
E-commerce Growth and Perspectives
Key value and growth drivers for e-commerce in the era of COVID-19
A study conducted in the US, Germany and Japan, August 2020
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Research overview

United States
600 respondents

National representative sample 
Gender: Males and females
Age: 18-60 years old
Regions: 9 Census Bureau divisions

Germany
600 respondents

National representative sample 
Gender: Males and females
Age: 18-60 years old
Regions: 16 NUTS-1 regions

Japan
600 respondents

National representative sample 
Gender: Males and females
Age: 18-60 years old
Regions: 8 administrative divisions

Target group

People who have shopped online in the last 6 months



On average, around 2/3 of consumers shop online more than once a month

In the US, more than 40% shop online once a week or more. This stands in contrast to Japan, where less than 
25% have the same shopping frequency. For all countries, it is most common to shop 2-3 times per month 
(27% in the US, 40% in Germany and 34% in Japan).
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Product category Bought last 6 months

Clothing/footwear 61.3%

Books, movies, music and games* 47.2%

Groceries 37.5%

Cosmetics/body care 36.2%

Consumer electronics 33.7%

Top 5 most purchased product categories

Change in spending on online shopping last 6 months

US: the COVID-19 pandemic has 
lead to an increase in online 
shopping, especially groceries

Of consumers buying groceries online 
(37.5%), almost 70% indicate that they have 
spent more in this category since the 
beginning of the COVID-19 pandemic. As 
expected, only the spending on travel and 
tourism has gone down.

*Not subscription based
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17.1%

10.2%

Travel/tourism

Home furnishing

Car/automotive accessories

Consumer electronics

Sport/leisure

Clothing/footwear

Cosmetics/body care

Books, movies, music and games*

Children's articles and toys

Groceries

Much/somewhat more Around the same Much/somewhat less
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Product category Bought last 6 months

Clothing/footwear 59.2%

Books, movies, music and games* 43.2%

Consumer electronics 34.7%

Cosmetics/body care 30.0%

Sport/leisure 28.3%

Top 5 most purchased product categories

Change in spending on online shopping last 6 months

DE: a notable increase in online 
shopping during the COVID-19 
pandemic

Of consumers buying home furnishing, 
cosmetics/body care and books, movies, 
music and games online, more than 40% are 
spending more than before the COVID-19 
pandemic. As expected, spending on travel 
and tourism has gone down, while spending 
on car/automotive accessories is also lower.

*Not subscription based
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22.0%

14.8%

16.8%

14.7%

18.3%
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Product category Bought last 6 months

Books, movies, music and games* 46.0%

Clothing/footwear 45.0%

Cosmetics/body care 30.2%

Groceries 26.5%

Consumer electronics 23.8%

Top 5 most purchased product categories

Change in spending on online shopping last 6 months

JP: spending on online shopping 
has gone up during the COVID-
19 pandemic

Of customers buying groceries, books, 
movies, music and games, children’s articles 
and toys and cosmetics/body care, around 
50% have increased their spending since the 
beginning of the COVID-19 pandemic. As 
expected, spending on travel and tourism 
has gone down, with over 50% of 
respondents having decreased their 
spending.

*Not subscription based

16.7%

24.1%

29.4%

37.8%

39.3%

40.3%

49.2%

49.5%

50.4%

55.3%

30.6%

64.8%

44.1%
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On average across all 
product categories and 
countries, consumers 
have had a positive 
online shopping 
experience

Groceries, which is also one of 
the most purchased categories, 
have had the best shopping 
experience compared to 
expectations. For all categories, 
less than 10% of consumers have 
had a worse than expected 
online shopping experience. 
No notable country differences 
were found.

Online shopping experience
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9%

6%

Sport/leisure
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*Not subscription based
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90.7% 77.5% 19.2%75.0% 38.0%
4.0%

Amazon Walmart Rakuten

93.8% 65.3% 21.8%80.0% 13.8% 2.2%

Amazon Otto Rakuten

92.2% 71.3% 81.2%64.5% 16.8% 39.0%

Amazon Yahoo! Shooping Rakuten

Amazon dominates the market in all countries compared to other online national 
retailers

In all three counties, more than 90% of consumers know Amazon while 73% have shopped on the site in the last month. This corresponds to an 
average conversion rate* across countries of almost 80% (82% in US, 85% in Germany and 70% in Japan). In comparison, Walmart in the US 
and Rakuten in Japan only have a conversion rate of 48-49%.

Online retailer knowledge and usage

*Conversion rate for retailer i is calculated as: Ni,know/Ni,use
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Customer reviews

Avoiding the risk of infection

Ease of search and navigation

Number of product choices

Return and refund policy

Number of good deals
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US: Security of payment and personal details, trust in the seller and 
convenience are the most important factors for respondents when 
shopping online
Ease of search/navigation and customer reviews are the least important factors. However, the score for most of the factors 
ranked in the middle are not significantly different.

Important factors when shopping online (Best-Worst score*) Important factors when shopping online (percentages)

*Best-Worst score calculation: (Nbest - Nworst) / Nappear
Range of the Best-Worst score is -1 to 1.

-0.20 -0.10 0.00 0.10 0.20

Ease of search and navigation

Customer reviews

Number of product choices

Number of good deals

Avoiding the risk of infection

Return and refund policy

Convenience

Trust in the seller

Security of payment and personal details
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DE: Security of payment, return and refund policy and trust in the 
seller are the most important factors for respondents when shopping 
online
Ease of search/navigation and avoiding the risk of infection are the two least important factors. ‘Security of payment and personal 
details’ has the highest Best-Worst score of all factors in all countries (0.31).

Important factors when shopping online (Best-Worst score*) Important factors when shopping online (percentages)

*Best-Worst score calculation: (Nbest - Nworst) / Nappear
Range of the Best-Worst score is -1 to 1.
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26.0%

15.6%

24.0%
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JP: Convenience, security of payment and personal details and trust in 
the seller are the most important factors for respondents when 
shopping online
Ease of search/navigation and number of good deals are the least important factors. Five of the nine factors have a negative Best-
Worst score, which means that they are chosen as ‘least important’ more often than ‘most important’.

Important factors when shopping online (Best-Worst score*) Important factors when shopping online (percentages)

*Best-Worst score calculation: (Nbest - Nworst) / Nappear
Range of the Best-Worst score is -1 to 1.
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Avoiding the risk of infection

Return and refund policy

Customer reviews

Number of good deals

Number of product choices

Trust in the seller

Security of payment and personal details

Convenience

Most important Least important Not chosen
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US: In the most important product categories, more than 60% 
of consumers expect to continue their increased spending on 
online shopping after the COVID-19 pandemic
72% of consumers will continue to spend more on groceries online. At the same time, only 10% declare that they 
will not continue their increased spending on books, movies, music and games.

72.0%
65.4% 63.3% 59.5% 58.4%

14.0%

10.3%
21.1%

22.6%
15.8%

14.0%
24.3%

15.7% 17.9%
25.7%

Groceries Books, movies, music and games* Clothing/footwear Consumer electronics Cosmetics/body care

Yes No I don't know

Continued increased spending on online shopping after the COVID-19 pandemic

*Not subscription based
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DE: In the most important product categories, more than 50% 
of consumers expect to continue their increased spending on 
online shopping after the COVID-19 pandemic
Around 60% of consumers will continue to spend more on consumer electronics online. At the same time, only 
12% declare that they will not continue their increased spending on clothing/footwear.

Continued increased spending on online shopping after the COVID-19 pandemic

*Not subscription based

59.5% 59.1% 53.8% 51.4% 50.0%

16.5% 12.6% 21.2%
18.9% 20.7%

24.1% 28.3% 25.0% 29.7% 29.3%

Consumer electronics Clothing/footwear Books, movies, music and games* Cosmetics/body care Home furnishing

Yes No I don't know
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JP: In the most important product categories, more than 70% of 
consumers expect to continue their increased spending on 
online shopping after the COVID-19 pandemic
Around 74% of consumers will continue to spend more on clothing/footwear online. At the same time, only 12% 
declare that they will not continue their increased spending on the same product category.

Continued increased spending on online shopping after the COVID-19 pandemic

*Not subscription based

74.1% 72.7% 71.7% 70.8%

55.6%

10.1% 10.2% 10.4% 13.5%

18.5%

15.8% 17.0% 17.9% 15.7%
25.9%

Clothing/footwear Cosmetics/body care Books, movies, music and games* Consumer electronics Home furnishing

Yes No I don't know



TRUE GLOBAL REACH

Get insights from consumers everywhere in 
the world. Our proprietary technology 

ensures a true global reach from more than 
800 million consumers in 150 countries
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Opeepl is a full-service consumer insights company which provides clients with insights and data on a global scale. We are working with all 
consumer sectors and serve clients such as Nestlé, Ford, Colgate, Palmolive and Google among many others.

REAL CONSUMERS

Opeepl’s sampling technology ensures the 
best engagement with real normal consumers. 
We do no use overexposed panels but recruit 

a new specific audiences for each study.  

ADVANCED REPORTING

Follow data gathering live in our online 
dashboard, perform analysis or get bespoke 
data analysis and reporting from our expert 

data scientists.   

About Opeepl

See our full company presentation here
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CONTACT US

Opeepl HQ
Emil Holms Kanal 14
DK 2300 Copenhagen 
DENMARK

Phone DK: +45 3121 8608
Phone NL: +31 6 2718 6395
e: contact@opeepl.com 
w: www.opeepl.com 

Opeepl NL
Barbara Strozzilaan 101 
1083 HN Amsterdam
NETHERLANDS


