
7%
8%
8%
9%
8%
4%
1%
2%
1%
1%
1%
1%
0%
0%
1%
0%
0%

4%

NL

6%
1%
1%
1%
1%
2%
1%
0%
0%
1%
1%
1%
1%
0%
0%
0%
0%
0%

1%

IT

5%
1%
3%
1%
1%
3%
0%
0%
0%
0%
0%
0%
0%
1%
0%
0%
0%
0%

1%

ES

17%
8%
8%
7%
6%
6%
4%
2%
2%
2%
2%
2%
1%
1%
1%
1%
1%
0%

4%

Share of eCommerce
in this sector’s

expenditure

Average amount spent per product in the past month (in euros)

Those who buy
product in
a shop
Those who buy
product also 
on the Net

Base: all consumers aged 16 or older
Ä0 Ä20 Ä40 Ä60 Ä80 Ä100

Flowers
CDs

Books
Tickets

Toys
Videos

Health and beauty
Alcohol
Games

Gifts
Tobacco
Software

Sporting goods
Footwear

Jewelry
Clothing

Groceries
Electronics 1.03

1.09
1.15
1.10
1.12
1.28
1.17
1.42
1.16
1.02
1.61
1.47
1.63
1.93
1.90
1.52
1.54
1.95

How much more money
do Net buyers spend

© 2002, Forrester Research, Inc. All rights reserved. Forrester, Forrester eResearch, WholeView, Technographics, TechStrategy, and TechRankings are trademarks of Forrester Research, Inc. All other trademarks are the property of their respective companies. Forrester clients may make one attributed copy or slide of each figure contained herein.
Additional reproduction is strictly prohibited. For additional reproduction rights and usage information, go to www.forrester.com. Information is based on best available resources. Opinions reflect judgment at the time and are subject to change. 15004


