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W elcome to the latest 
edition of DIBS 
yearly report on 
e-commerce in the 
nordic countries: 

Sweden, Norway, Denmark and 
Finland. For more than ten years we 
have followed the development of 
e-commerce in the big three from 
Scandinavia. 2017 marks the first 

time that we explore the Finnish mar-
ket as well. The addition of Finland 
only solidifies that this is the report 
for you if you want to know the state 
of e-commerce in north-western 
Europe. One thing that is demonstra-
bly clear: Geographical location is not 
the only similarity between these four 
countries. E-commerce is fast-grow-
ing in all of them.

Sweden, Norway, Denmark and 
Finland have approximately 20 million 
citizens combined in the age group 
15-74 years. The complete turnover 
from e-commerce in the group is 
42 billion euro. Surely an incredible 
figure, but there is potential for further 
growth. Customers in all four coun-
tries express an unreserved interest 
in shopping online. They like the 
pace and flexibility of e-commerce, 
and the inherent access to products 
and services that otherwise would 
be unavailable. This indicates that 
companies need to continue the opti-
mization of their online business. The 
reality of e-commerce is that online 
shoppers will choose the company 
that provides the best customer ex-
perience available. There is no room 
for complacency. Unlike physical 
stores, online businesses compete 
with companies from all over the 
globe. In this rapport, we present you 
with an entire chapter concerning 
consumers and their motivations 
for shopping online. It is filled with 
valuable insights that can help you 
tailor the perfect webshop for today’s 
customer.

    The four north-western countries 
resemble each other, but there are 
differences. Cash card is the most 
used payment method in Denmark, 
Sweden and Norway. By far actually. 
However, Finnish consumers prefer 
online banking. 25 percent of Swedes 
consider invoice to be their favorite 

payment method, but none of the 
other three countries come close to 
approaching a quarter on that count. 
Consumers in Norway, Sweden and 
Finland all agree that stored card 
details are a critical feature, while the 
Danes are significantly less passion-
ate on this matter. And so forth. We 
think of Sweden, Norway, Denmark 
and Finland as a unity. And rightly so. 
But it remains important to recognise 
the quirks of each country. 

We can all have our own little ideas 
about e-commerce. We can think 
that we understand what products 
consumers want to buy and why 
they want to buy them online. But we 
can’t allow ourselves to guess. One 
of our main ambitions with this report 
is to eliminate all the guesswork. We 
want to make sure that business 
decisions are made on the basis of 
solid research. 

This is our most extensive report 
yet. We have included new catego-
ries to make sure that each chapter 
represents the actual landscape of 
e-commerce in the year 2017. We 
have also made an additional effort 
in the design department so that all 
graphics communicate their message 
as clearly as possible.     

Whether you have a commercial 
or personal interest in e-commerce, 
we hope that you will find the content 
interesting.

Enjoy the report. 

The reality of  
e-commerce is that  
online shoppers will 
choose the company  
that provides the best 
customer experience 
available.

DANIEL LARSSON,
CEO, DIBS Payment Services

 NORDIC INTRO: DANIEL LARSSON

NEW TRENDS APPEAR  
THROUGHOUT THE  
NORDIC COUNTRIES 
Geographical location is not the only similarity between Sweden, Denmark, 
Norway and Finland. E-commerce is fast-growing in all of them.
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NORDIC E-COMMERCE 2017

NORDIC 
COMPARISON

On the most overall level, Finland, 
Norway, Sweden and Denmark are 
on common ground. First of, the total 
e-commerce is growing in all four 
countries. But there are also other 
commonalities among the Nordic 
neighbours. 

If you ask consumers why they shop 
from foreign webshops, the majority 
responds: Because it is cheaper. 
This counts across all four countries. 
There is also no doubt that consum-
ers in all four countries shop much 
more from smartphones and tablets 
than they did just five years ago. 
There are commonalities between the 
countries, but also national pecu-
liarities. 25% of Swedish consumers 
responded that invoicing is their 
preferred online payment method. 
None of the other countries approach 
a quarter in this respect. 

Cards are, by far, the most frequently 
used payment method in Denmark, 
Sweden and Norway, while in Fin-
land online banking sits heavily on 
the throne. Denmark, Sweden and 
Norway each have their respective 
payment app, which they are happy 
to use (MobilePay, Swish and Vipps, 
respectively), but the Finns have not 
yet found their favourite mobile 
payment app. This may 
help explain why online 
banking is extremely 
popular in Finland. 
By contrast, almost 
half of consumers in 
Norway, Sweden and 
Finland agree that it 
is great to store card 
information in con-
nection with an online 
payment. Here, Danes 
are the odd ones out. 

Total e-commerce is growing significantly in all four Nordic countries, but there 
are still national differences. The Danish, Swedish and Norwegian consumers have 
very much bought into mobile payment apps, while the Finns hold on to online 
banking as their preferred payment method. 

CURRENT TREND

CARD, APP OR ONLINE BANKING

42
 billion euro is the amount the 20 
million people between 15 and 

74 year olds have online 
shopped for in 2017

PATRIK MÜLLER,
E-commerce expert, 
DIBS Payment Services



POPULATION (15-74 YEAR):

7.370.479

POPULATION (15-74 YEAR):

3.951.298

POPULATION (15-74 YEAR):

4.341.981

MARKET SIZE:

11.3 EUR BN

POPULATION (15-74 YEAR):

4.108.640
MARKET SIZE:8.5 EUR BN

MARKET SIZE:

11.4 EUR BN

MARKET SIZE:

10.9 EUR BN

6.97 PURCHASES PER 
3 MONTHS ON AVERAGE

6.31 PURCHASES PER 

3 MONTHS ON AVERAGE

6.39 PURCHASES PER 
3 MONTHS ON AVERAGE

5.51 PURCHASES PER 3 MONTHS ON AVERAGE

There is a turnover potential 
in Finland, Norway, Sweden 
and Denmark. By 2017, the 
countries have just under 
20 million inhabitants between 
15-74 years old. This year 
altogether this group 
shop online for a total 
of 42 billion euro.

CASH FLOW
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PAYMENTS METHODS

Fig. 25 USED PAYMENT METHODS ON THE INTERNET OVER THE PAST THREE MONTHS

Mobile payment methods are gaining ground 
The figure shows the four most frequently used payment methods in Finland, Sweden, Norway and Denmark. Payment by 
card takes the lead in Denmark, Sweden and Norway, while online banking wins in Finland. In the Scandinavian countries, 
mobile payment methods (MobilePay in Denmark, Swish in Sweden and Vipps in Norway) have also gained ground, while 
Finland has not yet taken on applications, but happy use both invoices and Paypal. Denmark is the country with the clea-
rest favourites, namely cards (94%) and MobilePay (37%), and thus also the country which deselects other options the clea-
rest (12% online banking and 20% PayPal), while the distribution is a little more even in the remaining countries.  

94%  
 

of the danes have used card 
payment on the internet for 

the last 3 months

94%

12%
20%

37%

MOBILE-
PAY

INTERNET 
BANKING

CARD PAYPAL

DENMARK

85%

12%

24%
29%

INVOICE
PAY

PAYPAL CARD VIPPS

43%

NORWAY

83%

48%

28%

49%

INVOICE INTERNET 
BANKING

CARD SWISH

SWEDEN

56%

76%

28%
33%

INVOICE INTERNET 
BANKING

CARD PAYPAL

FINLAND
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PAYMENT METHODS

Fig. 26 PREFERRED ONLINE PAYMENT METHODS

3%1%

35%
CARD

25%
INVOICE

10%
PAYPAL

6%
SWISH

20%
INTERNET
BANKING

Card most often wins
The figure shows what form of payment Finns, Swedes, Norwegians and Danes, respectively prefer when shopping online. 
Card payment is particularly strong in Denmark and Norway, but also takes first place in Sweden, where invoicing – espe-
cially in comparison with other countries – is also strong. Finland is the only one of the four countries where card payment 
is not the favourite, as they are more fond of online banking. At the same time, Finland is also the most fragmented country 
when it comes to payment methods, and the country where apps are the least favourite. Denmark is the country where 
apps are most popular. Mobilepay in Denmark takes 9%, compared to 6% for Swish in Sweden and 5% for Vipps in Norway.

SWEDEN2%

2%

1%
2%

23%
CARD

14%
INVOICE

13%
PAYPAL

43%
INTERNET
BANKING

FINLAND

43%  
 

of the Finns prefer online  
banking rather than  

card payments

3%

2%

3%

74%
CARD

9%
INVOICE

9%
MOBILEPAY

DENMARK

3%

3%3%
1%

1%

53%
CARD

11%
INVOICE

24%
PAYPAL

5%
VIPPS

NORWAY

Cash

Masterpass
Mobile 
payment 
method

BankAxess

Other
Don’t know

Installment 
payments
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SAVED CARDS

12%

23% 24%23%

DENMARK SWEDEN NORWAY FINLAND

35%

46% 45%
49%

DENMARK SWEDEN NORWAY FINLAND

SAVED CARDSFig. 27

28%
32%

25%

40%

DENMARK SWEDEN NORWAY FINLAND

WOULD PREFER TO NOT HAVING TO ENTER CARD  
INFORMATION EVERY TIME THEY SHOP ONLINE 
(IF IT IS STORED SAFELY)

HAVE SAVED CARD INFORMATION AT AN ONLINE STORE
(E.G. ON A STREAMING SERVICE)

WOULD SHOP ONLINE MORE OFTEN IF THEY 
DIDN’T HAVE TO ENTER CARD INFORMATION 
FOR EACH PURCHASE

Ideally, this could be easier
The figure shows the respective shares of Danes, Swedes, Norwegians and Finns who want to avoid typing in their card 
information when they shop online. Additionally, the figure shows whether the option of storing card information would 
mean more online shopping, as well as the percentage of individuals who already tried storing card information. General-
ly, Danes are the least interested in storing their card details, while the Norwegians are the most eager to save their card 
information. The Norwegians are also the most experienced in saving their credit card information online. 

49%  
 

Of the Norwegians would like to  
avoid entering their card  
details every time they  

shop online
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We resemble each other on 
many points. But there are 
also big differences. Here are 
a few fun facts and differences 
between the countries.

SWEDEN
15% shop online more than 11 

times in three months. 

34% 
have abandoned a purchase 
because their desired payment 
method was not available. 

33% subscribe to a music  
streaming service.

FINLAND
30% 

opt out of shopping 
abroad to support the  
local market.  

43% prefer to pay via  
internet banking.

18% have purchased a  
cruise online.  

NORWAY
24% prefer to pay by 

PayPal.

38% subscribe to a TV or 
streaming service.

19% have purchased 
insurance online.

DENMARK
74% prefer to pay by card. 

21% 
have abandoned a  
purchase due to a lack  
of trust to website. 

9% subscribe to fitness.

DID YOU 
KNOW?

NORDIC CONSUMERS
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MOBILE
Mobile 

section

Fig. 28 HAVE PURCHASED WITH SMARTPHONE OR TABLET IN THE LAST THREE MONTHS

0
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21%

16%

20%

51%
54% 54%

40%

DENMARK SWEDEN NORWAY FINLAND

2017

2012

Explosive mobile development
The figure shows the respective percentages of Danes, Swedes, Norwegians and Finns who shopped online using a smartphone 
or tablet. At the same time, the figure shows the progress of purchases made from mobile devices over the past five years. 

No 
data
from 
2012

50%
af danskerne handler 

fra mobil, fordi det 
er nemt 

Fig. 29 WHY DID YOU SHOP VIA SMARTPHONE OR TABLET?

40%

31%
36%

42%

SWEDEN DENMARK NORWAY FINLAND

50%51%

25%

58%

SWEDEN DENMARK NORWAY FINLAND

15%
20% 20%

15%

SWEDEN DENMARK NORWAY FINLAND

26%24% 24% 24%

SWEDEN DENMARK NORWAY FINLAND

I MADE THE PURCHASE VIA AN APP

MY SMARTPHONE/TABLET WAS THE EASIEST ACCESSIBLE

I OPENED AN OFFER  VIA EMAIL ON MY SMARTPHONE

EASIEST WAY OF BUYING

Most want it easy 
The figure shows the reasons why Danes, Swedes, Norwegians and Finns shop online. Simplicity being the major reason 
in Denmark, Sweden and Finland, while the Norwegians found the offer in an app and bought through the app.  

+170%+238%+143%
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FOREIGN TRADE

Fig. 30 HAVE SHOPPED FROM A FOREIGN WEBSHOP IN THE LAST THREE MONTHS

54%
of Norwegians 

have shopped in a 
foreign webshop

40%
of Swedes have 

shopped in a 
foreign webshop

54%
of Finns have shopped 

in a foreign 
webshop

og
 f

45%
of Danes have 
shopped in a 

foreign webshop

Fig. 31 WHY DID YOU MAKE A PURCHASE IN A FOREIGN WEBSHOP?

62% 62%
67%68%

DENMARK SWEDEN NORWAY FINLAND

38% 39%
46%43%

DENMARK SWEDEN NORWAY FINLAND

51% 50%
46%44%

DENMARK SWEDEN NORWAY FINLAND

LOWER PRICES

LARGER SELECTION

THE PRODUCT WAS NOT FOUND IN MY HOME COUNTRY

We think alike
If you are in Sweden, Denmark, Norway or Finland, the most decisive reasons for shopping from a foreign website are the 
same - for lower prices, lack of local offer or larger selection abroad.

”Lower prices” is 
the biggest reason for 

foreign trade in all four 
countries. 
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FUTURE OUTLOOK

According to DIBS’ e-commerce 
expert Patrik Müller, look to  
the US in order to predict the future of 
e-commerce can always be a good idea.  
He provides insight into what the future  
have in store. 

American companies are usually 
6-7 years ahead when it comes to 
digitalisation. This is not least due to 
the enormity of the North American 
market. Giants such as Apple, Goo-
gle and Amazon always introduce 
their latest technological inventions in 
the United States. Small northern  
European countries, on the other 
hand, must be patient.

So, what are we to expect? One of 
the most striking tendencies taking 
place in the United States at the 
moment is the closing of physical 
stores. Projections show that up to 
9,000 physical stores will be out of 
business within the next year. And 
within seven years, a quarter of all 
American shopping malls will be 
closed. Simply because consumers 
prefer to buy their wares online. This 
tendency is perhaps not surprising. 
But it stresses the fact that compa-
nies will have to adapt. Consumers 
have taken a position on how they 
want to shop.

Interestingly, a new type of physical 
store has started to gain ground. Not 
at the same rate as the traditional 
physical stores are closing. But still. 
One example is Amazon, who has 
launched a chain of physical book-

stores. The stores are stocked based 
on data collected from Amazon’s 
online sales. For example, a book-
case with the most popular page 
turners from Amazon’s online sales. 
It is a new way of approaching the 
physical store: As a complement to 
e-commerce, and not the other way 
around.

Another interesting trend from the 
US is the use of new technology 
making online shopping easier. The 
American office supply retail chain 
Staples has introduced a new service 
allowing companies to purchase 
goods by simply sending an SMS 
to a chat robot. The SMS can be as 
brief as ’1,000 blue pens’. Compa-
nies can also order items using a 
so-called smart speaker, where they 
press a button, state their order out 
loud and the goods ordered.

While some companies are experi-
encing great success with innovative 
payment methods, others have trou-
ble keeping up. In the US, the general 
trend is that B2C companies thrive 
on e-commerce, while B2B actors 
have trouble digitising their business 
operations. It is simply easier for a 
digitally well-developed B2C to satisfy 
customers’ online ordering needs, 

than it is for an analogue B2B firm to 
make the digital transformation. This 
development leads to more and more 
B2C companies eating into the B2B 
market. They already have their digital 
processes nailed down. And in many 
cases, the prod-
ucts are equally 
good for busi-
ness clients and 
private consum-
ers. The trend 
has prompted 
the US business 
community to 
coin an entirely 
new concept: 
H2H. Or human 
to human. 
Whether people 
make purchases 
on behalf of a 
company or for 
personal use, 
they want good, 
clear processes for e-commerce. 
Therefore, it no longer makes sense 
to differentiate between whether the 
end-user is a consumer or a busi-
ness. The digital purchase options 
must be in place when people make 
purchases. No matter what. 

FUTURE 
OUTLOOK

It stresses the fact 
that companies 
will have to adapt. 
Consumers have 
taken a position on 
how they want to 
shop.

PATRIK MÜLLER,
E-Commerce Expert,
DIBS Payment Services
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Today’s consumers 
are focused and 
have no patience 
when it comes to 
inflexible shopping 
experiences.

DANIEL LARSSON,
CEO, DIBS Payment Services

W elcome to the latest 
edition of the DIBS 
annual report on 
e-commerce in 
Sweden, Norway, 

Denmark and also in Finland. For 
years, we have seen a strong growth 
and development in e-commerce in 
the entire Nordic region. This year, 
Swedish e-commerce continues to 
move forward in terms of both market 
size and new payment methods. This 
year, we have also added several new 
categories to the report: insurance, 
charity and cruises. 

Last year, the total turnover passed 
a historic SEK 100 billion, and this 
year, there will be a new record with 
sales of SEK 109.5 billion. This is a 
growth of almost 10%, which is on 
par with recent years’ growth. To put 
the development into perspective, 
the total turnover was SEK 75 billion 
5 years ago. This represents an 
increase of 45% – or more than SEK 
30 billion. The driving forces are the 
same, consumers want to shop and 
do errands online, new companies 
start selling online and established 
companies move to, or complement 
their businesses with online sales. 
The entire market with all its players 
is getting better and better at meet-
ing consumer preferences. To us as 
a payment provider who has been 
involved for all these years, being 
part of this revolutionary change 
has been, and continues to be, an 
exciting journey. One which will only 
continue. 

Consumers want to be able to buy 
anything and to do almost all their 
errands online. Hassle-free and easy. 
In line with recent years’ strong trend, 
the number of purchases made via 
mobile devices increases this year. 
Consumers now make all kinds of 
purchases via the mobile phone, a 
development which, for example, in-
volves a payment method like Swish 
becoming stronger and that the play-
ers who are not mobile-friendly are at 
a disadvantage compared to others.  

While Swedish companies are 
getting better at creating good online 
shopping experiences for consum-
ers, there is still tough competition 
from foreign online shops. Product 
areas such as fashion, automotive 
accessories and books especially 
face competition from foreign players. 
Lower prices and a wider product 
range make it particularly attractive 
for consumers to seek out these 
foreign shops. 

The large increase in total e-com-
merce sales is mainly due to con-
sumers wanting to be able to shop 
whenever they want, wherever they 
want, while they also want it to be 
simple and with great freedom of 
choice. Today’s consumers are fo-
cused and have no patience when it 
comes to inflexible shopping experi-
ences. Companies which fail to meet 
that need are finding it increasingly 
difficult to compete. The total shop-
ping experience must be simple and 
effective with as few steps as possi-
ble. For example, 1 in 3 consumers 

choose to save their card information 
when shopping online to be able to 
shop even easier. 

Earlier this year, DIBS and Nets 
launched a new payment solution – 
Easy, a complete solution which sim-
plifies all stages of online payment for 
both consumers 
and online 
retailers. Among 
other things, the 
service allows 
the consumer 
to store multiple 
credit cards 
and shipping 
addresses, and 
you can also 
choose freely 
between dif-
ferent payment 
methods. Con-
sumers expect a 
seamless expe-
rience and DIBS’ and Nets’ long-term 
ambition is to offer complete and 
comprehensive payment solutions, 
both online and in physical shops.

We hope you find this year’s report 
interesting and that you can use the 
information in your work.  
 
Have a pleasent read.

 SWEDISH INTRO: DANIEL LARSSON

THE FUTURE OF SWEDISH 
E-COMMERCE IS BRIGHT 
In 2017 we are still seeing strong growth for e-commerce in Sweden and the 
Nordic region - both new payment methods and industries are emerging.
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CURRENT TREND

THE MARKET

The Swedes shop online like never 
before. In 2017, total e-commerce 
turnover in Sweden sets a new 
record. Swedes purchased travel, 
goods and services for just under 
SEK 110 billion.

With total turnover of SEK 49.6 
billion, the travel category is still what 
Swedes spend the most money on 
when they shop online. This is slightly 
less than last year, which was a 
record year for travel, while the other 
2 categories – goods and services – 
grow. 

Since 2016, the Swedes’ purchases 
of goods online increased by 14%, 
or SEK 5.3 billion. This year, Swedes 
purchased products online for just 
over SEK 42 billion – more than ever 
before. The trend shows that e-com-

merce represents a key part of Swed-
ish consumer spending. In particular, 
clothes, shoes and accessories, as 
well as electronics are what Swedes 
add to the cart when purchasing 
goods online. 

The services category also continues 
to move forward strongly. This year, 
total services turnover ends at a re-
cord high SEK 17.6 billion – a growth 
of 47% compared to 2016. While 
we did add categories to this year’s 
survey, which influence the num-
bers, the trend for online purchases 
of services shows strong growth. In 
particular, tickets and insurance are 
what Swedes spend their money on 
when they purchase services online. 
Overall, there is no doubt that more 
and more Swedes are paying for 
more and more services online.

E-COMMERCE CONTINUES TO GROW

Swedish e-commerce is growing relentlessly. From 2016 to 2017, total 
e-commerce turnover grew by SEK 9 billion. This is an increase of 45% 
since 2013. In the past year, goods and services have primarily driven the 
development.

Within services,  
consumer spending 
grows strongly. Here, 
total turnover ends up  
at SEK 17.6 billion, 
a growth of 47% 
since 2016.

ELIN MORITZ,
Marketing Manager, 
DIBS Payment Services 
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MARKET SIZE AND GROWTH 

109.500.000.000
SEK

TURNOVER 2017

GROWTH IN THE LAST 4 YEARS

45%
GROWTH SINCE LAST YEAR

9%

In the last 4 years, turnover in the Swedish e-commerce market increased by 45% (SEK 75.7 billion in 2013 to SEK 109.5 
billion in 2017). Currently, turnover has reached SEK 109.5 billion, which is 9 billion (9%) more than last year. The figures are 
based on the actual growth of some 5,000 online retailers in Sweden.

Fig. 01 ESTIMATION OF THE SWEDISH E-COMMERCE MARKET SIZE

+9%

+11%

+12%

+7%

+7%

AMOUNTS IN BILLION SEK

2013 2014 2015 2016 2017

75.7
80.8

90.5
100.5

109.5
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MARKET SIZE AND DISTRIBUTION IN SWEDEN

DISTRIBUTION OF 
E-COMMERCE
IN SWEDEN 
The turnorver of Swedish e-commerce in 2017 is 
SEK 109.5 billions. Consumption split in the three 
categories: Travel, Goods and Services.

SERVICES

16%
17.6 BILLION SEK

GOODS

39%
42.3 BILLION SEK

TRAVEL

45%
49.6 BILLION SEK

DISTRIBUTION OF E-COMMERCE

In 2017, Swedish e-commerce reaches a total turnover of SEK 109.5 billion. Consumer spending is distributed across  
physical goods and online services, e.g. streaming of TV programs and films. The Swedes’ wanderlust still accounts for  
the largest part of the pie, namely 45% of total consumer spending. 

Compared to last year, when travel accounted for 51% of total consumer spending, this year the category accounts for  
a smaller share in terms of percent. And Swedes have actually saved a little on their holiday budgets – in fact, in 2017 the 
Swedish people spent nearly half a billion SEK less on travel than we did in 2016. 

This year, retail has come even further in terms of adapting to customers’ digital behavior. The category goods, with  
representatives such as Middagsfrid.se has increased by 14% from 2016 to 2017 (from 37 billion in 2016 to 42.3 billion in 2017). 
But it is services that have had the greatest growth. Here consumption has increased by 47% over the past year.

In line with the increased consumer spendings online, new online stores appear. However, at the same time, the requirements 
of the consumers in terms of the shopping experience – whether it is a shirt purchase, a notification to the kindergarten or food 
to the shelves in the fridge – increase.
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With a total turnover of nearly SEK 50 billion, travel continues to be 
the category which Swedes spend the most money on. Hotels and 
plane tickets neither increased nor decreased, while package holidays 
decreased significantly. 

TRAVEL

The travel segment is still the largest 
in terms of e-commerce sales. 
Swedes spend a lot on both the holi-
day itself and the more practical part 
of the travel category – transporta-
tion. Sales declined slightly compared 
to last year, which was a record year 
for travel, both in monetary terms and 
in the share of total e-commerce. 
The fact that goods and services 
increased significantly had an impact, 
however. 

The reason for travel still being the 
largest category is partly that the 
travel industry was among the first 
to embrace and develop the vast 
potential in e-commerce. For a trip 
abroad, you would like to be able to 
sit at home, planning it in peace and 
quiet, comparing prices and studying 
the different destinations online. And 
buying a domestic trip by train, bus 
or air is easy and convenient. Another 
reason, of course, is that purchases 
in the travel category often cost a lot 
of money compared to purchases of 
goods and services. You do not buy 

expensive trips for large amounts that 
often. 

Only 1 in 10 people have booked 
a taxi online, but that share can be 
expected to grow as the industry is 
digitised.

CONSUMER CHOICE
The travel industry is highly compet-
itive. There are many players fighting 
for the same customers. For consum-
ers, this fierce competition creates a 
great combination of many choices 
and good prices. Airfares in particular 
are the subject of an outright price 
war. And smaller players who cannot 
lower their prices must find a niche 
for themselves.

Swedes also travel more and have 
become fond of putting together their 
own, unique journeys. This devel-
opment is particularly evident when 
compared with last year, when more 
than a third of the total turnover was 
generated by package tours. This 
year, this share falls significantly and 
only accounts for 18% of sales in the 
travel category. Sales of airfares and 
hotel rooms, as well as train and bus 
tickets, are increasing. 

Although the travel industry adopt-
ed e-commerce early, there is still a 
strong potential for development. The 
sharing economy with car-pooling 
and new alternatives to the traditional 
hotel reservations contribute to the 
development and make it cheaper to 
travel.

45%
of Swedes’ total online consumer 
spending is spent on travelling.

49.6
billion SEK makes up the total

travel turnover.

The travel industry  
was among the first to 
embrace and develop  
the vast potential of 
e-commerce.

TRAVEL
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49.6
BILLION SEK

Total turnover in the Travel category

TRAVEL

Fig. 02 DISTRIBUTION OF CONSUMER SPENDING IN THE TRAVEL CATEGORY

Spending distribution in the category 

Cruises 

   3%   

Taxi 

   2%      

Car rental 

   3%      

Train and coach 

   7%   

Public transport

4%     

Hotel

   28%      

Airfares 

   34%      

Package holidays

18%         

Percentage of people who buy this online 

Cruises 

   5%   

Taxi 

   9%  

Car rental 

   5%  

Train and coach

   24%  

Public transport

   23%  
  

Hotel 

   26%   

Airfares 

   25%   

Package holidays 

   8%   

Taxi

How the Swedes spend their money on travel
The figure shows how Swedes' consumer spending is distributed across the various sub-categories of travel, and the 
proportion of the population making purchases in the various sub-categories. Airfares, which represent 34% of total 
consumer spending in the category, is the largest money grabber, while money for taxis, car rentals and cruises take the 
least from Swedes' wallets. The hotel sub-category is where the largest share of Swedes make purchases (26%) and the 
category accounts for 28% of sales in travel. 
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HOTEL

WWW

TRAVEL

1 in 4 prefer to shop via mo-
bile phone and 35% purchase 
hotel accommodation via 
foreign websites. The 35-44 
age group spends the most 
money on hotels.

of train and coach tickets are
purchased from a smartphone

of Swedes purchase 
hotel accommodation 
online 

26%

34% is spent  
on airfares

This corresponds 
to SEK 17.1 billion 
and more than a 
third of total  
consumer  
spending in 
the travel 
category.

44%

14%
prefer to buy their 
package holiday via 
smartphone

The elderly 
...buy the package 
holiday 
When package holidays are 
booked online, people aged 
between 55 and 65 are  
usually behind the purchase. 
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Swedes spend more buying goods online. More than 50 percent 
of Swedes buy clothes, shoes and accessories online, but also 
products for body and health, physical media and electronics are 
popular. 

GOODS

Physical goods contribute greatly to 
the growth of electronic commerce. 
Last year, Swedes spent SEK 37 
billion on goods, but this year total 
turnover grows to SEK 42.3 billion – a 
growth of 14%. Today, a little more 
than half of the Swedish population 
buys clothes, shoes and accessories 
online. Everything indicates that this 
is a trend which will continue greatly 
in the coming years. 

However, fashion and accesso-
ries is not the only popular segment 
looking at what Swedes are buying 
online. Almost half of all Swedes are 
buying products in the body and 
health category. And more than a 
third purchased products such as 

Fashion and accessories 
are not the only things  
a large proportion of 
Swedes are buying  
online. Almost half of  
all Swedes are buying 
products in the body  
and health category.  
And more than a third 
purchase products such 
as media, and nearly a 
third are buying 
electronics.

39%
of Swedes’ total online

consumer spending consists  
of goods.

42.3
billion SEK makes up the total

turnover of goods.

media, and nearly a third are buying 
electronics. When it comes to body 
and health and physical media, lower 
prices are a particular attraction. 
Goods in the electronics category are 
more expensive with fewer individual 
purchases. 

FOOD WITH CONVENIENCE
Among consumers, there is now an 
expectation that all goods can be 
purchased online. And companies 
must take into account consumers’ 
desire to be able to choose how and 
when the delivery is made. Many 
food suppliers operate with precise 
and flexible deliveries of food pur-
chases online, which contributed to 
an increasing proportion of Swedes 
choosing to buy their food online. 
The trend is clearly upward, and the 
proportion who bought groceries 
online increased by a few percentage 
points and is now more than a fifth of 
the population. 

First and foremost, Swedes shop 
online because it is convenient and 
this applies regardless of product 
category. Total turnover for the pur-
chase of goods online is growing rap-
idly and will continue to grow in the 
coming years. The potential – or the 
threat – is huge for the many Swedish 
shops and businesses which do not 
yet offer their products online.

GOODS
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GOODS

42.3
BILLION SEK

Total turnover in the Goods category

Fig. 03 DISTRIBUTION OF CONSUMER SPENDING IN THE GOODS CATEGORY

Percentage of people who buy this online  

Erotica 
   5%   

Toys
   16%   

Building materials
   6%   

Sport and leisure
   18%   

Physical media
   34%   

Body and Health
   49%   

Commodities
   21%   

House and home
   23%   

Clothes, shoes and accessories
   52%   

Electronics
   29%   

Car, boat and motorcycle 
   9%   

Spending distribution in the category 

Erotica 
   2%      

Toys
   4%      

Building materials
4%         

Sport and leisure
   7%      

Physical media
   6%      

Body and Health 
10%      

Commodities
   13%      

House and home
   8%      

Clothes, shoes and accessories
   20%      

Electronics
   21%      

Car, boat and motorcycle 
   6%       

How Swedes spend their money on goods 
The figure shows how the online consumer spending is distributed across the various sub-categories of goods and the  
proportion of the Swedes making purchases in the different sub-categories. Electronics make up the largest slice of the pie 
(21% of spending) whereas erotica, with 2% of consumer spending, accounts for the smallest piece.
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CASE: BOOM WATCHES

Swedish BOOM Watches 
has a unique product. On 
the company website, 
customers can design their 
own personal watch by 
putting together different 
parts.  

20 years ago, Niklas Dahlgren came 
up with the idea for his ”design 
a personal watch” concept. The 
company that made the idea a reality 
was launched in the autumn of 2016. 
Today, Niklas Dahlgren and Boom 
Watches are eager to offer custom-
ers the simplest and most manage-
able webshop, as a large part of the 
company’s sales take place online. 

What type of e-commerce  
solution do you have?  
Online business was not an area that 
I had a lot of experience with, so we 
started by getting an overview of the 
various e-commerce platforms avail-
able to us, and found the one that we 
thought was best suited. Magento, 
which we ended up choosing, sup-
ports the two primary ways in which 
we sell our watches. The solution 
supports both our webshop and our 
unique ’digital in physical shop’ sales 
method. The latter works in the way 
that the customer can build his/her 
watch on an iPad in a physical store, 
and then collect the watch at the in-
store counter. 

Do you have an app?
At present, we do not have an app, 
but it is very likely that we are going 
to develop one in the future. Right 
now, we are mainly focused on 
getting the parts of our e-commerce 
we have already to function as well 
as possible – in particular, good cus-
tomer service in our webshop.

What is crucial for success?
The important thing for us is to have 
a user-friendly site which is easy for 

the customer to understand and 
use. This requires the design to be 
simple and clean, so that visitors do 
not experience any problems finding 
what they’re looking for. Today, con-
sumers are accustomed to websites 
and online shops which are easy to 
navigate we have to live up to that 
expectation.  

Do your customers make  
purchases from mobile devices?
The majority of our traffic comes 
from mobile phones, but most of the 
purchases are made via a computer 
or tablet. Of course, we would very 
much like to convert more of the 
mobile traffic into sales. Conversely, 
we can also see that many of our cus-
tomers use mobile phone to research, 
and then execute the actual purchase 
on the computer. I think this is quite 
common when it comes to buying a 
more expensive product such as a 
watch.

What do you see  
as the most inter-
esting trends in 
e-commerce?
There are several 
interesting trends 
at the moment. We 
can see that com-
petition is no longer 
solely about pro-
viding the lowest 
price. Factors such 
as flexible delivery 
and good customer 
support are just as 
important to our 
customers. We are 
also very con-
cerned about how 
we can do effective online marketing. 
There are many companies compet-
ing on the various online platforms, 
and consumers are becoming 
increasingly critical which adds to the 
requirements for our efforts.    

Today, consumers 
are accustomed 
to websites and 
online shops 
which are easy 
to navigate – we 
have to live up to 
that expectation. 

NIKLAS DAHLGREN
Founder, BOOM Watches

CASE: 
BOOM WATCHES
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GOODS

of all purchases 
 in the goods  
category take 
place directly 
from a 
smartphone.

35%

Overseas 
competition
31% usually buy electronics  
from foreign online shops. of Swedes buy 

clothes online

52%
and 36% of these do so from a mobile phone. People aged between 25  

and 34 shop the most.

of Swedes buy home 
decoration online

buy groceries 
online

8% 21%
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In 2017, services experience more growth than any other  
category. The total turnover reaches SEK 17.6 billion – an  
increase of 47% compared to 2016. The potential remains  
great in this category.

SERVICES

Swedes are buying more and more 
services online. In 2016, total turnover 
for the services category was SEK 
12 billion. In 2017, it rises to SEK 17.6 
billion. This is a staggering 47% in-
crease, although in this year’s report, 
we added 2 new categories which 
affect this: insurance and charity. 

There is a rapid development in the 
supply of services which Swedes can 
buy and pay online. Tickets have long 
been bought online, and the public 
sector now allows its citizens to pay 
for everything from preschool fees 

to events online. Insurance is also 
a relatively new industry in e-com-
merce, but has already grown greatly. 
When we first asked Swedes about 
it, 16% said they bought an insurance 
online, and the industry accounts for 

16%
of Swedes’ total consumer  

spending consists of services.

17.6
billion SEK makes up the total

turnover in the services category.

Insurance is a  
relatively new industry 
in e-commerce, but has 
already grown greatly. 
When we first asked 
Swedes about it, 16% 
said they bought an  
insurance online, and 
the industry accounts 
for 17% of the total  
turnover in services.

SERVICES

17% of the total turnover in services. 
As for charity, nearly a fifth of Swedes 
donated money online recently.  
 
E-COMMERCE IS TAKING OVER  
E-commerce makes it easy to 
compare prices and other informa-
tion important to a purchase. Other 
benefits of being able to buy services 
online are clearly evident in the Tick-
ets sub-category. Here, businesses, 
public sector and consumers benefit 
from e-commerce. For companies 
and the public sector, there are fewer 
costs for administration and delivery 
when they offer the ability to pay on-
line. And from a consumer perspec-
tive, it is convenient to purchase and 
store the ticket on a mobile. There-
fore, it is not surprising that almost a 
third of all Swedes have now bought 
tickets online.  

CATEGORY WITH CONTINUED 
GREAT POTENTIAL 
In addition to the 2 services new-
comers in the report, insurance and 
charity, we will need to add more cat-
egories in the coming years. When it 
comes to the services sector, there is 
great potential for more companies to 
digitise their sales practices. Making 
it easier for the consumer to buy the 
desired service online, while making 
it possible for the company to spend 
less resources on administration is a 
win-win situation.
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SERVICES

17.6
BILLION SEK
Total turnover in the Services category

Percentage of people who buy this online  

Charity 
   18%   

Insurance
   16%   

Advertisements
   19%   

Parking
   22%    

Memberships
   17%   

Digital media
   32%   

Telecommunications
   28%   

Education and courses
   5%   

Gambling
   16%   

Tickets 
   31%   

Spending distribution in the category 

Charity 
   5%      

Insurance
    17%      

Advertisements 
   4%      

Parking
   3%      

Memberships
   9%      

Digital media
  9%      

Telecommunications
   15%   

Education and courses
   5%      

Gambling
   11%      

Tickets 
   21%      

Fig. 04 DISTRIBUTION OF CONSUMER SPENDING IN THE SERVICES CATEGORY

How Swedes spend their money on services
The figure shows how Swedes' online consumer spending is distributed across the various sub-categories of services, 
and the proportion of the population shopping in the different subcategories. Tickets are where we spend the most 
money, while digital media is what most people have purchased.
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Pop CornSoda

DONATION

41% usually donate  
via their smartphone.

Families with small children 
are the most likely to buy 
insurance online, but families 
with older children spend the 
most money.

Booking and paying for tickets 
from the comfort of the home 
and keeping the ticket in the 
smartphone saves alot of hassle.

of Swedes donate
to charity

buy insurance 
online

buy tickets online

of consumer spending 
within services is 
spent on education 
and training. 

18%

16%
31%

5%

SERVICES
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Although streaming services such as 
Netflix gained the most ground, there 
is a wide range of goods and ser-
vices you can subscribe to. And the 
benefits for consumers are clear. A 
bag of groceries every week will save 
time in everyday life, just like a regular 
supply of vacuum cleaner bags is one 
less thing to remember.

Today, consumers can subscribe to 
everything from fitness memberships 
and protein powder to the evening’s 
entertainment. The possibilities 

are almost endless, and it is easier 
than ever before. In total, 54% of 
35-44-year-olds subscribed to TV/
video streaming, while 55% of the 
younger group (aged 25-34) have 
paid for a music service. 

Consumers are not the only ones 
who benefit from subscription ser-
vices. More and more companies 
choose to offer subscriptions for their 
goods and services, which contrib-
utes to more regular cash flows and 
loyal customers.

Fig. 05

14%

36%
39%

9%
12%

15%

TV and music streaming, shopping, contact lenses delivery 
and many other subscription services are gaining ground. 
Consumers love the wide range of simple solutions. 

SUBSCRIPTION  
SERVICES

SUBSCRIPTION SERVICES

The figure shows the proportion of 15-65-year-olds who subscribe or have subscribed to television, music, grocery, 
beauty and newspapers. 36% have paid for a subscription for video streaming, while 12% at some point paid for beauty 
products, e.g. makeup, skin care and contact lenses, through a subscription service. 

SERVICES WHICH SWEDES SUBSCRIBE TO OR HAVE SUBSCRIBED TO ONLINE

BEAUTYGROCERYMUSICVIDEO STREAMING NEWSPAPERS

of 35-44-year-olds have, at some 
point, subscribed for groceries. 
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SUBSCRIPTION SERVICES

41%
45%

54%

33%

23%
16%

15-24 25-34 35-44 45-54 55-65 66-740
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Fig. 06 WHAT SUBSCRIPTION SERVICES HAVE THE SWEDES PAID FOR?

17%
OF 35-44-YEAR-OLDS

have paid for a subscription 
for beauty products.

Streaming

VIDEO STREAMING SUBSCRIPTION (AGE IN YEARS)

MUSIC STREAMING SUBSCRIPTION (AGE IN YEARS)  GROCERY SUBSCRIPTION (AGE IN YEARS)

BEAUTY SUBSCRIPTION (AGE IN YEARS) MAGAZINE OR NEWSPAPER SUBSCRIPTION  
(AGE IN YEARS)
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CURRENT TREND

EBBA EDLUND, 
Online Marketing, 
DIBS Payment Services

CONSUMERS
The Swedish consumers love to shop online. In fact, 9 out of 10 Swedes 
have made an e-commerce purchase in the past 3 months.

6%
 

more Swedes shop online via 
mobile phones in 2017 

than in 2016

INCREASING DEMAND FOR SIMPLICITY
A few years ago, the main reason to 
shop online was to find lower prices. 
In recent years, e-commerce sales 
increased sharply and Swedish con-
sumers are shopping online like never 
before. As consumers buy more 
and more, the demands they make 
of the shopping experience also 
grow. Today, the main reasons why 
consumers choose online shops are 
convenience and to save time.

Many consumers also appreciate 
that it is easy to compare products 
and prices. And, of course, it does 
not hurt that online shops are open 
around the clock, and often offer 
a lower price than physical shops. 
However, the regular e-commerce 
consumers are also impatient. 44% 
have cancelled an online purchase for 
a variety of reasons and there is great 
potential for improvement of e-com-

merce shops. It is a great disadvan-
tage if the consumer is not offered 
the desired payment method, finds 
it difficult to understand the condi-
tions, or if the payment process is not 
working. Swedish consumers expect 
simple and flexible online purchases.

A strong trend which is continuing 
this year is that shopping via mobile 
phone increases. Today, 54% 
have made a purchase via 
mobile phone, but the 
figure is much higher in 
some age groups. Among 
25-34-year-olds, as many 
as 69% have shopped 
online via a mobile.
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CONSUMERS

Fig. 07

Fig. 08

Fig. 09 

Www
Www

89%
54%

Did you know 
that...?
23% 

of 15-74-year-olds have shopped  
online and collected the goods in  

a physical shop?
 

35% 
of consumers prefer to 

return the goods to a physical shop?

74% 
prefer to shop online because 

it is saves time?

8% 
of consumers have made a  

purchase online and returned the 
goods to a physical shop?

        

5% 
of consumers have shopped online 

and picked up and returned goods to  
a physical shop?

WHO SHOP THE MOST?

WHY DO YOU SHOP ONLINE?

WHY DID YOU DECIDE TO CANCEL YOUR PURCHASE?

Shop online:
Shop via 
mobile:

Shop the most: 25-35-year-olds 
Shop the least: 66-74-year-olds

Shop the most: 25-34-year-olds 

Shop the least: 66-74-year-olds

OVERALL MOBILE

44%
have cancelled 

a purchase

Find products which are not 
found elsewhere 44%

Greater selection 54%

Lower prices 60%

It is always open 61%

Easy to compare 
prices and products 64%

It saves time/is easy 74%

Other 17%

Could not collect the product in person 5%

Desired payment method was not available 34%

Payment process did not work 27%

Lack of trust in the website 18%

Technical problems on the website 23%

Complicated registration 25%

Insufficient information about the product/service 23%

Unclear terms and conditions 28%
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Fig. 10

WOMEN AND MEN

HOW DO WOMEN AND MEN SHOP ONLINE?

What do women and men prefer?
The figure shows how, over a period of 3 months, women and men shop online, and how they differ from each other. 
Overall, the purchasing behaviour resemble each other a lot. Men spend a little more than women, but it applies for both 
sexes that even more have begun using mobile devices when they shop online in the past year, and many prefer Swish 
when they do this. For both men and women, however, card payments, invoices and direct payments are still the most 
popular payment methods.

Average monthly consumer spending 3095 SEK  2765 SEK 3424 SEK
   

Purchases from mobile devices 54% 55% 54% 
Development from 2016 in percentage points 3 2 6  
  
Have cancelled a purchase 44% 46% 43%
Development from 2016 in percentage points 0 0 0  
   
Shop from abroad 40% 31% 48% 
Development from 2016 in percentage points 1 -1 3  
   
Prefer card payment 35% 31% 40% 
Development from 2016 in percentage points -4 -3 -4  
   
Prefer online banking 20% 21% 19% 
Development from 2016 in percentage points -3 -4 -2  
  
Prefer invoice payment 25% 30% 20%
Development from 2016 in percentage points 1 2 1 

WOMENTOTAL MEN

659
SEK

That is how much more men spend  
than women per month.
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Fig. 11

FAMILIES

What do families prefer?
The figure shows what the family situation means for online purchasing behaviour. It is clear that whether the family is 
completely new, old or in-between, it is not decisive when it comes to purchases via mobile phone – pretty much across 
the board the number who have made purchases online increased. As e-commerce grows, consumers also become more 
impatient. It is still a relatively large proportion who cancel purchases online, which clearly demonstrates consumer  
demand for a simple and convenient shopping experience.

Average monthly  2901 SEK 3670 SEK 3735 SEK 3107 SEK 2130 SEK
consumer spending     

Purchases from mobile devices  59% 72% 62% 42% 32%
Development from 2016 in percentage points 6 3 4 -1 6

Have cancelled a purchase  45% 51% 49% 41% 33%
Development from 2016 in percentage points -2 -2 1 3 1

Shop from abroad  44% 42% 43% 36% 28%
Development from 2016 in percentage points -1 1 1 3 4

Prefer card payment 36% 38% 34% 35% 31%
Development from 2016 in percentage points -8 -4 -4 -2 2

Prefer online banking 19% 18% 19% 22% 20%
Development from 2016 in percentage points 0 -4 -6 -2 -10

Prefer invoice payment 20% 25% 26% 26% 36%
Development from 2016 in percentage points 0 4 4 -1 1

YOUTH FAMILIES
WITHOUT 
CHILDREN

YOUTH FAMILIES
WITH SMALL 

CHILDREN

FAMILIES 
WITH OLDER 

CHILDREN

WORKING ADULTS 
WITHOUT 
CHILDREN

PENSIONERS

46%  
 

of young families have purchased or 
subscribed to food online.

HOW DO FAMILIES SHOP ONLINE?
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MR. BIG SPENDERMR. BIG SPENDER

Although women more often than men shop 
online, the internet’s major consumer is a man. 
Get to know him here.

On average he uses

online per month

14063 SEK

Uses

on plane tickets a month

2783 SEK

Uses

on hotels a month
2445 SEK

He discontinues  
a purchase if he is  
not satisfied  
- it applies to:

68%

would like to save their card  
details in webshops

49%

shops on 
foreign 

websites

67%

He often  
purchases  
clothes, shoes 
and accessories 
online

He prefers to shop 
via his mobile

43 years
... old and lives in  
Stockholm   
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RÅDANDE TREND

COMMERCE

ELIN MORITZ, 
Marketing Manager, 
DIBS Payment Services

CURRENT TREND 69%
 

of 25-34-year-olds made purchases 
from their smartphone within the 

last 3 months

In recent years, the number of 
Swedes who shop via mobile devices 
has increased substantially. This 
trend continues in 2017. This year, 
54% of Swedes answered yes when 
asked if, during the last 3 months, 
they had bought goods or services 
using a smartphone or tablet. This is 
a strong development, as in 2012 the 
figure was as low as 16%.

As Swedes like to shop via their mo-
bile phones, it also makes demands 
of businesses. First and foremost, 
they must be able to deliver an online 
shop which is optimised for mobile 
viewing. There is consumer demand 
for quick and easy purchases, and 
companies must live up to this. 

Buying through an app is popular. 
51% of Swedes shopping via mobile 
devices use apps when they shop. If 

the company manages to create  
a well-functioning app, there is a 
great potential to meet customer 
needs. However, this requires  
development work which can be 
both expensive and complicated, 
and thus mainly large and well- 
established companies choose to 
focus on apps. For small businesses, 
it is more meaningful to make the 
website and online shop as 
mobile-friendly as possible.

MOBILE DOMINANCE INCREASES

More and more Swedes shop online using their smartphone or tablet. 
Therefore, it is now a pivotal factor to offer a good shopping experience, 
even on the ever-present back-pocket unit.
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55%

54%

54%
Yes, I have 

shopped from my 
mobile or tablet:

15-24 YEARS 25-34 YEARS 35-44 YEARS 45-54 YEARS 66-74 YEARS55-65 YEARS

23% 23%
18%

12%

6% 4%

69%

56%

65%

58%

39%

29%

Fig. 12

Fig. 13

MOBILE

The mobile phone has established itself as the undisputed most central 
device in people's everyday lives. The little mini-computer is everywhere 
and is used for everything. In 5 years, the number of Swedes who shopped 
from mobile phones has more than doubled.  

MOBILE

PURCHASES FROM A MOBILE OR TABLET

MADE A PURCHASE VIA A SMARTPHONE OR TABLET IN THE LAST 3 MONTHS

2012 
2017

Women
Men

PURCHASES FROM MOBILE OR TABLET

Last year, the scales tipped so that more than half of 
Swedes (51%) had made purchases from a mobile device. 
This year, the upward trend continues. As many as 54% of 
Swedes aged between 15 and 74 shopped from a mobile 
device in the last 3 months.

Although men and women shop via a mobile phone to the 
same extent, we can see big differences between different 
age groups. 25-34-year-olds, closely followed by 35-44-year-
olds, are the groups which most frequently choose their 
smartphone when the digital basket needs filling.

Although there are still fewer members of the older popula-
tion using mobile than younger ones, we see a strong trend 
among the elderly in online mobile purchases. 
The number of 55-74-year-olds who made purchases from 
a mobile device increased almost 6-fold in the past 5 years.

AGE DISTRIBUTION
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41% 41%

34%

25%

44%

51%

41%

47%
50%

25%

18% 19%

WWW

WWWAPP

APP

APP ON MOBILE BROWSER ON MOBILE APP ON TABLET BROWSER ON TABLET

Fig. 14

2015 
2016
2017

Fig. 15

MOBILE

HOW DO YOU SHOP FROM YOUR MOBILE DEVICES?

TABLET IS DESELECTED

In recent years, the smart-
phone has evolved into 
increasingly becoming the 
mini-computer we always 
have on hand. It has become 
faster, the resolution has been 
improved and the screen 
has become larger. Thus, in 
many ways the mobile phone 
rendered the tablet redun-
dant, and that may well be 
the reason for purchases via 
mobile phones increasing 
steadily over the last 3 years, 
while over the same period, 
tablet-based purchases lost 
momentum. Everything which 
used to be easier from a tablet 
device is now as easy from the 
mobile phone. 

WHY DID YOU USE A SMARTPHONE TO SHOP ONLINE?

I was in a shop, but bought the 
product online instead 6%

I used an app to shop 31%

I opened an offer via e-mail 20%

My smartphone was closest at hand 51%

I clicked on an ad 6%

I have no computer 6%

I was on the go 17%

The easiest way to buy 24%

Another reason 5%

Do not know 2%

Smartphone
 beats tablet. 
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43% 44% 43% 42%

35%

26%

15-24 YEARS 25-34 YEARS 35-44 YEARS 45-54 YEARS 55-65 YEARS 66-74 YEARS

Fig. 17

31%

48%

40%
Yes, I have 

purchased on a 
foreign site:

Fig. 16

The proportion of Swedes who shop in foreign online shops has  
remained virtually unchanged since last year. Lower prices and a lack  
of supply in Swedish online stores keeps shopping abroad going. 

BOUGHT FROM A FOREIGN ONLINE SHOP DURING THE LAST 3 MONTHS

AGE DISTRIBUTION 44%
of 25-34-year-olds made a purchase 

in a foreign online shop during the 
last 3 months.

MADE PURCHASES FROM A FOREIGN WEBSHOP

Women 
Men

LOCALISED E-COMMERCE

In e-commerce, competition 
is extra intense, as it is so easy 
to compare prices and you can 
shop from all over the world. 
This year, 4 out of 10 Swedes say 
that they made purchases from 
abroad during the last 3 months. 
The number is most likely even 
higher, as many foreign websites 
do a very good job of looking 
Swedish – just look at German 
Zalando. Here, gender differences 
are evident as well – 3 out of 10 
women shop from abroad while 
5 out of 10 men do the same. One 
explanation for the difference 
may be that many men buy che-
ap electronics from the big and 
successful Asian marketplaces.

FOREIGN 
TRADE
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FOREIGN TRADE

3%Other

2%Don’t know

7%The product is not sold in Sweden

11%I am a regular customer of one or more foreign webshops

62%Lower prices

4%Faster delivery

31%Unique products

50%I could not get the product in Sweden

39%Bigger selection

4%More product and service reviews available 

3%Greater trust in the website

13%Other

38%Uncertainty about my rights as a customer

33%Uncertainty about customs rules

28%Want support in my own language

7%Ethical causes (eg crime, child labor, etc.)

36%Uncertainty about the conditions

35%Hard to return

21%Want to support Swedish stores

22%Long delivery time

Fig. 18

Fig. 19

WHY DID YOU BUY FROM A FOREIGN ONLINE SHOP? 

WHY DO YOU NOT PURCHASE FROM FOREIGN ONLINE SHOPS?

Price and delivery is crucial when Swedes shop from foreign online shops
The figure shows which factors are crucial when Swedes choose to make purchases from a foreign online shop. 
The price is by far the most important factor, but the range offered in Sweden also has a major impact. 62% chose 
to shop from a foreign online shop due to price, while 50% turned to online retailers abroad because they could 
not find the product in Sweden. 

Hassle and uncertainty are crucial factors when Swedes opt out of foreign online shops
The figure shows the factors which determine when Swedes opt out of foreign online shops. Uncertainty over rights 
takes first place by 38%, but uncertainty on customs regulations (33%), terms and conditions (36%), as well as bo-
thersome returns become decisive for the Swedes’ choice.

11%
are regular customers 

at a foreign online 
shop

35%
opt out of foreign online 

shops because of bo-
thersome returns
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FOREIGN TRADE

GLOBAL SHOPPERS

TOP 5 
of the most popular  
countries to buy from:

1. China: 31%
2. UK: 28%
3. Germany: 22%
4. USA: 17%
5. Denmark: 7%
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The Swedes often look 
abroad when the virtual 
shopping cart needs 
filling – here are the 
consumers’ 5 favourite 
countries when it 
comes to foreign 
e-commerce. 

NORDIC E-COMMERCE 2017
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NEW PAYMENT METHODS ARE GAINING GROUND

SWEDEN: ONLINE PAYMENTS

When the Swedes shop online, they prefer to pay by credit card, invoice or 
online banking. More than a third of Swedes select cards as their preferred on-
line payment method, while 1 in 4 prefers invoices. And for the first time, 
we see a new payment method make its way into the statistics. 

ONLINE PAYMENTS

Finally, it happened. A mobile-based 
payment method gained a foothold 
on the Swedish e-commerce market. 
Since 2012, the proportion of mobile 
buyers increased steadily, and several 
players have emerged – WyWallet, 
Payair, SEQR and Mopper. However, 
many have also disappeared.

To Swish, the new player in the 
e-commerce field, the future looks 
brighter than its predecessors’. With 
almost 6 million connected users, it 
must be said that the success has 
been underlined with an indisputable, 
thick line.

Meanwhile, new players are eager 
to test the Swedish market, such 
as Apple Pay which is on its way to 
Sweden. Most likely, these will serve 
as a complement to other payment 

methods and take up a very small 
portion of payments in Swedish 
e-commerce.

Although Swish is growing in leaps 
and bounds in Sweden, the app has 
not yet beaten the Swedes’ favou-
rites. Credit card payments and 
payments by invoice are still the most 
popular options among Swedes. 

However, this is likely to change 
as more online retailers are adding 
Swish as a payment method.

The invoice, which has historically 
been a popular payment method, 
is still the favourite for 25% of the 
Swedish population when it comes 
to e-commerce. But card payments 
dominate, being the favourite of 35% 
of consumers.

CURRENT TREND

Since 2012, the  
proportion of mobile 
buyers has increased 
steadily, and several 
players have emerged – 
WyWallet, Payair, SEQR 
and Mopper. However, 
many have also  
disappeared.

EBBA EDLUND, 
Online Marketing, 
DIBS Payment Services 
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20%
ONLINE 

BANKING

35%
CARD

25%
INVOICE

10%
PAYPAL

6%
SWISH

15%
ONLINE 

BANKING

33%
CARD22%

INVOICE

10%
PAYPAL

15%
SWISH

Fig. 20

Fig. 21

48%

30%

83%

70%

49%

36%

27%

18%

28%
25%

ONLINE BANKING SWISH CARD INVOICE PAYPAL

PAYMENT METHODS

USED PAYMENT METHODS IN THE LAST 3 MONTHS: TOTAL COMPARED TO MOBILE

PREFERRED PAYMENT METHOD: TOTAL COMPARED TO MOBILE

Card is the biggest
The figure shows the payment methods Swedes have generally used during the last 3 months, compared to what 
they have used in the same period when they paid via mobile phone.

Mobile
Overall

OVERALL MOBILE

NEW PAYMENT METHODS ON THE MAP

For the first time in 10 years, a new online payment method has had a breakthrough. It is, of course, Swish, which 15% of 
Swedes prefer for mobile payment. Card payment remains the most preferred method, followed by invoice and online  
banking – a top three which has not changed for many years.

As more and more purchases are made via smartphones, we estimate that the proportion who prefer Swish will increase 
at the expense of online banking. These payment methods are advance payments from a bank account, but the success of 
Swish stems in consumers finding it by far the easiest payment method.
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Fig. 22

29%

69%

6%

51%

30%

51%

26%

38%

61%

65%

71%

12%
56%

31%

51%

CONSUMER PERCEPTION

SWISH WINS IN TERMS OF SIMPLICITY 

Swish has emerged in Sweden although card, invoice and PayPal are still used more often. Its popularity is mainly based 
on the payment method satisfying consumer demand for convenience – payment should be quick and easy and here, Swish 
wins by far.

This year, we see a new winner in the categories "easiest" and "fastest" with Swish at the top. And the 28% who used Swish 
show how important it is to offer consumers a quick and easy shopping experience. What is less flattering for Swish is that 
only 16% choose it because they perceived it as the safest payment method. 

THE REASON FOR THE CHOSEN PAYMENT METHOD

EASIEST

SAFEST

FASTEST

How consumers perceive the different payment methods
The figure shows why Swedes prefer a specific payment method.  

INVOICE

INVOICE

INVOICE

ONLINE BANKING

ONLINE BANKING

ONLINE BANKING

CARD

CARD

CARD

SWISH

SWISH

SWISH

PAYPAL

PAYPAL

PAYPAL
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SWEDEN: ONLINE PAYMENTS

22%
27%

97%

49%

27%

9%

68%

MASTERPASS APPLEPAY SWISH WYWALLET SEQR

2% 3% 5%

26%

38%

32%
Yes, I have stored 

my card information 
in a webshop:

Fig. 24

38%

46%

40%

32%

19%

14%

15-24 25-34 35-44 45-54 55-65 66-74 

Fig. 23

SAVED CARDS

HAVE YOU SAVED YOUR CARD DETAILS IN AN ONLINE SHOP?

Women 
Men

AGE DISTRIBUTION (AGE IN YEARS)

WHAT MOBILE PAYMENT METHODS DO YOU KNOW?

97%
know about Swish 

and 68% also 
used the app

Know of and have used 
Know

Swish dominates 
The figure shows which mobile payment methods Swedes know and have used.  
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L ast year we celebrated the 
10th anniversary of our 
annual report on Danish 
e-commerce. The edition 
you are reading right now, 

may not be celebrating an anniver-
sary, but it does allow us to take joy 
in Danish e-commerce continuing 
its massive growth. In 2016 the total 
e-commerce turnover in Denmark 
was DKK 70 billion. A staggering 
amount, which grew to DKK 83.8 

billion in 2017. This is an increase 
of 19% compared to last year, and 
compared to 2013 e-commerce has 
grown by as much as 78%.

Thus, Danish e-commerce is 
growing. Danish consumers are 
making an increasingly high number 
of purchases via the Internet. This is 

very much due to Danish companies 
becoming better at selling their prod-
ucts online. There is simply a trend, 
which sees companies move from 
the familiar physical shop to also be-
ing able to master an online platform. 
In this context, it is interesting to note 
that in 2017, Danish consumers shop 
less from foreign online shops, than 
they did previously. In 2016, 48% of 
Danish consumers shopped from 
foreign online shops, but in 2017, that 
share fell by three percentage points 
to 45%. This development should 
be interpreted as a sign that the 
Danish online shops have become 
more competitive in regards to price, 
product selection, and indeed, the 
overall online customer experience. 
Therefore, Danish consumers have 
less of a need to look to foreign 
online shops.

As more companies move their 
business from the physical shop to 
an online platform, new industries 
have also become aware of the great 
potential of e-commerce. In the com-
ing years, it will be particularly inter-
esting to follow the grocery industry. 
Several major players are already 
in the process of establishing their 
online businesses, and the chains 
which offer consumers the most agile 
and flexible buying experiences will 
no doubt reap great rewards. From 
2016-2017, the proportion of Danish 
consumers buying groceries online 
increased by two percentage points, 
from 14% to 16%. That trend will no 
drms of payment, flexibility and agility 
are key parameters. It has to be 
simple to shop online. An increasing 
number of Danes prefer to shop via 

mobile or tablet. This is no wonder, 
as both are often close at hand. The 
proportion of Danish consumers 
who, within the past 3 months, have 
shopped online from a mobile device, 
increased by 6 percentage points 
– to 51% in 2017. Fast and flexible 
payment methods such as Mobile-
Pay and the Dankort application are 
gaining ground and meet the mobile 
development both online and offline. 
The same is true of solutions such 
as Linkpay, a service which creates 
incredibly simple mobile-optimised 
invoicing for both businesses and 
consumers.

At DIBS, we have monitored the 
development of online payment 
solutions for years. Therefore, we 
will soon launch our new platform, 
Easy, for Danish customers. Easy is 
a completely new platform for Danish 
webshops which will be integrated in 
the company's online shop and make 
everything much easier for the con-
sumers. In short, the customer simply 
selects the desired product, makes 
a few clicks in a payment window, 
and the purchase is completed. We 
are excited to introduce Easy to the 
Danish market. 

We always strive to make our 
e-commerce report as interesting 
and useful to the reader as possible. 
On that note, In this year's release, 
we added more categories to create 
a clearer picture of Danish e-com-
merce. We have also worked with our 
visual organisation of data, to make 
some points even more apparent.

Happy reading.

DENMARK: THE MARKET

DANISH INTRO: HENRIETTE HØYER

NEW INDUSTRIES 
EMERGING IN DENMARK
2017 is the year were we have really seen new industries within e-commerce in 
Denmark. Businesses are moving from the familiar physical shop to something new 
– being able to master online platforms.

Just as more 
companies move 
their business from 
the physical environ-
ment to an online 
platform, entire 
industries have also 
become aware of 
the vast potential of 
e-commerce.

HENRIETTE HØYER,
Head of Sales,  
DIBS Payment Services
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DANISH INTRO: HENRIETTE HØYER
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THE MARKET

The Danes love shopping online. In 
2017 the total turnover from e-com-
merce will hit a staggering DKK 
83.800.000.000. Thus Danes will 
spend just under DKK 84 billion on 
travel, goods and services.

With a total turnover of DKK 39.4 
billion, Travel is still the category 
which Danes spend the most money 
in. However, the 2 other categories, 
Goods and Services, account for the 
most significant growth. Since 2016, 
Danish consumer spending on goods 
increased by 35%, corresponding to 
DKK 8 billion. This is quite notable, as 
consumer spending actually dropped 
by 10% from 2015-2016. This de-
velopment indicates that the Danes 
have really taken to e-commerce. 
In particular, clothes, shoes and 
accessories and electronics are what 

Danes add to the cart when buying 
goods online.    

Within Services as well, consumer 
spending soars. Here, the total turn-
over ends up at DKK 13.5 billion, an 
increase of 34% compared to 2016. 
Tickets and insurance in particular, 
are what the Danes spend money on 
when buying services online. How-
ever, telecommunications is another 
thing that many Danes have bought 
online. This actually applies to a full 
30% of the Danish population. At the 
same time, 15% have paid for parking 
online, and 18% of Danes have 
bought a membership online. 

Overall, there can be no doubt 
that an increasing number of Danes 
benefit from being able to buy their 
favourite services online.  

CURRENT TREND

E-COMMERCE EXPANDS THE FIELD

Danish e-commerce keeps growing. From 2016 to 2017, the total turnover 
from e-commerce increased by more than DKK 13 billion. Thus, the turnover has 
increased by 78% since 2013. During the past year, goods and services in particular 
are what Danes took to buying online.

In, for example,  
Services, consumer  
spending soars. Here, 
the total turnover ends 
up at DKK 13.5 billion,  
an increase of 34%  
compared to 2016.

MARIA PEDERSEN,
Online Marketing,  
DIBS Payment Services
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83.800.000.000
DKK

MARKET SIZE AND GROWTH

TURNOVER 2017

78%
GROWTH THE LAST 4 YEARS

19%
GROWTH SINCE LAST YEAR

2013 2014 2015 2016 2017

47.2
54.4

58.7

70.4

83.8
+19%

+20%

+8%

+15%

+6%

Over the past 4 years, turnover in the Danish e-commerce market has increased by 78% (DKK 47.2 billion in 2013 to DKK 
83.8 billion in 2017). At present, turnover stands at DKK 83.8 billion, which is DKK 13.4 billion (19%) more than last year. The 
figures are based on an actual increases in approximately 5000 online shops across Scandinavia and Finland.

Fig. 01 ESTIMATE OF THE DANISH E-COMMERCE MARKET SIZE

AMOUNTS IN BILLION DKK



NORDIC E-COMMERCE 2017 THE MARKET 50

Danmark

DISTRIBUTION OF E-COMMERCE

In total, the turnover in Danish e-commerce  in 2017 is DKK 83.8 billion. Respectively, the turnover is distributed across  
Travel, Goods and Services such as streaming of TV programmes and movies. The Danes’ wanderlust is by far what takes up 
the greatest slice of the pie. This accounts for 47% of total consumer spending. 

Compared to last year, when Travel represented 53% of total consumer spending, the category accounts for a smaller part 
of total consumer spending in terms of percentages. This does not mean that Danes spend less money on travel – in fact, 
we are spending DKK 2 billion more in 2017 than we did in the 2016. Rather, the proportional decline is due to more players 
having joined in the other categories, which therefore take up a bigger percentage of total consumer spending.

Retailers have joined to a greater extent, and adapted to customers’ digital behaviour over the past year. The Goods cate-
gory, represented by i.e. Nemlig.com, has grown by as much as 35% from 2016 to 2017 (from DKK 23 billion in 2016 to DKK 
31.2 billion in 2017). At the same time, services have also grown significantly. Here, consumer spending over the past year 
increased by 34%. 

That more suppliers join the e-commerce arena in these years ties in well with the trend among consumers. Consumers are 
making increasing demands and expect to be able to buy their products online, regardless of whether those products are a 
sweater, registration for day care or food to stock the refrigerator shelves. 
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MARKET SIZE AND DISTRIBUTION IN DENMARK

DISTRIBUTION OF 
E-COMMERCE
IN DENMARK
The turnorver of Danish e-commerce in 2017 
is DDK 83.8 billions. Consumption split in the 
three categories: Travel, Goods and Services.

SERVICES

16%
13.5 BILLION DDK

GOODS

37%
31.2 BILLION DDK

TRAVEL

47%
39.1 BILLION DDK
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With a total turnover of DKK 39.1 billion, Travel remains the 
category where Danes spend the most money. Hotels and airfares 
take up their share, while consumer spendings on package  
holidays has plummeted.

TRAVEL

TRAVEL

When first place in total turnover is 
to be awarded, nothing comes close 
to Travel. Danes are spending hefty 
amounts on both holidays and the 
more practical side of the Travel cate-
gory, transportation. 

In 2017, total Travel turnover is 
DKK 39.1 billion, an increase of 6% 
compared to 2016. In the grand 
scheme of things, this means that in 
monetary terms, 47% of all Danish 
e-commerce goes towards travel. 

The reason might be found in 
the fact that the travel industry was 
among the first to embrace and de-
velop the great potential which exists 
in e-commerce. Therefore, it is no 
surprise that a significant proportion 
of Danes prefer online payment when 
venturing out into the world or travel 
domestically. To many Danes, it has 
simply become a matter of course 
that travel is something which is pur-
chased online.

Another reason for the high con-

sumer spending in the category is 
that each trip costs a lot of money, 
compared to purchases made in 
goods and services. Thus, Travel is 
not what the Danes buy online most 
often. But when Danes spend money 
on travel, large sums are transferred.  

CONSUMER CHOICE
The travel industry is fiercely com-
petitive. There are many big players 
vying for the same customers. From 
the consumers' point of view, the 
fierce competition creates a great 
combination of many choices and 
good prices. Airfares in particular are 
subject to an outright price war. The 
smaller players who cannot lower the 
price, will therefore have to carve out 
a niche for themselves. 

Additionally, Danes travel more 
and have also grown fond of putting 
together their own unique trips. The 
trend is plain to see. Where 36% of 
the total turnover for Travel in 2016 
went towards package holidays, 
consumer spending in this sub-cate-
gory dropped to 26% of total turnover 
in 2017. Conversely, turnover in 
airfares, hotels, train and bus tickets 
increased.

The development could indicate 
that Danes have discovered the pos-
sibility of saving money by fragment-
ing their travel purchases. In addition, 
the fact that consumers are becom-
ing increasingly comfortable shop-
ping online is probably also a factor. 
This eliminates some of the incentive 
to use a travel agent.   

47%
of Danes’ total online consumer 
spending goes towards travel.

39.1
billion DKK is the total

turnover in travel.

6%
increase since last year.

In 2016, 36% of total 
travel turnover went 
towards package 
holidays. In 2017, 
consumer spending 
in this sub-category 
dropped to 26%.
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TRAVEL

39.1
BILLION DKK
The total turnover in the Travel category

Spending distribution across the category

Cruises 

   2%    

Taxi 

   1%   

Car hire 

   4%   

Train and coach 

   6%   

Hotel

   27%   

Airfares 

   34%   

Package holidays

26%      

Proportion of people who buy this online  

Cruises 

   1%   

Taxi 

   5%  

Car hire 

   6%  

Train and coach 

   28%    

Hotel 

   24%   

Airfares 

   24%   

Package holidays 

   10%   

How Danes spend money on travel online
The figure shows how consumer spending among the Danes can be allocated to the various sub-categories of Travel,  
and the proportion of the population shopping online in the various sub-categories. Airfares, representing 34% of total 
consumer spending in the category, is the biggest money grabber, while taxis and cruises take out the least from Danish 
wallets. The Train and coach sub-category is the category which the highest number of people (28%) make purchases in,  
but with its 6% of consumer spending, it does not take up a major part of total spending. 

Fig. 02 DISTRIBUTION OF CONSUMER SPENDING IN THE TRAVEL CATEGORY

Taxi
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HOTEL

WWW

TRAVEL

of all package  
holidays are  
purchased via a 
smartphone.

The elderly 
... pay their package holiday. 

When package holidays 
are booked online, people 
aged 55 to 65 are most often 
behind the payment. 

In 15% of cases, the purcha-
se is made via smartphone, 
and most often, the person 
behind the screen is aged 
between 25 and 44. In 48% 
of cases, the hotel is outside 
Denmark. 

of train and bus tickets are 
purchased from a smartphone.

Danes buy hotel 
accommodation 
online.

24%

10%

34% is spent 
on airfares.

This is equivalent 
to DKK 13.4 billion, 
and more than a 
third of total  
consumer  
spending in the 
Travel  
category.

47%
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Danes spend more and more money on goods when shopping online. 
Almost half buy clothes, shoes and accessories online, but also products 
for body and health, physical media and electronics are clicked. 

GOODS

GOODS

Should anyone doubt whether Danes 
embraced e-commerce, they need 
only take a look at the latest devel-
opments within the Goods category. 
In 2016, Danes spent DKK 23 billion 
on goods, but in 2017, total turnover 
grew to DKK 31.2 billion. This is an 
increase of 35%. 

A category of products is even 
about to emerge, where more than 
half of Danes shop online. In 2017, 
49% of the Danish population pur-
chased clothes, shoes and acces-
sories online. This is an increase of 
3 percentage points compared to 

2016. Thus, the amount of consum-
er’s making online purchases is fast 
approaching more than half of the 
population.  

However, clothes, shoes and ac-
cessories are not all that Danes buy 
online. There are several other cate-
gories, which more than a quarter of 
Danes shop online for. 29% of people 
buy products in body and health.  

And 27% of Danes buy products in 
the Physical Media and Electron-
ics categories. In particular, Body 
and Health and Physical media are 
characterised by many individual pur-
chases of a lower value. Products in 
Electronics are more expensive with 
fewer individual purchases made.   

FOOD WITH CONVENIENCE
Among consumers, there is a 
growing expectation that they must 
be able to purchase almost all items 
online. At the same time, companies 
must take into account consumers' 
desire for flexible delivery. 

Many grocery suppliers work with 
different models for delivery, which 
contributes to an increasing percent-
age of Danes choosing to buy their 
milk and oatmeal online. In 2016, 14% 
of Danes bought groceries online. In 
2017, that percentage increased to 
16%. As a share of the total turnover, 
groceries also took up a greater 
percentage in 2017 than was the 
case in 2016. Here, grocery shopping 
increased from 11% to 13%. 

Groceries are advancing and will 
only increase once delivery options 
become even more flexible, and 
products cheaper. Danes shop on-
line, mainly because it is convenient, 
and that reality is true regardless of 
the category of products concerned. 
The total turnover is growing apace, 
and will only increase in the coming 
years. Therefore, the potential for the 
many Danish shops and businesses 
that are not yet online is huge.   

Should anyone doubt 
whether Danes  
embraced e-commerce, 
they need only take a 
look at the latest  
developments within  
the Goods category.

37%
of Danes total online consumer 

spending is spent within the goods 
segment.

31.2
billion DKK is the total

turnover in goods.

35%
increase since last year.
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GOODS

31.2
BILLION DKK
The total turnover in the Goods category

Proportion of people who buy this online  

Erotica 
   4%   

Toys
   14%   

Building materials
   9%

Sport and leisure
   18%   

Physical media
   27%   

Body and beauty
29%

Groceries
   16%   

Home
   23%   

Clothes, shoes and accessories
   49%   

Electronics
   27%   

Car, boat and motorcycle 
   5%

Spending distribution across the category 

Erotica 
   1%   

Toys
4%

Building materials
7%      

Sport and leisure
   6%   

Physical media
   5%   

Body and beauty 
   6%   

Groceries
   13%   

Home
   13%   

Clothes, shoes and accessories
   22%   

Electronics
   21%   

Car, boat and motorcycle 
2%   

How Danes spend money on Goods
The figure shows how Danish online consumer spending can be distributed across the various sub-categories of goods 
and the proportion of people who make purchases within the different sub-categories. Clothes, shoes and accessories 
take up the largest overall share, both in terms of spending (22%) and the share of the population making purchases 
(49%), while with 1% and 4%, erotica takes up the least.

Fig. 03 DISTRIBUTION OF CONSUMER SPENDING IN THE GOODS CATEGORY
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CASE: MYPOSTURE

By introducing posture-correcting clothing, danish MyPosture wants to 
help both craftsmen and desk-workers achieve a healthy body position. 
More than 60% of the company’s customers shop by mobile. 

In the beginning of 2017 Halfdan Har-
ring (left) and his partner Mark Hau-
gaard (right) founded their company, 
MyPosture. Just six months later the 
business has already developed a 
solid customer base in both Denmark 
and Sweden. The vast majority of 
sales go through the webshop – a 
webshop that is constantly moving 
forward and optimized to create a 
better customer experience and 
improve conversion rates.

What type of e-commerce  
solution do you have?
We use Shopify. It’s a solution that is 
incredibly user-friendly. It allows us to 
make quick changes and small ad-
justments to the webshop design on 
a regular basis. If we need to copy the 
webshop and launch it in a new coun-
try, we can just go ahead and do it. 
The platform is scalable, and that was 
a big advantage when we opened our 
webshop on the Swedish market. Our 
conversion rate is pretty high and on 
the rise, so at the moment Shopify is 
a very good solution for us. However, 
in the long run, we want to switch to a 
new platform, because Shopify is also 
a very expensive solution. 

Do you have an app?
No we don’t. We are still in the start-
up phase, so there has been no time 
to develop an application. To be hon-
est, I don’t think we are ever going to 
have one. When we will be ready to 
make an app, there may very well be 
a completely different platform that is 
much more relevant to us. 

What is crucial for your success?
First and foremost it is crucial that we 

CASE: 
MYPOSTURE

have a good product. That, we have. 
Other than that, I think we have a well 
functioning marketing machine – we 
are fast from thought to action, we 
shoot our own photos and we make 
sure that the necessary adjustments 
to website are being made along the 
way. This flexibility allows us to scale 
our marketing efforts. Also, we pay 
close attention to conversion rates. 
We are pretty geeky when it comes 
to all the little things you can twist 
and turn to improve conversion rates.

What do you consider to be  
the most interesting trends in  
e-commerce?
Of course the development in mobile 
e-commerce is interesting. I’m also 
curious  to follow subscription based 
e-commerce. For example, when 
the customer is sent two pairs of 
underpants per month. This kind of 
e-commerce has a large potential. 
Other than that, I’m definitely paying 
attention to which big, all-selling 

brand that will es-
tablish in the Dan-
ish e-commerce 
market. And how 
they will affect 
the existence of 
smaller webshops 
like ourselves. 

Do your  
customers make 
purchases from 
mobile devices?
Exactly 61.5 
percent do. It 
has been like that 
pretty much since 
we opened the webshop. We have 
always had many mobile customers. 
And because of that, it is extremely 
important to us that the website and 
the webshop are optimized to mobile 
users. Both in relation to those who 
buy, but also those who visit the web-
site and hopefully at some point will 
convert into customers. 

We are pretty  
geeky when it 
comes to all the 
little things you 
can twist and turn 
to improve  
conversion rates.

HALFDAN HARRING,
Director and co-founder, 
MyPosture
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GOODS

of all purchases 
made in the 
category of 
Goods are 
made  
directly 
from a 
smartphone.

27%

Competition 
from abroad.
29% of Danes usually buy  
electronics from a foreign  
webshop. 

of Danes buy clothes 
on the Internet.

49%
and 28% of these shop directly from the mobile. 

Most often, the person is  
aged between 25 and 34.

of Danes buy things 
for their home online,

purchase groceries 
online.

23% 16%
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The Danes are buying more and 
more services online. In 2016, the to-
tal turnover was DKK 10 billion, which 
rises to DKK 13.5 billion in 2017. An 
increase of as much as 34%. At the 
same time, a rapid development is 
underway in the choice of services 
which the Danes can choose from 
when they surf the Internet.

Insurance, for instance, is a rela-
tively new industry in e-commerce, 
but it has already grown greatly. In 
2017, 10% of Danes buy insurance 
online, and the industry accounts for 
17% of total Services turnover. 

Consumer demands for transpar-
ency and simplicity aligns well with 
buying services online. It becomes far 
more convenient to compare prices 
from different providers, when these 
services are available online. 

The same parameters apply in ar-
eas such as memberships, telecom-
munications and digital media, all 3 

accounting for a good part of Danes’ 
total online spending on services.

OFFLINE DROPPED 
Other advantages of online sales of 
services is reflected in the Tickets 
category. Here, both businesses 
and consumers benefit from e-com-
merce. 

For businesses, there are fewer 
costs associated with administration 
and delivery when sales are moved 
online, and from a consumer per-
spective, it is convenient to purchase 
and save tickets in one inbox, rather 
than having to pick them up or wait 
for the post. This symbiosis consid-
ered, it is no wonder that as many as 
36% of Danes buy tickets online in 
2017. Nor is it any wonder that many 
companies have completely aban-
doned offering their services offline. 

SEVERAL NEWCOMERS 
For this year's report, we have added 
2 new categories of services: Insur-
ances and Charity. However, it will by 
no means be a surprise if we have to 
introduce a significantly higher num-
ber of categories in future years. In, 
for example, the service sector, there 
is great potential for more compa-
nies to digitise their sales methods. 
Making it easier for the consumer to 
buy the desired service online and 
enabling the company to spend less 
resources on administration is a win-
win situation. 

DENMARK: THE MARKET

In 2017 the total turnover for services is DKK 13.5 billion. This is 
an increase of 34% compared to 2016 – and there is potential for 
e-commerce in this category to grow much more. 

SERVICES

Comparing prices 
from different  
providers becomes 
far more practical, 
when services are 
available online.

SERVICES

16%
of Danes’ total consumer  
spending online is spent  

on services.

13.5
billion DKK is the total
turnover in services.

34%
increase since last year.



NORDIC E-COMMERCE 2017 59DENMARK: THE MARKET

SERVICES

13.5
BILLION DKK

The total turnover in the Services category

Proportion of people who buy this online  

Charity 
   15%   

Insurance
   10%   

Advertising expenses
   4%   

Parking
   15%   

Erotica (pornography)
   1%   

Memberships
   18%   

Digital media
   27%   

Telecommunications
   30%   

Education and training
   5%   

Gambling
   14%   

Tickets 
   36%   

Spending distribution across the category 

Charity 
   6%   

Insurance
    17%   

Advertising expenses 
   1%   

Parking
   4%   

Erotica (pornography)
> 1%

Memberships
   8%   

Digital media
   8%   

Telecommunications
   12%   

Education and courses
   6%   

Gambling
   9%   

Tickets 
   30%   

How Danes spend money on services
The figure shows how Danish online spending can be allocated across the various sub-categories of services, and 
the proportion of people who make purchases from the different sub-categories. Tickets are what we spend the 
most money on, and it is also the sub-category which most of us make purchases in. Erotica represents both the 
fewest transactions and the smallest share of consumer spending. 

Fig. 04 DISTRIBUTION OF SPENDING IN THE SERVICES CATEGORY
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SERVICES

Pop CornSoda

DONATION

In 39% of these cases, donation 
is done via a smartphone.

The option of comparing  
offers on the Internet has  
caused the share of people  
who buy insurance online 
 to rise. 

of Danes donate to
charity online.

purchase insurance 
online.

buy tickets online.

of consumer spen-
ding in services is 
spent on education 
and training. 

15%

10%
36%

6%
Booking and paying for tickets 
from the comfort of the home 
and keeping the ticket in the 
smartphone saves alot of hassle.
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Fig. 05

39%

20%

11% 10%
14%

TV and music streaming, meal boxes, regular deliveries of  
contact lenses and many other subscription services are gaining 
ground. Consumers love the easy solutions, which are also  
becoming increasingly competitive in terms of price. 

SUBSCRIPTION 
SERVICES

SUBSCRIPTION SERVICES

Although Netflix is   the first subscrip-
tion service which appears on the 
inner big screen when you think 
about subscription services, the 
series streaming service is far from 
the only subscription service which 
Danes have embraced. 

Today, consumers can subscribe 
to everything from fitness and 
protein powder to the evening’s sofa 
entertainment. The possibilities are 
almost endless, and the people – 
and especially young people – love 

The figure shows the proportion of 15-65-year-olds who subscribe, or have subscribed to, Video Streaming, Music,  
Groceries, Beauty and Fitness, respectively. Thus, 39% have paid for a videostreaming subscription, while 10% at some 
point paid for beauty products which covers makeup, creams and contact lenses, via a subscription service. 

SERVICES WHICH DANES SUBSCRIBE TO, OR HAVE SUBSCRIBED TO, VIA THE INTERNET

16%
of 35-44-year-olds have, at some 
point, subscribed for groceries. 

FITNESSBEAUTYGROCERIESMUSICVIDEO STREAMING

it. As many as 59% of 25-34-year-
olds have paid for a TV subscription, 
while 39% of 15-24-year-olds have 
paid for a music service.  

Consumers, however, are not the 
only ones fond of the possibilities 
subscription services offer. Cur-
rently, more and more companies 
opt for the opportunity to show us 
that the benefits of subscription 
solutions, such as fewer logistical 
challenges, also make life easier for 
the sender.
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SUBSCRIPTION SERVICES

52%
59%

51%

36%

18% 15%

15-24 25-34 35-44 45-54 55-65 66-740

10

20
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40
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60

39%
33%

21%
15%

6%
13%

15-24 25-34 35-44 45-54 55-65 66-740

10
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60

12% 14% 14%
10%

6% 3%

15-24 25-34 35-44 45-54 55-65 66-740
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4%

14% 16% 15%
11%

6%

15-24 25-34 35-44 45-54 55-65 66-74

24% 22%

14%
8% 9%

5%

15-24 25-34 35-44 45-54 55-65 66-740

10

20

30

40

50

60

Fig. 06 WHICH SUBSCRIPTION SERVICES HAVE DANES PAID FOR?

14%
35-44-YEAR-OLDS

Have paid for a subscription 
for beauty products.

Streaming

VIDEO STREAMING SUBSCRIPTION (AGE IN YEARS)

MUSIC STREAMING SUBSCRIPTION (AGE IN YEARS)  GROCERY SUBSCRIPTION (AGE IN YEARS)

BEAUTY SUBSCRIPTION (AGE IN YEARS) FITNESS SUBSCRIPTION (AGE IN YEARS)
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CURRENT TREND

MOBILE BUYERS

6.4
 

is the number of times the average 
Dane shops online over a period of 

3 months.

CONSUMERS
Danish consumers love shopping online. Over the course of 3 months, the average 
Dane makes more than 6 purchases online. Even in the age groups which buy the 
least online, 78% of the population add goods to the digital shopping cart. In 2017, 
online purchases made via a mobile in particular is moving ahead.

MARIA PEDERSEN, 
Online Marketing, 
DIBS Payment Services

Over the past year, Danes have very 
much embraced e-commerce. That 
situation remains unchanged in 2017, 
where 89% of Danes shop online. 
The figure mirrors the overall percent-
age in 2016, but in other areas, there 
has been a dramatic change com-
pared to last year. 

Most strikingly, significantly more 
Danes are using their mobile phone 
when shopping online. In 2016, 45% 
of Danes used their smartphone 
for e-commerce, but in 2017, that 
percentage increased to 51%. Among 
66-74- year-olds, the age group 
shopping the least online, the pro-
portion of mobile buyers increased 
by 8 percentage points. This increase 
underlines that Danes have become 
more comfortable shopping online, 
and that businesses have become 
better at designing online platforms 

which are easy for the consumer 
to make a purchase through. 

When Danes are asked why 
they choose to shop online, 
one reason stands out from 
the rest in particular: It saves 
time and is easy. Many con-
sumers also love that it is 
easy to compare products 
and prices. And it does not 
hurt that online shops are 
open 24 hours and usual-
ly offer a lower price than 
physical shops. It is, however, 
a huge turn-off if the consumer 
has trouble figuring out what 
the total cost is and under what 
conditions the goods are supplied 
and possibly returned. The Danish 
consumers want everything clear 
and straight forward when they 
shop online.   
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Fig. 07

Fig. 08

Fig. 09 

CONSUMERS

Www
Www

89%
51%

Did you know 
that?

19% 
of 15-74-year-olds have made a 

purchase online and picked up the 
purchase to a physical shop?

 

36% 
of consumers prefer to return items 

 to a physical shop?

69% 
prefer to shop online because 

it is saves time?

9% 
of consumers have purchased  
online and returned goods to a  

physical shop?
        

4% 
of consumers have made a purchase 

online and picked up and returned the 
purchase to a physical shop?

WHO SHOP THE MOST?

WHY DO YOU SHOP ONLINE?

WHY DID YOU CANCEL YOUR PURCHASE?
38%

have cancelled 
a purchase

Have products I cannot find elsewhere 35%

Larger selection 38%

Lower prices 55%

It is always open 59%

Easy to compare prices and products 58%

It saves time/is easy 69%

Additional security measures 7%

The product could not be collected in person 6%

Desired payment method was not available 12%

The payment process did not work 18%

Lack of trust in the website 21%

Technical problems on the website 21%

Difficult to enter personal data 18%

Lack of product and service information 24%

Uncertainty about the conditions 29%

Shop online:
Shop via 
mobile:

Shop the most: 25-44 year olds 

Shop the least: 66-74 year olds 

Shop the most: 25-34 year olds  
Shop the least: 66-74 year olds 

OVERALL MOBILE
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WOMEN AND MEN

231
DKK

That is how much more men spend than 
women on average each month. 

Fig. 10 HOW DO WOMEN AND MEN SHOP ONLINE?

What do women and men prefer?
The figure shows how, over a period of 3 months, men and women prefer to shop online, and how they differ from each 
other. Generally, the shopping behaviour is very similar. Men shop a little more than women, but it applies to both that in 
the past year, more people have begun to use mobile devices when shopping online, and more prefer MobilePay when 
they do this. It is also true for both genders that in 2017, fewer people interrupted a purchase than in 2016, indicating that 
companies have optimised their websites, so fewer factors bother users when they shop. For both men and women, the 
card is the favourite and MobilePay is the runner-up. 

Average consumer spending per month DKK 2432  DKK 2314  DKK 2545

Purchases from mobile devices 51% 53% 48%
Development from 2016 in percentage points 5 7 3

Have cancelled a purchase 38% 38% 38%
Development from 2016 in percentage points -1 -1 -2

Shop from abroad 45% 41% 48%
Development from 2016 in percentage points -3 0 -5

Prefer card payment 74% 75% 72%
Development from 2016 in percentage points -8 -7 -9

Prefer MobilePay 9% 10% 9%
Development from 2016 in percentage points 4 3 5

WOMENTOTAL MEN
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FAMILIES

1 in 5  
 

young families have subscribed 
to groceries

Fig. 11 HOW DO FAMILIES SHOP ONLINE?

What do families prefer?
The figure shows what the family situation means to purchase behaviour online. It is clear that whether the family is brand 
new, older or in-between, it is not decisive when it comes to mobile purchases – across the board, the number of people 
shopping online has increased over the past year. Likewise, the increasing tendency to choose the mobile phone also 
becomes evident. There has been no decline compared to last year here either. Decreases in the percentage are seen for 
both purchases made from abroad, where a general decrease may be due to the supply of Danish online shops increasing, 
and for interrupted purchases, which may be due to a general improvement of the websites shopped from.

Average consumer spending DKK 1925 DKK 2842 DKK 2996 DKK 2757 DKK 2120 
per month
  
Purchases from mobile devices  54% 73% 56% 45% 28%
Development from 2016 in percentage points 9 4 1 6 3

Have cancelled a purchase  38% 48% 44% 36% 25 %
Development from 2016 in percentage points -2 -4 -2 0 1

Shop from abroad 52% 44% 50% 42% 28%
Development from 2016 in percentage points -2 -6 -2 -3 -1

Prefer card payment  70% 72% 73% 81% 76%
Development from 2016 in percentage points -10 -8 -8 -3 -9

Prefer MobilePay  payment 13% 15% 9% 4% 3%
Development from 2016 in percentage points 7 6 4 0 1

YOUNG FAMILIES
WITHOUT 
CHILDREN

YOUNG FAMILIES
WITH YOUNG 

CHILDREN

FAMILIES 
WITH OLDER 

CHILDREN

WORKING ADULTS 
WITHOUT 
CHILDREN

PENSIONERS
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Although women more often than men shop 
online, the internet’s major consumer is a man. 
Get to know him here.

On average he uses

online per month

11497 DKK

Uses

on plane tickets a month

2477 DKK

Uses

on hotels a month

1879 DKK

He discontinues  
a purchase if he is  
not satisfied  
- it applies to:

63%

would like to save their card  
details in webshops

49%

shops on 
foreign 

websites

62%

He often  
purchases  
clothes, shoes 
and accessories 
online

He prefers to shop 
via his mobile

46 years
... old and lives 
in Copenhagen.   
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EBBA EDLUND,
Online Marketing, 
DIBS Payment Services

In recent years, there has been 
a large increase in the number of 
Danes who shopped from mobile 
devices. This development contin-
ues in 2017. This year, 51% of Danes 
answered ’yes’ when asked whether 
they purchased goods or services 
via a smartphone or tablet during the 
last 3 months. This is a significant 
development, as in 2012 the percent-
age who answered ’yes’ was as low 
as 19%. 

As Danes are excited to shop using 
their mobile phone, it makes certain 
demands of businesses. First and 
foremost, they must be able to deliver 
an online shop optimised for users of 
mobile devices. Consumer demand 
for simple and quick shopping is 
what businesses must live up to here. 
However, for many companies it may 
also be time to expand their business 
with an app.

Since 2015, apps have gradually 
become more popular when it comes 
to payments. 50% of Danes who 
use mobile devices for e-commerce 
thus make their purchases using an 
app. This is an increase of 8 per-
centage points since 2015, which 
makes smartphone apps the most 
frequently used way to pay from the 
mobile. If it succeeds for businesses 
to create a well-functioning app, 
there is therefore great potential for 
meeting customer needs. Howev-
er, this requires development work 
which can be expensive and 
complicated, and therefore, 
mostly large and well-es-
tablished businesses tend 
to focus on applications. 
For small businesses, it 
may be more meaningful 
to make their website 
and online shop as mo-
bile-friendly as possible.

CURRENT TREND

APPS AND OPTIMISATION

COMMERCE
More and more Danes shop online using their mobile phone or tablet. The trend
 is so significant that companies have to prioritise the mobile phone as a major 
payment platform and design their online shops accordingly. Applications are also 
rapidly emerging as a payment method.

51%
 

shopped from their smartphone 
within the last 3 months.
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The mobile phone has indisputably established itself as the most  
central device in the daily life of Danes. The little mini-computer is 
everywhere and is used for everything. In 5 years, the number of  
Danes who made purchases via a mobile has doubled.  

MOBILE

53%

48%

51%
Yes, I have 

shopped from my 
mobile or tablet:

23%

35%

26%

17%

6% 7%

64%

52%

63%

51%

37%

29%

15-24 YEARS 25-34 YEARS 35-44 YEARS 45-54 YEARS 66-74 YEARS55-65 YEARS

Fig. 12

Fig. 13

MOBILE

HAVE YOU MADE A PURCHASE VIA SMARTPHONE OR TABLET WITHIN THE PAST 3 MONTHS?

2012 
2017

Women
Men

PURCHASES FROM SMARTPHONE  
AND TABLET

Having approached the 50% mark for several years 
(40% in 2015 and 45% in 2016), 2017 is the year when 
the scales tip. For the first time the group of Danish 
consumers who shopped from a mobile device in the 
last 3 months is greater than the group who did not. 

Women are the ones who most frequently reach 
for their smartphone to shop. And 25-34-year-olds, 
closely followed by 35-44-year-olds, are the age group 
which most often resort to the smartphone when the 
digital cart needs filling.

A significant development has happened in the older 
part of the population. The number of 66-74-year-
olds who made purchases from a mobile device 
within the past 3 months has nearly quadrupled over 
the past 5 years, while the number has increased 
more than 5-fold in the group aged 55-65. Although 
the older population still makes fewer purchases 
than the younger, the age group is developing rapidly 
when it comes to mobile e-commerce.

AGE DISTRIBUTION

HAVE YOU MADE A PURCHASE FROM A MOBILE OR TABLET?



NORDIC E-COMMERCE 2017 70DENMARK: COMMERCE

MOBILE

APP ON MOBILE BROWSER ON MOBILE APP ON TABLET BROWSER ON TABLET

42% 42%

39%

32%

43%

50%

29%

33%
35%

29%
27%

23%

WWW

WWWAPP

APP

Fig. 14

2015 
2016
2017

Fig. 15

HOW DO YOU SHOP FROM YOUR MOBILE DEVICE?

TABLET DESELECTED

In recent years, smartphones 
have evolved to increasingly 
resemble a mini-computer, 
which we always keep at 
hand. It has become faster, 
the resolution has improved 
and the screen has grown. In 
this way, in many respects this 
made the tablet dispensable, 
and it may very well be the 
reason why purchases from 
a mobile over the last 3 years 
has been steadily increasing, 
while purchases from a tablet 
over the same period have 
lost steam. Everything which 
used to be easier from a tab-
let, is now just as easily done 
via a mobile. 

APP
wins because it is the 

easiest option. 

WHY DID YOU USE YOUR SMARTPHONE OR TABLET TO MAKE ONLINE PURCHASES?

I was in a shop, but bought the 
product online instead 4%

I used an app to shop 40%

I opened an offer via e-mail 15%

Easiest to use the at the time 50%

I clicked an ad 5%

I have no computer 2%

I have no other Internet connection 1%

Easiest way to buy 26%

Other reason 6%

Don’t know 4%
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The proportion of Danes who made purchases from foreign online shops 
fell by 3% over the past year. 45% of people still do it, however. Lower prices 
and a lack of supply in Danish online shops keep foreign trade going. 

47% 48%

54%

48%

38%

26%

15-24 YEARS 25-34 YEARS 35-44 YEARS 45-54 YEARS 55-65 YEARS 66-74 YEARS

Fig. 17

41%

48%

45%
Yes, I have 

purchased on a 
foreign site:

Fig. 16

FOREIGN 
TRADE

FOREIGN TRADE

PURCHASES FROM A FOREIGN WEBSHOP WITHIN THE LAST 3 MONTHS

AGE DISTRIBUTION 54%
of 35-44-year-olds made a 

purchase from a foreign online shop 
within the past 3 months.

BOUGHT FROM A FOREIGN WEBSITE

Women 
Men

DANISH WOMEN  
STAND OUT

Last year, the total percen-
tage of Danes shopping 
from foreign online shops 
was 48%, which means that 
this year has seen a decrea-
se of 3 percentage points. 
However, when you look at 
the gender-distribution, the 
percentage did not decrease 
among Danish women. Like 
last year, 41% made purcha-
ses from abroad during the 
last 3 months. 

Compared to women in other 
European countries, Danish 
women are also the ones who 
shop from abroad the most.
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FOREIGN TRADE

4%Other

1%Don’t know

4%The product is not sold in Denmark

17%I am a regular customer of one or more foreign webshops

62%

8%Faster delivery

28%

51%

38%

4%More product and service reviews available 

2%Greater trust in the website

Lower prices 

Unique products

I could not get the product in Denmark

Bigger selection

Hard to return 37%

Uncertainty about customs rules 36%

Want to support Danish stores 29%

Ethical causes (eg crime, child labor, etc.) 6%

Uncertainty about the conditions 33%

Want support in my own language 18%

Long delivery time 17%

Uncertainty about my rights as a customer 35%

Other 13%

Fig. 18

Fig. 19

WHY DID YOU SHOP FROM A FOREIGN ONLINE SHOP? 

WHY DO YOU NOT SHOP FROM FOREIGN ONLINE SHOPS?

Price and supply is crucial when Danes shop from foreign online shops
The figure shows which factors are crucial when Danes choose to buy from a foreign online shop. The price is 
by far the most crucial factor, but supply in Denmark has a great influence as well. Thus, 62% opted for a foreign online 
shop due to price, while 51% turned to foreign online shops because they could not find the product in Denmark. 

Inconvenience and uncertainties are crucial when Danes opt out of foreign online shops
The figure shows factors which are decisive when Danes opt out of foreign online shops. Inconvenient delivery takes 
top spot with 37%, but uncertainties are also important factors. Thus, 36% choose not to shop from abroad due to 
uncertainty about customs regulations, 35% were uncertain of their rights as customers and 33% were unsure of the 
conditions of purchase. 

17%
are regular customers in 

foreign online shops

37%
opt out of shopping 

from abroad due to in-
convenient returns
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FOREIGN TRADE

GLOBAL SHOPPER

TOP 5 
of the most popular  
countries to shop from:

1. The United Kingdom: 34%
2. Germany: 26%
3. China: 21%
4. USA: 14%
5. Sweden: 11%

Danes often look  
abroad when the virtual 
shopping cart needs 
filling –  these are the 
consumers’ 5 favourite 
countries when it 
comes to foreign 
e-commerce.
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CURRENT TREND

Card payments are unusually strong 
in Denmark. Historically, the Dankort 
has been a popular payment method 
for Danish consumers, and that trend 
has carried over into the world of 
e-commerce. In 2017, as many as 
74% of consumers state that card 
is their preferred payment method 
when shopping online. The card’s 
dominance is somewhat smaller, 
however, when consumers are asked 
to choose their preferred payment 
method for mobile e-commerce. 
Here, a new player has taken to the 
field, one which the Danes have 
quickly embraced.

MobilePay is the second-largest 
payment method, and its popularity 
continues to increase. Part of the 
explanation is that MobilePay suits 
today’s consumers’ desire to be 

more mobile and to have quick and 
easy payment solutions available. In 
2017, 24% prefer to pay by MobilePay 
when shopping online on their mobile 
phone. Last year, it was 15%, and it 
is expected to rise quickly over the 
coming years. Interestingly MobilePay 
was introduced to the market as a 
payment method between consum-
ers, and only moved into the business 
world later. 

MobilePay’s greatest advantage is 
that it is easy and quick. As many as 
60% of consumers perceive Mobile-
Pay as the fastest payment method 
for online purchases. This trend 
indicates that in the future, we will see 
even more payment solutions which 
focus strongly on speed and ease of 
use.  

NEW PAYMENT METHODS ARE GAINING GROUND

60% of consumers  
perceive MobilePay  
as the fastest payment 
method for e-commerce. 
This indicates that in  
the future, we will see 
even more payment  
solutions which will 
focus strongly on speed 
and ease of use.

MARIA PEDERSEN,
Online Marketing, 
DIBS Payment Services

When Danes shop online, they are particularly happy to use cards. It has always 
been this way, and it still is. Almost three quarters of Danes point to cards as their 
preferred online payment method. But other payment methods also have qualities 
which appeal to Danish consumers. 

ONLINE PAYMENT
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74%
CARD

9%
PAYPAL

9%
MOBILEPAY

2%

3%

2%

2%1%

57%
CARD

8%
PAYPAL

24%
MOBILEPAY

Fig. 20

Fig. 21

12%
7%

94%

84%

7% 6%

20%
15%

37%
41%

ONLINE BANKING MOBILEPAY CARD INVOICE PAYPAL

PAYMENT METHODS

USED   PAYMENT METHODS IN THE PAST 3 MONTHS: TOTAL VS. MOBILE

PREFERRED METHODS OF PAYMENT: TOTAL VS. MOBILE

Card is king
The figure shows the payment methods which Danes have generally made use of during the past 3 months, compared 
to what they used when, during the same period, they paid via smartphone or tablet. 

Mobile
Total

Online  
Banking
Invoice
OtherTOTAL MOBILE

CARDS ARE STILL HERE BECAUSE...

Dankort has dominated the Danish e-commerce market from the very beginning. One reason is the Danes’ general sense  
of security when using cards, but also the fact that Dankort has associated fee limitations which makes it cheaper for both 
consumers and online shops to conduct transactions using Dankort rather than e.g. Visa. 

Both generally and seen to mobile devices, cards’ slice of the pie have decreased this year. The proportion of people who 
prefer MobilePay has grown overall from 5% in 2016 to 9% in 2017, while the preference for MobilePay via mobile phone has 
gone from 15% to 24% in one year. However, this development does not mean that cards are on the way out. Transactions 
via MobilePay are bound to card payments, which helps keep cards alive.
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Fig. 22

19%

5%

47% 50%

16%

67%

37%

51%

25% 60%

16%

42%30% 47% 79%

CONSUMERS' VIEW

EASIEST, SAFEST, FASTEST

EASIEST

SAFEST

FASTEST

How consumers perceive the various payment methods
The figure shows which payment methods Danes perceive as respectively the easiest, safest and fastest to use.  

INVOICE

INVOICE

INVOICE

ONLINE BANKING

ONLINE BANKING

ONLINE BANKING

PAYPAL

PAYPAL

PAYPAL

CARD

CARD

CARD

MOBILEPAY

MOBILEPAY

MOBILEPAY

DIFFERENCES IN PERCEPTION AND REALITY 

MobilePay has grown by leaps and bounds in Denmark. More and more people select the successful app each year, and in 
2017 it has become the second-biggest payment method for Danes. The choice is primarily due to the payment method 
directly answering consumer demand for speed – payment must be quick and easy, and on those parameters, MobilePay 
wins unconditionally. 

When it comes to consumer perceptions of safety, MobilePay loses as surely as it wins the "Easiest" and "Fastest" categories. 
And that is, in fact, unfair. In fact, payment with MobilePay is more secure than card payments, as MobilePay requires the user 
to enter an additional code on payment. With that in mind, companies should always consider both reality and perception 
when choosing, and disregarding, payment methods.  
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25%

31%

28%
Yes, I have 

stored my card 
information in a 

webshop:

Fig. 23

41%
39%

34%

26%

15%

9%

15-24 25-34 35-44 45-54 55-65 66-74 

SAVED CARDS

HAVE YOU SAVED YOUR CARD DETAILS IN ONLINE SHOPS?

DANKORT APP

In the spring of 2017, the Dankort app – the physi-
cal Dankort in app form – was unveiled in its first 
beta form. This allowed more than 4 million Danes 
to make their Dankort mobile and leave the plastic 
version at home. 

Payments using the Dankort app take place by, 
quite simply, moving the smartphone to the 
mobile payment box (bluetooth receiver) next 
to the card terminal in the shop, upon which the 
purchase is registered. And just as we know it from 
the contactless Dankort, you do not have to enter 
a PIN for amounts below DKK 200. 

From the onset, the Dankort app could be used 
in about 10,000 terminals in Denmark – found in 
i.e. Netto, Føtex and Bilka – but more are coming 
all the time. And as early as the summer of 2017, 
the app was updated so that iPhone users can 
now also pay with the Dankort app from a locked 
screen and approve amounts above DKK 200 using 
their fingerprint. It is easy, safe and fast.

Women 
Men

AGE DISTRIBUTION
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It is essential to  
put together a 
shopping experi-
ence which will live 
up to consumers’ 
increasing desire 
for simple and  
flexible  
purchasing.

JOHANNA TELL,
Partner Manager, 
DIBS Payment Services

NORWEGIAN INTRO: JOHANNA TELL

NORWEGIAN E-COMMERCE 
COMPANIES ARE IMPROVING
2017 is the year the Norwegian companies have really shown that they can 
give customers what they want. Good online purchasing experiences influence 
the Norwegian market, and thus also increases competition. 

W elcome to the 2017 
edition of DIBS' 
annual report 
on Norwegian 
e-commerce. This 

year continues the trend that we 
have been able to observe in the 
previous reports within Norwegian 
e-commerce. Consumer spending is 
going only one way, and that is up. In 
2016, the report celebrated its 10th 
anniversary, but this year we have to 
be content with the total e-commerce 
turnover setting another record. In 
2017, Norwegians will shop online for 
a total of NOK 105.1 billion. That is an 
increase of 16% compared to 2016, 
when the total turnover was NOK 
90.6 billion. 

There is no doubt Norwegian 
consumers are very excited to shop 
online. And that is where we find part 
of the reason why the total turnover 
continues to rise. However, the story 
of the growing consumer spending 
cannot be told without mentioning 
the businesses. Norwegian com-
panies are constantly becoming 
better at fulfilling the vast potential 
of digitising their trading methods. 
Obviously, the first step is to get your 
business onto the Internet. However, 
afterwards it is equally important to 
put together a shopping experience 
which lives up to consumers' in-
creasing desire for simple and flexible 
purchasing opportunities. 

The companies who enjoy the 
most success online, manage to 

create a shopping experience which 
scores high on convenience and 
speed. Consumers want to avoid 
obstacles from the moment they add 
the goods to the digital shopping cart 
and until the purchase is completed. 
In addition, online shops must be op-
timised for mobile shoppers. Online 
shopping, you see, is becoming an 
increasingly mobile phenomenon. 
This year's report shows that over the 
past 3 months, 54% of Norwegian 
consumers have made an online pur-
chase from a mobile device such as 
a mobile phone or tablet. In 2016, the 
same figure was 48%, and in 2015 
it was 38%. So, something is really 
happening regarding Norwegian 
consumers’ mobile activities. 

As consumers move more of their 
purchases from physical shops to 
online shops, new industries are 
trying to carry out their digital trans-
formation. In the coming years, it will 
be particularly interesting to see how 
the grocery industry is going to act. 
Consumers increasingly demand 
the option of buying milk, vegetables 
and toilet paper from their sofas at 
home. In 2016, 12% of consumers 
bought groceries online, but in 2017, 
the proportion has grown to 15% of 
consumers. We expect this trend 
to accelerate in the coming years. 
The grocery chains which manage 
to crack the code and design a us-
er-friendly online platform and flexible 
deliveries will be greatly rewarded by 
consumers. 

In the coming years, there will 
be a development in relation to the 
payment methods which consumers 
prefer. A mobile payment application 
like Vipps has made a major foray 
into the Norwegian market during 
the past year. Today, 24% of con-
sumers say that during the last 3 
months, they 
have made an 
online purchase 
using Vipps. 
This emphasis-
es that speed 
and simplicity 
are essential 
when online 
purchases are 
to be made. Es-
pecially when a 
large portion of 
e-commerce is 
shifted to mobile 
devices. 

Every year, we 
try to improve 
our report and 
this edition is 
certainly no ex-
ception. We added new categories to 
the data collection: insurance, charity 
and cruises. In this edition, we also 
pay special attention to visualising 
data in an understandable and easy 
way, so you can use the conclusions 
in your own work. 

We wish you happy reading. 
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CURRENT TREND N

THE MARKET
Norwegian e-commerce is still growing. From 2016 to 2017, total turnover from 
online sales will rise by more than NOK 14 billion. Thus, the turnover has risen by 
74% since 2013. During the past year, Norwegians took a particular liking to  
purchasing goods and services online.

Norwegians are crazy about shop-
ping online. In 2017, total e-com-
merce turnover will land on the 
staggering amount of NOK 105,100 
000,000. So, Norwegians therefore 
spend slightly more than NOK 105 
billion on travel, goods and services.

With a total turnover of NOK 52.5 bil-
lion, travel is still the category which 
Norwegians spend the most money 
on. But there are two other cate-
gories, goods and services, which 
account for the most significant in-
crease. Since 2016, Norwegian con-
sumer spending on goods increased 
by 21%, equivalent to NOK 5.6 billion. 
This is a rather startling increase. 

The development indicates that 
Norwegians have really taken to 
e-commerce. In particular, clothes, 

shoes and accessories, as well as 
electronics are what the Norwegian 
people add to their carts when they 
buy goods online. Within the services 
category, consumer spending soars 
as well. Here, total turnover totals 
NOK 20 billion, which is an increase 
of 43% compared to 2016. In par-
ticular, Norwegians spend money 
on tickets and insurance when they 
purchase services online. However, 
digital media is another thing that 
many Norwegians have experience of 
buying online. In fact, this applies to 
36% of the Norwegian population. At 
the same, 29% pay for telecommu-
nications online, and 18% of Norwe-
gians have purchased a membership 
online. Overall, there can be no doubt 
that an increasing number of Norwe-
gians are benefiting from being able 
to buy their favourite services online.  

E-COMMERCE EXPANDS ITS FIELD

Within services, 
consumer spending 
soars. Here, total  
turnover ends up at  
NOK 20 billion, which  
is an increase of 43% 
compared to 
2016.

HENRIK SANDBERG,
Head of Business Development,  
DIBS Payment Services
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105.100.000.000
NOK

TURNOVER 2017

MARKET SIZE AND GROWTH

74%
INCREASE OVER THE LAST 4 YEARS

16%
GROWTH SINCE LAST YEAR

Over the last 4 years, turnover within the Norwegian online market increased by 74% (from NOK 60.3 billion in 2013 to 
NOK 105.1 billion in 2017). At present, turnover stands at NOK 105.18 billion, which is NOK 14.5 billion (16%) more than 
last year. The figures are based on an actual increase among approximately 5,000 online shops in the Nordic region.

Fig. 01 ESTIMATE OF THE SIZE OF THE NORWEGIAN E-COMMERCE MARKET +16%

+16%

+16%

+13%

+15%

AMOUNTS IN NOK BILLIONS

2013 2014 2015 2016 2017

69.1
78.1

90.6

105.1

60.3
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Norge

E-COMMERCE DISTRIBUTION

Norwegian e-commerce has a turnover of NOK 105.1 billion in 2017. Consumer spending is distributed across travel, physical 
goods and online services, such as streaming of TV series and films. Clearly, the Norwegians’ wanderlust accounts for the 
biggest slice of the pie, as travel accounts for 50% of total consumer spending. 

Compared to last year, when travel accounted for 55% of total consumer spending, the category takes up a smaller percenta-
ge of overall consumer spending. That does not mean that Norwegians spend less money on travel – in fact, in 2017 we spent 
NOK 3.5 billion more than we did in 2016. Rather, the drop in the share of total turnover is due to the fact that more players 
have entered the field in the other categories, and that these thus take up a greater share of total consumer spending.

Retail sales have increased their presence and adapted to customers’ digital behaviour during the past year. The Goods 
category, represented by, for example, Kolonial.no, thus grew by 21% from 2016 to 2017 (from NOK 27 billion in 2016 to NOK 
32.6 billion in 2017). At the same time, the services category has also grown significantly. Here, consumer spending increased 
by 43% over the last year. 

That more providers gain an e-commerce presence in these days fits well with the tendency among consumers. Consumers, 
you see, make increasingly high demands and expect to be able to buy products online, regardless of whether the product is 
a sweater, registration for a kindergarten or food for stocking the refrigerator. 

NORDIC E-COMMERCE 2017 NORWAY: THE MARKET 82

MARKET SIZE AND DISTRIBUTION IN NORWAY

DISTRIBUTION OF 
E-COMMERCE
IN NORWAY 
The turnorver of Norwegian e-commerce in 2017 
is NOK 105.1 billions. Consumption split in the  
three categories: Travel, Goods and Services.

SERVICES

19%
20 BILLION NOK

GOODS

31%
32.6 BILLION NOK

TRAVEL

50%
52.5 BILLION NOK
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When first place is to be awarded 
in total turnover, no one gets close 
to travel. Norwegians spend hefty 
amounts of money on both holidays 
and the more practical part of the 
travel category, namely transport. 

In 2017, total turnover within travel 
is NOK 52.5 billion, an increase of 
7% compared to 2016. In the grand 
scheme of things, this means that 
as many as 50% of the money 
spent in Norwegian e-commerce 
overall goes towards travel. 

The reason can be partly found 
in the fact that the travel industry 
was among the first to embrace and 
develop the vast potential of e-com-
merce. Therefore, it is no surprise 
either that a significant proportion of 
Norwegians prefer online payment 
when venturing out into the big wide 
world or travelling domestically. To 
many Norwegians, it has simply be-
come a matter of course that travel-
ling is something which is purchased 
online.

Another reason for the high con-

sumer spending in the category is 
that each individual trip costs a lot 
of money compared to purchasing 
goods and services. Therefore, 
travelling is not what Norwegians buy 
online most often. However, when 
Norwegians buy travel, large sums 
are being transferred.  

CONSUMER CHOICES
The tourism industry is highly com-
petitive. There are many major play-
ers vying for the same customers. 
From the consumers' point of view, 
the tough competition creates a won-
derful combination of many choices 
and good prices. Airfares in particular 
are the subject of an outright price 
war. The smaller players, who cannot 
lower their prices, will have to carve 
out a niche for themselves. 

In addition, Norwegians have 
become increasingly fond of putting 
together their own unique trips. That 
trend is very obvious. While 23% of 
the total travel turnover in 2016 was 
on package holidays, consumer 
spending in this subcategory fell to 
17% of the total turnover in 2017. In 
return, turnover has risen within the 
purchase of hotel accommodation, 
as well as train and bus tickets.  

The trend may indicate that Norwe-
gians have discovered the possibility 
of saving money by fragmenting their 
travel purchases. In addition, it is 
probably also a factor that consum-
ers are becoming more comfortable 
with shopping online. This removes 
some of the motivation for using a 
tour operator.   

NORWAY: THE MARKET

With a total turnover of NOK 52.5 billion, travel is still the  
category which Norwegians spend the most money on. Hotels 
and airfares also take up a good portion, while consumer  
spending drops in package holidays. 

TRAVEL

52.5
billion NOK is the total turnover  

in the category. 

In 2016, 23% of the  
total turnover within 
travel was on package 
holidays. In 2017,  
consumer spending  
in this subcategory  
fell to 17%.

TRAVEL

50%
of Norwegians' total consumer 

spending online is spent on travel.

7%
Increase since last year.
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TRAVEL

52.5
BILLION

The total turnover in the travel category

How Norwegians spend money on travel online
The figure shows how Norwegians’ online consumer spending is distributed across the various sub-categories of travel,  
and the proportion of the population who make purchases in the different sub-categories. Airfares, representing 41% of 
total consumer spending in the category, is thus the biggest cash drain, while spending on taxis and car hire takes the least 
from Norwegian wallets. At 37%, the Train and coach sub-category represents the category in which the next highest num-
ber of us make online purchases (after airfares), but with just 7% of consumer spending, it does not account for a major 
share of the overall expenditure. 

Fig. 02 DISTRIBUTION OF CONSUMER SPENDING IN THE TRAVEL CATEGORY

Spending distribution across the category

Cruise 

   4%       

Taxi 

   1%      

Car hire 

   3%      

Train and coach 

   7%         

Hotel

   26%      

Airfares 

   41%      

Package holidays

17%         

Percentage of population who buy this online

Cruise 

   3%   

Taxi 

   8%  

Car hire 

   5%  

Train and coach 

   37%    

Hotel 

   29%   

Airfares 

   39%   

Package holidays 

   9%   

Taxi
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TRAVEL

HOTEL

WWW

The elderly 
... pay for the  
package holiday 
When package holidays  
are booked online, people  
between the ages of 55 and  
74 are usually behind the  
payment. 

18% normally make purcha-
ses via their smartphone, and 
usually the person behind the 
screen is between the ages of 
45 and 54.  of train and bus tickets are 

purchased from a smartphone

of Norwegians buy 
hotel accommodation 
on the Internet 

29%

41% spent  
on airfares

This corresponds 
to NOK 21.4 billion 
and more than one 
third of the total 
consumer  
spending  
in the  
travel  
category.

55%

 10%
most often buy 
package holidays via 
a smartphone
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Should anyone doubt whether 
Norwegians took to e-commerce, 
they just need to take a look at the 
latest developments within the Goods 
category. In 2016, Norwegians spent 
NOK 27 billion on goods, but in 2017 
the total turnover rises to NOK 32.6 
billion. This is a growth of 21%. 

A commodity category is even 
emerging, where more than half of 
Norwegians shop online. In 2017, 
44% of the population purchased 
clothes, shoes and accessories 
online. 

However, clothes, shoes and ac-
cessories are not a large proportion 
of what Norwegians buy online. There 
are several other categories which 
more than a quarter of the population 
purchase online. 33% of Norwegians 
buy products within the body and 
health category.  
As many as 28% of Norwegians buy 
products in physical media and 25% 
shop from the electronics category. 

Within the body and health cat-
egory, as well as physical media, 
a high number off purchases at a 

lower individual price are made. 
Goods in electronics are somewhat 
more expensive with fewer individual 
purchases.   

FOOD WITH CONVENIENCE
Among consumers, there is a grow-
ing expectation that virtually all goods 
must be purchasable online. At the 
same time, companies must pay 
attention to consumer demand for 
flexible delivery. 

Many grocery suppliers work with 
different models for delivery, which 
contributes to an increasing propor-
tion of Norwegians choosing to buy 
their milk and oatmeal online. In 2016, 
12% of Norwegians bought grocer-
ies online. In 2017, that percentage 
had risen to 15. In relation to total 
turnover, groceries also account for 
a greater share in 2017 than was the 
case in 2016. Here, groceries grew 
from 10% to 13%. 

Thus, groceries are on the up and 
will continue to grow when deliv-
ery capabilities become even more 
flexible and the products cheaper. 
Norwegian people shop online, main-
ly because it is convenient and that 
reality manifests itself regardless of 
the commodity category in question. 

Total turnover is growing at a rapid 
pace, and will only increase in the 
coming years. Therefore, the potential 
is also huge for the many Norwegian 
shops and businesses which are not 
yet online.   

NORWAY: THE MARKET

Norwegians spend more and more money on goods when they 
shop online. Almost half buy clothes, shoes and accessories online, 
but also products for body and health, physical media and electro-
nics are clicked. 

GOODS

Should anyone doubt 
whether Norwegians 
took to e-commerce,  
they just need to look  
at the latest develop-
ments within the  
Goods category.

GOODS

31%
of total online consumer spending 

is used for goods.

32.6
billion NOK is the total

turnover in goods.

21%
increase since last year.
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GOODS

Fig. 03

How Norwegians spend money online for goods
The figure shows how Norwegians’ online consumer spending is distributed across the various sub-categories of goods, 
and the proportion of the population making purchases within the different sub-categories. Electronics take up the biggest 
share of the pie in terms of consumer spending (23%), while erotica, at 1% and 4%, accounts for both the least consumer 
spending and the smallest share of the population.

DISTRIBUTION OF CONSUMER SPENDING ACROSS THE GOODS CATEGORY

32.6
BILLION NOK

Total turnover in the Goods category

Percentage of population who buy this online  
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Toys
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Building materials
   5%

Sport and leisure
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Physical media
   28%   

Body and health
   33%   
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   15%   

House and home
   15%   
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   44%   

Electronics
   25%   

Car, boat and motorcycle 
   7%   

Spending distribution across the category

Erotica 
 1%       

Toys
5%      

Building materials
4%       

Sport and leisure
   9%   

Physical media
   6%      

Body and health 
8%   

Groceries
   13%      

House and home
   7%      

Clothes, shoes and accessories
   19%         

Electronics
   23%         

Car, boat and motorcycle 
4%      
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CASE: ONEPIECE

Onepiece was invented 
on a lazy hangover Sun-
day. Ten years later, the 
company has offices in 
Oslo, London and New 
York and more than 
200,000 followers on 
Instagram.

Since 2007, Norwegian Onepiece 
has worked to make the world’s most 
comfortable clothes. To begin with, 
only Norwegian consumers benefited 
from the combined sweater and jog-
ging trousers. But soon, the business 
expanded to the rest of the world. 
Here, director Espen Skei Lerfald 
recounts the company’s success with 
e-commerce.     

What type of e-commerce  
solution do you have?
We use an e-commerce platform 
which we designed from scratch with 
the help of some developers. 5-6 
years ago, when we opened our first 
web shop, there were no standard 
e-commerce solutions with the 
flexibility we wanted. So, we had to 
do it ourselves. We wanted a solution 
which could integrate with the way 
we use social media, and we wanted 
to give our ambassadors on social 
media the opportunity to drive traffic 
and customers to our shop. Today, 
the standard models are able to do 
a lot which they could not 5-6 years 
ago. And we did consider switching 
to a standard model. But, we are 
actually still happy with what we 
designed ourselves.   

Do you have an app?
No, not at this time. Right now, we 
are most concerned about giving our 
users the best possible experience 
when they go to our website and 
shop from their mobile phones or 
tablet. There may be an app in the 
future.

What is crucial for success?
It all begins with having a unique 

CASE: 
ONEPIECE

product. The product is probably the 
most crucial factor. But beyond the 
product, we have seen really good 
results from creating integration 
between our social media activi-
ties and our e-commerce itself. We 
actually worked on this integration 
for 5-6 years. Onepiece has a large 
network of ambassadors on social 
media, who help create awareness 
of our brand and drive traffic to our 
shop. We have worked extensively 
to develop our e-commerce platform 
to make it support the ambassadors 
on social media. And we have made 
incentive structures, which makes it 
interesting for the ambassadors to 
raise awareness of our brand.

Do your customers make  
purchases from mobile devices?
During the first six months of 2017, 
nearly 40% of our sales came from 
mobile phones. In 2016, mobile sales 
accounted for 27% during the first 
seven months. So, we definitely see a 
significant increase. This just confirms 

that if you want 
to be successful 
with e-commerce, 
platforms must 
be optimised for 
mobile use. 

What do you  
see as the most 
interesting trends 
in  
e-commerce?
As we can see 
from our own 
sales, it becomes 
all the more 
important to 
position yourself to the mobile us-
ers. And I think, as people become 
more accustomed to shopping 
online, consumers’ expectations 
of webshops will become greater. 
This means that we must adapt our 
web shop to the individual user and 
customer. Our shop should not be 
the same experience to all users. 
’Customisation’ is a key word. 

This just confirms 
that if you want to 
be successful with 
e-commerce,  
platforms must  
be optimised for 
mobile use.

ESPEN SKEL LERFALD,
Director, Onepiece
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of all  
purchases  
in the goods 
category 
are made 
directly  
from a
smartphone.

28%

Competition 
from abroad
38% most often buy electronics 
from online shops abroad.

NORWAY: THE MARKET

GOODS

Norwegians buy  
clothing online

44%
21% of them most often make purchases from their mobile. 

Most often, the person 
is aged between 35 and 44.

Norwegians buy things 
for the home online

7% 15%
buy groceries online
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Norwegians buy more and more 
services online. In 2016, total turnover 
was NOK 14 billion, rising to NOK 20 
billion in 2017. That is an increase of 
43%. Meanwhile, there is a rapid de-
velopment within the offering of ser-
vices which Norwegians can choose 
from when they surf the Internet.

Insurance, for example, is a rela-
tively new industry in e-commerce, 
but it has already grown greatly. In 
2017, 19% of Norwegians thus ac-
quired an insurance policy online and 
the industry represents 27% of the 
total turnover in services. 

Consumers' demands for trans- 
parency and simplicity harmonises 
well with the sale of services online.  
It becomes much more convenient to 
compare prices from different sup-
pliers when the services are available 
online. 

The same parameter manifests 
itself within i.e. memberships, tele-
communications and digital media, 

all representing a good part of 
Norwegians' total online spending on 
services.

THE FUTURE IS ONLINE 
Other advantages of online sales of 
services are reflected in the tickets 
category. Here, both businesses 
and consumers benefit from e-com-
merce. 

For businesses, there are fewer 
costs related to administration and 
delivery when sales are moved on-
line, and from a consumer perspec-
tive, it is convenient to purchase and 
save tickets in an inbox, compared to 
having to pick them up or wait for the 
post. This symbiosis considered, it is 
no wonder that as many as 36% pur-
chased tickets online in 2017. Nor is 
it surprising that so many companies 
have completely abandoned offering 
their services offline. 

SEVERAL NEWCOMERS 
In this year's report, we added two 
new categories within services: 
Insurance and charity. However, it 
will by no means be surprising if we 
will have to add significant additional 
categories in the years ahead. Within 
i.e. the service sector, there is a 
huge potential for more companies 
to digitise sales methods. Making it 
easier for the consumer to buy the 
required service online, and making 
it possible for the company to spend 
less resources on administration is a 
win-win situation. 

NORWAY: THE MARKET

In 2017, total services turnover is NOK 20 billion. That is  
an increase of 43% compared to 2016 – which speaks of an 
immense potential in this category.

SERVICES

Consumers’ demand 
for simplicity harmonises 
well with the online sale 
of services. It is much 
more convenient to  
compare prices from 
different suppliers when 
services are available 
online.

SERVICES

19%
of Norwegians' total consumer 

spending is used on  
services.

20
billion NOK is the total
turnover in services.

43%
increase since last year.
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SERVICES

Fig. 04

How Norwegians spend money on services online
The figure shows how Norwegians’ online consumer spending is distributed among the various sub-categories of services, 
and the proportion of the population who makes purchases in the different sub-categories. Insurance is what Norwegians 
spend the most money on, while tickets and digital media is the sub-category which most people have made purchases in.

DISTRIBUTION OF CONSUMER SPENDING IN THE SERVICES CATEGORY

20
BILLION NOK

Total turnover in the Services category

Percentage of population who buy this online  

Charity 
   17%   

Insurance
   19%   

Advertisement costs
   3%   

Parking
   16%      

Membership
   18%   

Digital media
   36%   

Telecommunications
   29%   

Teaching and courses
   6%   

Gambling
   13%   

Tickets 
   36% 

Spending distribution across the category 

Charity 
   6%      

Insurance
    27%      

Advertisement costs 
   1%      

Parking
   3%      

Membership
   8%      

Digital media
   10%      

Telecommunications
   11%      

Teaching and courses
   5%   

Gambling
   9%      

Tickets 
   19%      
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SERVICES

Pop CornSoda

DONATION

37% most often donate 
via a smartphone.

The possibility to compare  
offers on the Internet has made 
the proportion of people who 
buy insurance online rise. 

of Norwegians  
give to charity

Buy insurance 
online

buy tickets online

of consumer  
spending in services 
is used on education 
and training. 

17%

19% 36%

5%
Booking and paying for tickets 
from the comfort of the home 
and keeping the ticket in the 
smartphone saves alot of hassle.
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Fig. 05

46%

38%

7% 10%

18%

TV and music streaming, food boxes, regular deliveries of contact 
lenses and many more subscription services are gaining ground. 
Consumers love the simple solutions, which in an increasing number 
of cases also compete on price. 

SUBSCRIPTION 
SERVICES

SUBSCRIPTION SERVICES

Although Netflix is   the first subscrip-
tion service to appear on the inner 
big screen when you think about 
subscription services, the streaming 
service is far from the only subscrip-
tion service which Norwegians have 
taken a fancy to. 

Today, consumers can subscribe 
to everything from fitness and protein 
powder to tonight's sofa entertain-
ment. The possibilities are almost 
endless, and people – especially 
young people – are crazy about that. 

The figure shows the percentage of 15-65-year-olds who subscribe to, or used to subscribe to, TV, music, groceries, 
beauty and fitness, respectively. 46% have paid for a video streaming subscription, while 10% at some point paid for 
beauty products which covers make-up, creams and contact lenses, via a subscription service. 

SERVICES NORWEGIANS SUBSCRIBE OR HAVE SUBSCRIBED TO VIA THE INTERNET

10%
aged 35-44 have at 

one point had a subscription 
for groceries 

BEAUTYGROCERIESMUSICVIDEO STREAMING MAGAZINES AND 
NEWSPAPERS

As many as 58% in the age group 
25-34 have paid for a TV subscrip-
tion, while 59% aged 15-24 have paid 
for a music service.  

Consumers are not the only ones 
showing signs of being happy with 
the opportunities for subscription 
services. More and more companies 
are opting for this possibility. It shows 
us that the benefits of subscription 
solutions also make life easier for the 
sender. 
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SUBSCRIPTION SERVICES

57% 58% 55%
49%

27%

16%

15-24 25-34 35-44 45-54 55-65 66-740
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59%

50% 48%

37%

18%

5%
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12% 14% 12% 11%
7% 4%
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12%
6%

10% 8%
4% 1%

15% 17%
23%

19%
15% 15%

0
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15-24 25-34 35-44 45-54 55-65 66-74

Fig. 06

Streaming

WHICH SUBSCRIPTION SERVICES NORWEGIANS HAVE PAID FOR

14%
OF 25-34-YEAR-OLDS

Have paid for a subscription 
on beauty products.

VIDEO STREAMING SUBSCRIPTION (AGE IN YEARS)

MUSIC STREAMING SUBSCRIPTION (AGE IN YEARS)  GROCERY SUBSCRIPTION (AGE IN YEARS)

BEAUTY SUBSCRIPTION (AGE IN YEARS) MAGAZINE OR NEWSPAPER SUBSCRIPTION  
(AGE IN YEARS)
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CURRENT TREND

JOHANNA TELL , 
Partner Manager,
DIBS Payment Services

CONSUMERS
Norwegian consumers are crazy about shopping online. Over the course of 3 
months, each Norwegian makes an average of more than 6 purchases online. 
Even in the age groups which buy the least online, 73% of the population add 
goods to the digital cart. In 2017, online purchases via a mobile 
are particularly on the rise.

6.3
 

is the average number of times a 
Norwegian shops online over a 

period of 3 months.

Over the past few years, Norwegians 
have really taken to e-commerce. The 
situation remains unchanged in 2017, 
when 85% of Norwegians shop online. 
In some areas, however, the develop-
ment is more striking than in others. 

Most obvious is the fact that signifi-
cantly more Norwegians use their 
mobiles to shop online. In 2016, 48% 
of Norwegians used their smartphone 
for e-commerce, but in 2017 that 
percentage had risen to 54%.

Generally, the proportion of people 
who buy online is increasing. The 
increase emphasises that Norwegians 
have become more comfortable shop-
ping online, and that businesses have 
become better at designing Internet 
platforms which are easy for the con-
sumer to make a purchase through. 
When Norwegians are asked why 

they choose to shop online, one rea-
son stands out in particular: It saves 
time and is easy. Many consumers 
are also delighted that it is easy to 
compare products and prices, that 
online shops are always open, and 
that they usually offer a lower price 
than the physical shops. However, it 
is a deal breaker if the consumer has 
trouble understanding the condi-
tions, is not offered the desired 
method of payment, or feel that 
they lack information about 
the product and service. 
Norwegians want 
everything online to 
be clear and straight 
forward.   

MOBILE BUYERS
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Fig. 07

Fig. 08

Fig. 09 

CONSUMERS

Www
Www

85%
54%

46%

47%

58%

58%

58%

66%
Did you know?

21% 
aged 15-74 have shopped  

online and picked up the goods at a  
physical shop?

 

40% 
of consumers prefer to return  
the goods to a physical shop?

66% 
prefer to shop online because 

it saves time?

9% 
consumers have made purchases  
online and returned the item to a 

physical shop?
        

3% 
have shopped online and both  

picked up and returned their purchase 
at a physical shop?

WHO SHOP THE MOST?

WHY DO YOU SHOP ONLINE?

WHY DID YOU CANCEL YOUR PURCHASE?

It is always open

Have products I cannot find elsewhere

Easy to compare prices and products

Bigger selection

It saves time/is easy

Lower prices

Shop online:
Shop 

via mobile:

Shop the most: 35-44 year olds
Shop the least: 66-74 year olds

Shop the most: 25-34 year olds 
Shop the least: 66-74 year olds

OVERALL MOBILE

42%
have cancelled 

a purchase

Other 19%

The product could not be collected in person 6%

Desired payment method was not available 24%

Payment process did not work 20%

Lacked trust in the website 14%

Technical problems on the website 15%

Difficult to enter personal information 20%

Lack of product and service information 23%

Uncertainty regarding conditions 35%
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WOMEN AND MEN

Fig. 10 HOW DO WOMEN AND MEN SHOP ONLINE?

What do women and men prefer?
The figure shows how, over a period of 3 months, men and women shop online, and how they differ from each other.  
Generally the the purchasing behaviour is very similar, but men spend more money than women. For both sexes it applies 
that, over the past year, more people have begun to use mobile devices for shopping online. More prefer Vipps when they 
shop.  At the same time, it also applies to both sexes that in 2017, fewer people have cancelled a purchase than in 2016. 
This indicates that companies have optimised their website, so that there are fewer factors that hinder users when they 
shop. For both men and women, card is the payment favourite and Vipps is the runner up. 

Average consumer spending 3222 NOK  2666 NOK 3755 NOK
   

Purchases from mobile devices 54% 53% 55%
Development since 2016 in percentage points 6 6 8  
 
Have cancelled a purchase 42% 43% 40%
Development since 2016 in percentage points -1 0 -3
   
Shop from abroad 54% 50% 58%
Development since 2016 in percentage points 4 6 3
   
Prefer card payment 53% 50% 55%
Development since 2016 in percentage points -10 -11 -9
     
Prefer PayPal payment 24% 24% 24%
   
Prefer Vipps payment 5% 3% 6%

WOMENTOTAL MEN

1089
NOK

That is how much more than women men  
spend each month.
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FAMILIES

Fig. 11

What do families prefer?
The figure shows what the family situation means to online purchasing behaviour. It is evident that whether the family 
is completely new, older or in-between, it is not decisive when it comes to shopping via a mobile – across the board, the 
number of people shopping has soared over the past year. Similarly, the increasing tendency to choose a mobile is also 
made apparent under the point ’Prefer Vipps’. This was not included in last year's report. For purchases from abroad, a 
general drop is seen. This may be because the offers in Norwegian online shops has increased. The same is true in regards 
to having cancelled a purchase, something which may be due to a general improvement of the websites shopped from. 

Average consumer spending  2430 NOK 3703 NOK 4285 NOK 3427 NOK 3143 NOK
     

Purchases from mobile devices  57% 77% 64% 38% 25%
Development since 2016 in percentage points 5 10 11 4 0

Have cancelled a purchase  46% 54% 41% 32% 29%
Development since 2016 in percentage points -1 6 -8 -5 3

Shop from abroad 63% 62% 52% 45% 35%
Development since 2016 in percentage points 4 10 2 0 9

Prefer card payment 52% 41% 46% 62% 69%
Development since 2016 in percentage points -9 -14 -16 -6 -2

Prefer PayPal payment 28% 31% 29% 17% 4%

Prefer Vipps payment 5% 8% 3% 3% 2%

YOUNG FAMILIES
WITHOUT 
CHILDREN

YOUNG FAMILIES
WITH YOUNG 

CHILDREN

FAMILIES 
WITH OLDER 

CHILDREN

WORKING ADULTS 
WITHOUT 
CHILDREN

PENSIONERS

1 in 3  
 

young families purchased or 
subscribed for food online

HOW DO FAMILIES SHOP ONLINE TODAY?



MR. BIG SPENDERMR. BIG SPENDER

Although women more often than men shop 
online, the internet’s major consumer is a man. 
Get to know him here.

On average he uses

online per month

12069 NOK

Uses

on plane tickets a month

2406 NOK

Uses

on hotels a month

1926 NOK

He cancels  
a purchase if he is  
not satisfied  
- it applies to:

42%

would like to save their card  
details in webshops

54%

shops on 
foreign 

websites

66%

He often  
purchases  
clothes, shoes 
and accessories 
online

He prefers to shop 
via his mobile

46 years
... old and live in  
a medium sized city   
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CURRENT TREND

EBBA EDLUND, 
Online Marketing, 
DIBS Payment Services

COMMERCE
More and more Norwegians are shopping online using smartphone or tablet. 
The trend is so pronounced that companies will have to prioritise smartphone 
as an essential shopping platform and design online shops accordingly. Mobile 
apps are also rapidly emerging as payment methods.

In recent years, there has been 
a large increase in the number of 
Norwegians who shop via mobile 
devices, and that trend continues in 
2017. This year, 54% of Norwegians 
answered yes to having purchased 
goods or services during the past 3 
months using a smartphone or tablet. 
This is a marked change from 2012, 
when the percentage who answered 
yes was just 20%. 

A stedily increasing amount of 
Norwegians who are happy to shop 
via smartphone comes with cer-
tain demands on businesses. First 
of all, they must provide an online 
shop, which is optimised for mobile 
users. Consumer demand for quick 
and easy shopping opportunities is 
what businesses should live up to. 
However, for many companies it may 
also be time to expand their business 
with an app. Since 2015, apps have 

become an increasingly popular 
form of payment among Norwegian 
consumers. 52% of Norwegians who 
use mobile e-commerce, make their 
purchases using an application. That 
is an increase of 8 percentage points 
since 2015, and thus apps are the 
most widely used form of the mobile 
payment. If companies succeed in 
creating a well-functioning app, it 
holds a great potential to meet cus-
tomer needs. It requires, however, a 
development process which can be 
both expensive and complicated, 
and therefore mainly large and 
well-established companies 
choose to invest in apps. For 
small businesses, it may be 
more meaningful to make the 
website and online shop as 
mobile-friendly as possible.

67%
 

in the 25-34 age group have made 
purchases from their smartphone 

during the last 3 months

APPS AND OPTIMISATION
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15-24 YEARS 25-34 YEARS 35-44 YEARS 45-54 YEARS 66-74 YEARS55-65 YEARS

27%
30%

23%

10% 8%
4%

67%

61%
64%

50%

37%

25%
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MOBILE

The smartphone has indisputably taken its place as the most 
central device in Norwegian daily life. The little mini-computer is 
taken everywhere and used for everything. In 5 years, the number 
of Norwegians who shop via a mobile devices has doubled.    

MOBILE

53%

55%

54%
Yes, I have 

shopped from my 
mobile or tablet:

Fig. 12

Fig. 13

SHOPPED FROM A SMARTPHONE OR TABLET

I HAVE MADE A PURCHASE FROM A SMARTPHONE OR TABLET IN THE LAST 3 MONTHS

Women
Men

PURCHASES FROM SMARTPHONES AND TABLETS

Having approached 50% for several years (38% in 2015 and 
48% in 2016), 2017 is the year where the scales tip. This year is 
the first year when the group of people aged 15-74, who made 
purchases from a mobile device during the last 3 months, is 
larger than the group who did not. 

Men are the gender that most frequently uses the mobile 
when they go shopping. Those aged 25-34, closely followed by 
people aged 35-44, constitute the age group which most often 
takes to the smartphone when the digital cart needs filling.

A significant development in mobile e-commerce is seen in 
the older parts of the population. The share of people in the 
age group of 66-74, who shopped via a mobile device during 
the past 3 months, has quadrupled in the last 5 years. The 
same is true for the 55-65 age group. Although the older part 
of the population still does less shopping than the younger, 
the eldest are thus in rapid development in terms of mobile 
e-commerce.
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MOBILE

44%

36%

31%

22%

51% 52%

28%

34%

20%

30%
28%

42%

WWW

WWWAPP

APP

APP ON MOBILE BROWSER ON MOBILE APP ON TABLET BROWSER ON TABLET

Fig. 14

2015 
2016
2017

Fig. 15

HOW DO YOU SHOP FROM YOUR MOBILE DEVICE?

APPS
win because they are 

the easiest choice. 

WHY DID YOU USE A SMARTPHONE OR TABLET TO MAKE PURCHASES ONLINE?

I was in a shop, but bought the 
product online instead 6%

I used an app to shop 42%

I opened an offer via e-mail 20%

Easiest to use a tablet at the time 25%

I clicked on an ad 7%

I do not own a PC 3%

I was on the move 23%

The easiest way to buy 24%

Other reason 5%

Do not know 2%

SMARTPHONE WINS

Over the years, smartphones 
has evolved to more closely 
resemble a mini-computer 
which we always have on 
hand. It has become faster, 
the resolution has been 
increased and the screen has 
become bigger. That way, 
smartphones rendered 
tablets redundant in many 
ways, and that may very well 
be the reason why purchases 
made from smartphones 
have been growing steadily 
for the last 3 years, while 
purchases made via tablet 
lost steam. Everything which 
used to be easier using a 
tablet is now as easy from a 
smartphone. 
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FOREIGN TRADE

65%
62%

59%
54%

42%

31%

15-24 YEARS 25-34 YEARS 35-44 YEARS 45-54 YEARS 55-65 YEARS 66-74 YEARS

Fig. 17

50%

58%

54%
Yes, I have 

purchased on a 
foreign site:

Fig. 16

FOREIGN 
TRADE

The percentage of Norwegians who shop in foreign online shops 
is 54% this year. Lower prices and a lack of variety in Norwegian 
online shops keeps shopping from abroad going.

PURCHASE MADE IN A FOREIGN WEBSHOP DURING THE PAST 3 MONTHS

AGE DISTRIBUTION  65%
in the 15-24 age group, have made 
a purchase in a foreign online shop 

over the past 3 months.

PURCHASES MADE FROM FOREIGN WEBSITES

Women 
Men

TRUST IS HIGHEST 
AMONG THE  
YOUNGEST

The younger you are, 
the more trust you 
have in foreign online 
shops. At least if you are 
Norwegian. 

Thus, the youngest 
(ages 15-24) are those 
who most frequently 
shop from abroad 
(65%), while the older 
target groups follow 
close behind. The 
difference to those aged 
25-34 is only 3 percenta-
ge points (62%). 
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FOREIGN TRADE

68%

44%

7%

32%

43%

The product is not sold in Norway 3%

Other 4%

Don’t know 1%

Greater trust in the website 4%

16%

7%

Lower prices 

Unique products

I could not get the product in Norway

Bigger selection

I’m a regular customer of one or more foreign webshops

More product and service reviews available 

Faster dilevery

15%Other

33%Uncertainty about my rights as a customer

38%Uncertainty about customs rules

23%Want support in my own language

8%Ethical causes (eg crime, child labor, etc.)

25%Uncertainty about the conditions

28%Hard to return

11%Want to support Norwegian stores

17%Long delivery time

Fig. 18

Fig. 19

WHY DID YOU PURCHASE FROM A FOREIGN ONLINE SHOP? 

WHY DO YOU NOT SHOP FROM FOREIGN ONLINE SHOPS?

Price and selection is crucial when Norwegians shop from foreign online shops
The figure shows which factors are decisive when Norwegians choose to shop from foreign online shops. The price is 
by far the most important thing, but the range of offers in Norway also has a great influence. Thus, 68% opted for a foreign 
online shop because of cost, while 44% looked to foreign online shops because they could not find the product in Norway. 

Difficulties and uncertainties are crucial when Norwegians disregard foreign online shops
The figure shows the factors that are decisive when Norwegians disregard foreign online shops. With 38%, uncertainty 
regarding customs regulations take the number one spot, while uncertainty about rights as a customer and cumbersome 
returns put a stop to Norwegian's international shopping in respectively 33 and 28% of cases. 

16%
are regular customers 

in a foreign online 
shop

28%
opts out of foreign 

online shops because 
of cumbersome 

returns
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FOREIGN TRADE

GLOBAL SHOPPER

TOP 5 
The most popular 
countries to buy from:

1. China:  31%
2. The United Kingdom: 27%
3. The United States: 26%
4. Sweden:  13%
5. Germany: 10%

Norwegians often look 
abroad when the 
virtual cart needs 
filling –  these are the 
consumers’ 5 favourite 
countries when it 
comes to foreign 
e-commerce.
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CURRENT TREND

When Norwegians shop online, they are particularly happy to use cards. 
It has always been that way, and so it remains. Nearly three-quarters of Norwegians 
point to the card as their preferred online payment method. But other 
payment methods have qualities which appeal to Norwegian consumers. 

ONLINE PAYMENT

Card payments are strong in Norway. 
In 2017, as many as 53% of Norwe-
gian consumers state that the card is 
their preferred payment method when 
shopping online. 

The card's dominance, however, falls 
by 10 percentage points when con-
sumers are to choose their preferred 
payment method for mobile e-com-
merce. Here, a new player has taken 
to the stage, one which Norwegians 
quickly embraced.

On mobile devices, Vipps is the 
third largest payment method (after 
card payment and PayPal), and its 
popularity is still rising. Part of the 
explanation is that Vipps suits today's 
consumers' desire to be more mobile 
and have quick and easy payment 
solutions available. In 2017, 23% have 
used Vipps to pay when they shop 

online using their mobile phones, and 
this figure is expected to grow at a 
rapid pace in the coming years. 

In Norway, Paypal is a strong player. 
This is because many Norwegians 
shop from foreign online shops and 
here, Paypal is often an option. In 
addition, Norwegians perceive Paypal 
as quick and easy, and those are 
factors which weigh heavily when it 
comes to online shopping.

Paying by invoice is also strong 
among Norwegians. 11% prefer 
this method of payment, while 29% 
have actually used it within the past 
3 months. Its strength is partly due 
to the solution being perceived as 
safe and the fact that an invoice is on 
credit. Therefore, it does not feel as if 
you pay immediately.

The card's dominance, 
however, drops by  
10 percentage points 
when consumers are 
asked to choose their 
preferred payment  
method for mobile 
e-commerce – here,  
in fact, there is a new 
player on the pitch.

JOHANNA TELL,
Partner Manager,  
DIBS Payment Services

NEW PAYMENT METHODS ARRIVE
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13%
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Fig. 20

Fig. 21

12% 10%

85%

73%

29%

19%

43%

35%

24% 23%

BANKAXESS VIPPS CARD INVOICE PAYPAL

PAYMENT METHODS

USED   PAYMENT METHODS THE LAST 3 MONTHS: TOTAL VS. MOBILE

PREFERRED PAYMENT METHOD: TOTAL VS. MOBILE

Card is in the lead
The figure shows the payment methods Norwegians have generally made use of during the past 3 months, compared 
to what they used when paying via mobile devices in the same period. 

Mobile
Total

TOTAL MOBILE

NEW BREAKTHROUGHS AND STABLE CARDS

For the first time in 10 years, a new payment method has broken through in Norwegian e-commerce. Of course, this is Vipps, 
which 24% of Norwegians have used over the last 3 months. 

The card remains the most preferred method, followed by PayPal and invoices – Norwegians thus continue to have the 
same favourites as they have had for many years. 

As more and more purchases take place via a smartphone, we estimate that the proportion paid via Vipps will increase. Only 
time will tell whether a new player manages to knock Vipps off the #1 position.

Masterpass
BankAxess

Other
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CONSUMERS’ VIEW

Fig. 22

19%

5%

38%

38%

16%

42%

48%

54%

VIPPS

64%

62%

22%

51%

35%

64%

VIPPS WINS IN 2 CATEGORIES

Cards are regarded as less easy, which is most likely due to the extra safety step (3D identification) and because one has to 
enter the card number. Many Norwegians shop from abroad, and when they do, they often use PayPal where they enter their 
card details. This is most likely the reason why Paypal is perceived as very secure.

Invoice payments take the last place when it comes to speed. The payment method, which spans several steps – first a step 
at the actual purchase and then another when the invoice must be paid – is simply too cumbersome and slow. However, 
invoice is perceived as the second most secure, which is probably due to the fact that one does not need to enter sensitive 
information at the time of purchase.

Vipps is perceived as both the easiest and fastest, since the payments are made via smartphone and only takes a few clicks.

EASIEST, SAFEST, FASTEST

EASIEST

SAFEST

FASTEST

How consumers perceive the different payment methods
The figure shows which payment methods Norwegians perceive as the easiest, safest and fastest to use, respectively. 

INVOICE

INVOICE

BANKAXESS

BANKAXESS

BANKAXESS

CARD

CARD

VIPPS

VIPPS

VIPPS

INVOICE

CARD

PAYPAL

PAYPAL

PAYPAL

16%
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MASTERPASS APPLEPAY mCASH MOBILEPAY VIPPS

15%

27%

56% 57%

94%

9%10%

2% 2%

59%

36%

44%

40%
Yes, I have stored 

my card information 
in a webshop:

Fig. 24

46%

56%

47%

37%

23% 21%

15-24 25-34 35-44 45-54 55-65 66-74 

Fig. 23

1
2 3

4 5

SAVED CARDS

HAVE YOU SAVED YOUR CARD INFORMATION IN ONLINE SHOPS?

Women 
Men

AGE DISTRIBUTION  (AGE IN YEARS)

WHICH MOBILE PAYMENT METHODS DO YOU KNOW?

An app got its breakthrough 
The figure shows the mobile payment methods, Norwegians know and have used.  

Know and have used
Total awareness
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In these years 
where the over-
all economy was 
everything but 
favorable, 
e-commerce  
continued to  
grow in Finland.

MARKUS LAURIO,
CEO, Paytrail

W elcome to the 2017 
edition of Paytrail’s 
report on Finnish 
e-commerce. The 
report you’re look-

ing at is a very special release. This 
is because it is the first time Paytrail 
conducts a thorough and in-depth 
analysis of Finnish e-commerce. 
We have conducted the report in 
collaboration with DIBS – a compa-
ny that has published these annual 
reports on e-commerce in Denmark, 
Sweden and Norway for more than 
ten years. In these three countries the 
reports have continually served both 
consumers and companies with the 
latest e-commerce knowledge. It is 
our hope that this report on Finnish 
e-commerce will be the first of many 
and that it will give Finnish readers, 
and others curious to read it, the best 
insight into the country’s e-com-
merce.

Although it is the first time Paytrail 
publishes a report on Finnish e-com-
merce, it should certainly not be un-
derstood as a sign that e-commerce 
has been an unknown or stagnant 
phenomenon in Finland. If anything, 
quite the contrary. After the financial 
crisis of the late 2000s, Finland ex-
perienced a long period of recession 
ending in 2016. In these years where 
the overall economy was everything 
but favorable, e-commerce contin-
ued to grow in Finland. The fact that 
e-commerce grew in spite of reces-
sion paints a picture that both Finnish 
companies and Finnish consumers 

have taken in e-commerce. And we 
have every reason to believe that this 
trend will be ever more apparent in 
years to come.

In Paytrail’s report on Finnish 
e-commerce, we have divided the 
market into three segments: Goods, 
Travel and Services. The report is 
the only one of its kind that covers all 
three major categories and presents 
the reader with this general overview 
of e-commerce in Finland. Goods 
and Travel are the categories we tra-
ditionally associate with e-commerce, 
but Services have great potential 
for development. This is highlighted 
by the inclusion of categories like 
insurance, which is a relatively new 
arrival in the e-commerce sphere. 
This is just one of the many examples 
of a constantly growing number of 
services being traded online.

Over the last few years a lot has 
happened with e-commerce in 
Finland. Consumers are increasingly 
excited about shopping online. It’s 
easy to shop online. It saves time 
compared to visiting different phys-
ical stores. And at the same time, 
the range of products and services 
is growing. It sounds like a perfect 
match, but in this context it is im-
portant to note that companies have 
to continue to improve their digital 
stores. Technological development 
must constantly move towards mak-
ing it easier for the consumer to have 
a satisfying and safe buying experi-
ence. Otherwise, Finnish companies 
risk that the potential customers look 

to the foreign webshops for better 
deals and better experiences.

Perhaps the best thing about 
this report is that it will make both 
consumers and businesses able to 
rise above guesswork and instead 
focus on reality and hard facts. With 
the report in hand, everyone can gain 
insight in Finnish 
e-commerce 
and what’s 
being bought. 
And at the same 
time, companies 
can become 
more aware of 
what constitutes 
a good web-
shop from the 
customer’s per-
spective. This 
way companies 
can adapt their 
online business-
es to customer 
preferences. 
With the report 
we also have the opportunity to 
compare developments in Finnish 
e-commerce with developments in 
the other Nordic countries. We can 
inspire ourselves, and in some con-
texts we can get a concrete idea of 
where development is heading.

I wish you an insightful read.

FINNS HAS TAKEN IN 
E-COMMERCE
Both Finnish companies and Finnish consumers have taken in e-commerce. 
At Paytrail we have every reason to believe that this trend will be ever more 
apparent in years to come.
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THE MARKET

There is no doubt to be found. The 
Finns are crazy about online shop-
ping. In 2017 e-commerce has a 
staggering total turnover of 8.5 billion 
Euros.

In this report we divided consump-
tion into three main categories, 
which are Travel, Physical goods and 
Services such as streaming of videos 
and music. 

In Finland Travel and Physical goods 
are both traditional e-commerce 
segments, which is probably the rea-
son why these two cuts the biggest 
pieces of the finnish e-commerce 
pie. The wanderlust of the Finn’s thus 
accounts for the biggest piece and 
grabs 4 billion Euro – almost half! – 
of the total consumption. Physical 
goods occupies the second larg-

est piece. In this category the total 
spending of the Finns in 2017 is 2,8 
billion Euro, which equals a third of 
the total Finnish e-commerce market. 

Services, which accounts for 20% of 
the total Finnish e-commerce market, 
has a lot of potential for develop-
ment. Even though Finland have 
come a long way in terms of techno-
logical development and commerce, 
many industries have not yet reached 
their full digital potential.

The current trend is that several 
providers sign up for e-commerce 
solutions. This fits perfectly with the 
trend of consumers. Whether it’s a 
sweater, a kindergarten sign up or 
food for the shelves in the fridge the 
consumer expect it to be possible 
online. 

CURRENT TREND

E-COMMERCE IS THRIVING

With a total turnover of 8.5 billion Euro in 2017 Finnish e-commerce 
– with consumption divided into three categories: Travel, Goods and 
Services – is thriving. During this year especially goods and services 
have won the heart of the Finns.

Finland have come a 
long way in terms of  
technological develop-
ment and commerce,  
but many industries  
have not yet reached 
their full digital  
potential.

KARI MELENDER, 
Compliance Officer,
Paytrail
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GOODS

33%
2.8 BILLION EUR

MARKET SIZE AND DISTRIBUTION IN FINLAND

Fig. 01 DISTRIBUTION OF E-COMMERCE IN FINLAND

8.500.000.000
EURO

TURNOVER 2017

Source Finnish market size: Finnish Commerce Federation

SERVICES

20%
1.7 BILLION EUR

4 BILLION EUR

TRAVEL

47%
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With a turnover of 4 billion, Travel is the category 
where Finns spend the most money. 

When it comes to finding a winner 
in terms of total turnover, nothing 
comes close to travels. Finns spend 
heavily on both holidays and within 
the transport category. 

In 2017, the turnover in travel totals 
4 billion Euro. In the larger scope of 
things, this means that 47% of Finn-
ish e-commerce goes to travel. 

The reason might be found in 
the fact that the travel industry was 
among the first to embrace and de-
velop the great potential which exists 
in e-commerce. Therefore, it is no 
surprise when a significant proportion 
of Finns prefer online payment when 
they go out into the world or travel 
domestically.  

To many Finns, it has simply become 
a matter of course that travel is 
something which is purchased online.

Another reason for the high con-
sumer spending in the category is 
that each trip costs a lot of money, 
compared to purchases made in the 

TRAVEL

47%
of Finns’ total consumption 

online is used on travel.

4
billion EUR is the total
Turnover within travel.

26%
have bought a hotel stay online. 

 As many as 18%  
percent have  
purchased a cruise, 
which in the broader 
perspective means  
that 9% of total  
travel turnover is  
spent on cruises.

categories of Goods and Services. 
Travel, thereby, is not what Finns 
purchase most frequently online. 
But when Finns are buying travel, 
large sums are transferred.  

CONSUMER CHOICE
The travel industry is fiercely compet-
itive. There are many big actors vying 
for the same customers. From the 
consumers’ point of view, the fierce 
competition creates a great combi-
nation of many choices and good 
prices. Plane tickets in particular are 
subject to an outright price war. The 
small actors who cannot lower their 
prices have to find a niche. 

Additionally, Finns travel more and 
have become quite fond of putting 
together their own unique travels. 
The trend is plain to see. Thus, as 
many as 26% have bought a hotel 
stay online and 21% have purchased 
plane tickets online, while only 8% 
have purchased a package holiday. 

The development could indi-
cate that Finns have discovered 
the possibility of saving money by 
fragmenting their travel purchases. 
In addition, the fact that consumers 
are becoming increasingly comfort-
able shopping online is probably 
also a factor. This eliminates some 
of the incentive to use a travel agent.

One point in particular makes the 
Finns stand out. They are by far the 
people in the North who most fre-
quently purchase cruises. As many 
as 18% percent have purchased a 
cruise, which in the broader per-
spective means that 9% of total trav-
el turnover is spent on cruises. 

TRAVEL
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TRAVEL

4
BILLION EUR
The total turnover in the category travel

Total consumption divided into the category

Cruise travel 

   9%   

Taxi 

   1%      

Rental car 

  3%   

Train and coach

   5%   

Hotel

   25%    

Plane tickets 

   30%      

Package tour / holiday

27%         

Percentage of the population who buy this online

Cruise travel 

   18%   

Taxi 

   7%  

Rental car 

   3%  

Train and coach   

   26%    

Hotel 

   26%   

Plane tickets 

   21%   

Package tour / holiday 

   8%   

How Finns spend their money on travel online
The figure shows how the online spending of Finns is distributed across the various subcategories of Travel, as well as the 
proportion of people who make purchases in the different subcategories. Plane tickets, representing 30% of total spending 
in the category, is thereby the biggest expenditure, while taxis and rental cars lay claim to the least of the Finns’ budgets. 
The Train and coach and the Hotel subcategories represents the categories which are purchased by most people (26%), but 
the total share of spending for Train and coach (5%), does not take up a major part of the total turnover.

Fig. 02 DISTRIBUTION OF CONSUMER SPENDING IN THE TRAVEL CATEGORY

Taxi
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Of all charter trips are 
normally purchased via 
smartphone

The elderly 
... pay the charter holidays

When charter trips are  
booked online, it is usually 
people between the ages of 
66 and 74 who are behind  
the payment.

And most often the person 
behind the screen is between 
45 and 54 years old. 46%  
normally book hotel rooms 
from foreign websites. And 
19% use smartphones when 
booking hotel rooms.

of train and bus tickets are usually 
purchased from a smartphone

buy hotel accom-
modation online

26%

17%

30% is spent on  
airline tickets

This corresponds 
to 1.2 billion euros 
and just under one 
third of total 
consumption 
within the 
category 
of travel.

HOTEL

WWW

30%

TRAVEL
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Finns spend more and more money on goods when shopping online.  
Half of them buy clothes, shoes and accessories online, but products for 
body & health, physical media and electronics are also bought online. 

GOODS

If anyone is in doubt whether the 
Finns have taken to e-commerce 
or not, they should have a look at 
the latest consumer spending in the 
goods category. In 2017, the total 
turnover will be an entire 2.8 billion 
Euro. An item category has emerged 
where half of Finns shop online. 
Namely clothes, shoes and accesso-
ries. As much as 50% of the Finnish 
population have become familiar with 
this category.  

But it’s not just clothes, shoes and 
accessories that a large proportion 
of Finns buy online. There are several 
other categories which more than a 
quarter of Finns shop online. 33% of 
the population buy physical media 
over the internet. And as many as 
30% buy products in the categories 
Body & health, Electronics. 

In Body & health, as well as physi-
cal media, many purchases are made 
of a lower monetary value, which 
results in a high score for ”Percent-
age of the population who buy this 

online,” but a low score for ”Such 
is the consumption divided into the 
category.” Goods within the category 
electronics are more expensive and 
”Such is the consumption divided 
into the category” is therefore high, 
although the proportion of the pop-
ulation who make the purchases is 
no higher than, for example, Body & 
Health.

FOOD WITH EASE
Among consumers, there is a 
growing expectation that they must 
be able to purchase almost all items 
online. At the same time, companies 
must take into account consumers’ 
desire for flexible delivery. 

Several grocery suppliers work 
with different models of delivery and 
greater product selection. Therefore, 
expectations for the Grocery cate-
gory’s development over the coming 
years are great. Already in 2017, 10% 
of Finns choose to buy their milk and 
crispbread online. 

In regard to total turnover, groceries 
already make up 7% – a large num-
ber considering the category’s short 
time in the market. 

Groceries are advancing and will 
only grow bigger once delivery op-
tions become even more flexible, and 
products cheaper. The Finns mainly 
shop online because it is convenient, 
and this is true regardless of product 
category. 

The total turnover is growing 
apace, and will only increase in the 
coming years. Therefore, the potential 
for shops is huge.

If anyone is in doubt 
whether the Finns have 
taken to e-commerce  
or not, they should have 
a look at the latest con-
sumer spending in the 
goods category.

33%
of Finns’ total consumption online 

is used on goods.

2.8
billion EUR is the total
Turnover within goods.

50%
of the Finns have bought clothes, 

shoes and accessories online.

TRAVEL
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GOODS

2.8
BILLION EUR
The total revenue in the category goods

Percentage of the population who buy this online  

Erotica  
   6%   

Children/toys
   10%   

Building materials
   7%   

Sport and leisure
   30%   

Physical media
   33%   

Body & health
   30%   

Food and groceries
   10%   

Home furnishing 
   20%   

Clothes, shoes and accessories
   50%   

Electronics
   30%   

Car, boat, motorcycle 
   9%   

  Total consumption divided into the category

Erotica  
   1%      

Children/toys
   2%      

Building materials
7%         

Sport and leisure
   7%      

Physical media
  6%      

Body & health 
   7%      

Food and groceries
   7%   

Home furnishing
   8%      

Clothes, shoes and accessories
   20%      

Electronics
   24%      

Car, boat, motorcycle 
   10%      

How Finns spend money on Goods online
The figure shows how the online spending of Finns is distributed across the various subcategories of Goods, and the proportion 
of people who shop from the different subcategories. Electronics take up the largest piece of the pie in terms of spending (24%) 
and Clothes, shoes and accessories is what most people are shopping. 

Fig. 03 DISTRIBUTION OF CONSUMER SPENDING IN THE GOODS CATEGORY
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Finnish Gugguu sells children’s clothing in a Nordic design, carefully 
designed with playful cuts, timeless style and colorful input. The  
company lives online, because that is where busy parents go to shop.

It all began with two sisters. Anne 
Valli and Miia Riekki have always 
faced the same problem: the need to 
buy new clothes for their children all 
the time. Either because old cloth-
ing had become too small or simply 
worn out. Too often Miia and Anne 
felt that they weren’t able to find a 
design they liked and even if they 
were able to find a suitable design, 
sizing and quality were usually not 
acceptable. Today, Gugguu sells the 
type of children’s clothing they were 
always looking for themselves. They 
sell their products online and only 
market them on social media – where 
the busy parents will see them.

Which e-commerce solution  
do you have? 
Our business is growing very fast and 
has been from the beginning. We 
need a solution that is customizable 
to our ever changing needs. Magento 
is that solution for us.

What is crucial to your success?
We have a great brand and high 
quality products. All our clothes are 
comfortable, produced ethically and 
contain a high degree of domestic 
origin. That is the main thing. Other 
than that, we are able to produce 
new items very fast and we take 
great pride in offering great expe-
riences to our customers. We plan 
all sorts of events – pop-up shops, 
customers evenings, photoshoots. It 
is important to us – and our success 
– that our customers can see how 
important they are to us and that we 
understand them and their needs. 
That is why we put a lot of effort for 

CASE: 
GUGGUU

example in our e-commerce solution. 
We wanted to make sure it was as 
fast and efficient as possible. Online 
shopping must be fluent and delivery 
must be fast.

Do you use social media?
Social media is the only place we 
market our products, so yes, we 
definitely use social media. We 
are on Facebook and Instagram, 
because that is where our customers 
are. Those offer a good platform to 
answer questions and get feedback 
from our customers really fast.

Do your customers purchase  
via mobile? 
About 75% of our customers come 
to our webshop via mobile. We think 
that mobile shopping is what the 
customers prefer, because it is easy 
and people always have their phone 
with them. By shopping by mobile 
you don’t have to be at home or any 
other specific place. You can be 
anywhere that suits you. That kind 
of flexibility is what the consumers 
demand in these days.

What do you see as the  
most interesting trends in e-com-
merce?
The popularity of shopping via 
mobile. This is what all businesses 
need to be aware of if they want to 
keep the customers happy. When it 
comes to customer experience mo-
bile is getting a bigger and bigger. 
This tendency is probably the most 
important development. It is contin-
uously developing and we have to 
keep up.

It is important to us – and our 
success – that our customers can 
see how important they are to us 
and that we understand them 
and their needs.

ANNE VALLI, Co-founder, Gugguu

CASE: GUGGUU
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GOODS

of all purchases 
in the 
category 
are made 
from 
a smart-
phone.

24%

Foreign  
competition
42% normally buy electronics 
from foreign webshops.

and 21% of these usually use smartphone for shopping

Most often, the person 
is between 35 and 44 
years old.

of Finns buy things 
for the home on the 
internet

buy groceries online8% 10%

of Finns buy clothes 
on the internet

50%
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In 2017, the total turnover of Services in Finland is 1.7 billion  
euros. This corresponds to 20% of the total amount spent by Finns 
on e-commerce. And the potential is even greater. 

SERVICES

Finns generally buy more and more 
services online. But, in the Services 
category, things are moving really 
fast. In 2017, the total turnover in this 
category is as much as 1.7 billion 
euros, and the potential assessed 
even greater. Sellers have discovered 
the Internet’s many advantages and 
the resulting growth benefits con-
sumers. Thus, a rapid development is 
underway in the offering of services 
which Finns can choose from when 
surfing online.

Insurance, for instance, is a rela-
tively new industry in e-commerce, 
but it has already grown big. In 
2017, 12% of Finns thus purchased 
insurance online, and the industry 
represents 16% of the total Services 
turnover. 

Consumer demands for trans-
parency and simplicity aligns well 
with the sales of services online. 
It becomes far more convenient 
to compare prices from different 
providers, when these services are 
available online. 

OFFLINE ABANDONED 
Other advantages of online sales of 
services are reflected in the Tickets 
category. Here, both businesses 
and consumers benefit from e-com-
merce. 

Businesses benefit from less ad-
ministration and lower delivery costs 
when sale is offered online. From a 
consumer perspective, it is conve-
nient to purchase and store tickets 
in an inbox, rather than having to 
collect them or wait for the mail to 
arrive. Considering this symbiosis, 
it is no wonder that a total of 32% 
of the Finnish population buy tickets 
online in 2017. Nor is it any wonder 
that many companies have com-
pletely abandoned offering their 
services offline. 

SEVERAL NEWCOMERS 
In the service sector there is great 
potential for more companies to 
digitise their sales methods. Making 
it easier for consumers to buy the 
desired service online and making 
it possible for companies to spend 
fewer resources on administration is 
a win-win situation. 

Consumer demands  
for transparency and 
simplicity aligns well 
with the sale of services 
online. It becomes far 
more convenient to  
compare prices from  
different providers,  
when these services  
are available online.

20%
of Finns’ total consumption online 

is used on services.

1.7
billion EUR is the total

turnover within services.

32%
of the Finns have bought 

tickets online.

SERVICES
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SERVICES

1.7
BILLION EUR

Is the total revenue in the services category

How Finns spend money on Services online
The figure shows how the online spending of Finns is distributed across the various subcategories of Services, and the 
proportion of people who shop from the different subcategories. Games are what we spend the most on, and Tickets is the 
subcategory in which most of us have made a purchase. Parking expenses account for the smallest amount.

Fig. 04 DISTRIBUTION OF SPENDING IN THE SERVICES CATEGORY

Total consumption divided into the category

Charity 
   3%      

Insurance
    16%   

Advertising cost 
   2%      

Parking
   1%      

Memberships
   5%      

Digital media
   7%      

Telecom
   12%      

Education and courses
   8%      

Games
   27%   

Tickets
   20%      

Percentage of the population who buy this online  

Charity 
   10%   

Insurance
   12%   

Advertising cost
   6%   

Parking
   8%   

Memberships
   12%   

Digital media
   26%   

Telecom
   21%   

Education and courses
   7%   

Games
   27%   

Tickets 
   32%   
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SERVICES

Pop CornSoda

 

DONATION

21% normally use a smartphone 
when making a donation.

The ability to compare offers 
on the internet has gained the 
proportion of online insurance 
to increase.

of the Finns  
give to charity

Buy insurance online

buy tickets online

of consumption in 
services are used for 
training and courses.

10%

12% 32%

8%
Booking and paying for tickets 
from the comfort of the home 
and keeping the ticket in the 
smartphone saves alot of hassle.
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Although Netflix may be the first 
subscription service which pops into 
mind when thinking of subscription 
services, the series streaming service 
is not the only subscription service 
which Finns have taken to. 

Today, consumers can subscribe 
to everything from fitness and 
protein powder to this evening’s 
primetime show. The possibilities 
are almost endless, and people – 
especially young people – love it. 

As many as 44% of 15-24 year-olds 
have paid for a video streaming sub-
scription, while 24% of 35-44 year-
olds have had a beauty subscription. 

Although the percentages for 
subscriptions on groceries are still 
relatively low, the concept is steadily 
gaining ground among the Finnish 
people. Providers on the other hand, 
are a bit logistically challenged 
because of the country’s large geo-
graphical area.

The figure shows the proportion of 15-74 year-olds who subscribe to, or have subscribed to TV, music, groceries, beauty 
and Magazines and newspapers, respectively. 27% paid for a video streaming subscription, while 15% at one point paid for 
beauty products such as makeup, creams and contact lenses through a subscription service. 

Fig. 05 SERVICES FINNS SUBSCRIBE, OR HAVE SUBSCRIBED, TO ONLINE

8%
of the 35-44 year olds have 
at one point had a groceries 

subscription.

BEAUTYGROCERY MUSICVIDEO-STREAMING

27%

17%

6%

15%

10%

Streaming, regular delivery of contact lenses and many other 
subscription services are gaining ground. Consumers love easy solutions, 
but the country’s size is a logistical challenge for providers.

SUBSCRIPTION 
SERVICES

MAGAZINES AND  
NEWSPAPERS

SUBSCRIPTION SERVICES
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SUBSCRIPTION SERVICES

44%
40%

36%

23%

15%

6%

15-24 25-34 35-44 45-54 55-65 66-740

10

20

30

40

50

60

32%
25%

19%
15%

6% 4%

15-24 25-34 35-44 45-54 55-65 66-740

10

20

30

40

50

60

14%
20%

24%

13% 12%
5%

15-24 25-34 35-44 45-54 55-65 66-740

10

20

30

40
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60

9% 8% 8% 6% 3% 2%

15-24 25-34 35-44 45-54 55-65 66-740

10

20

30

40

50

60

9% 8% 10% 10% 12% 9%

15-24 25-34 35-44 45-54 55-65 66-740

10

20

30

40

50

60

Fig. 06 WHICH SUBSCRIPTION SERVICES HAVE THE FINNS PAID FOR?

24%
35-44 YEAR OLDS

Have had a beauty products subscription.

VIDEO STREAMING SUBSCRIPTION (AGE IN YEARS)

MUSIC STREAMING SUBSCRIPTION (AGE IN YEARS) GROCERY SUBSCRIPTION (AGE IN YEARS)

BEAUTY SUBSCRIPTION (AGE IN YEARS) MAGAZINE OR NEWSPAPER SUBSCRIPTION  
(AGE IN YEARS)

Streaming
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CONSUMERS

Over the past years, Finns have 
largely taken to e-commerce. The 
status for 2017 is 84% of Finns shop 
online. Most often, 25-34 year-olds 
shop online. 92% of this age group 
made online purchases within the 
last three months. 

In the group which does the 
least online shopping, namely the 
66-74 year-olds, the figure is 69%. 
So, even here, the share of online 
shoppers is large.  Most striking is 
the fact, that many Finns use their 
mobile phone when shopping online. 
In 2017, this applies to 40% of online 
shoppers.

A large part of the Finnish popula-
tion live outside major cities, making 
Internet transactions immensely con-
venient. By shopping on a computer 
or mobile device, Finns save time 
not having to start the car to bring 

home various necessities. 
The convenience of shopping 
online is especially evident in the 
data which tell us that 70% of Finns 
choose the Internet simply because 
it is time-saving, and a staggering 
73% choose online shopping, be-
cause it is always open. 

Many Finnish consumers also love 
that it is easy to compare products 
and prices. Another benefit is that 
webshops usually offer a lower 
price than physical stores, and 
offer products you don’t easily find 
elsewhere. It is, however, a huge 
turn-off if consumers are not offered 
the payment method they wish or 
have trouble figuring out the terms 
of purchase. Finnish consumers 
want everything to be clear when 
shopping online.

Finnish consumers are crazy about shopping on the Internet. Over the 
course of three months, each Finn on average makes more than 5 purchases 
online. Even in the age groups buying the least online, 69% of the population 
add items to their digital shopping cart.

CURRENT TREND

MORE MOBILE
5.5

 is the number of times a Finn on  
average purchases on the internet 

in a period of three months

NOORA PASANEN, 
Customer Service 
Director, Paytrail
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CONSUMERS

Did you know?

13% 
Of the 15-74 year olds, have bought  

online and picked up the purchase at 
a physical store? 

22% 
Of consumers prefer to return goods 

in a physical store?

70% 
Prefer to shop online because 

it is time-saving?

5% 
Of consumers have bought 

online and returned the item to 
a physical store?

2% 
Of consumers have bought online and 
picked up and returned the purchase 

in a physical store?

Fig. 07

Fig. 08

Fig. 09 

WHO SHOP THE MOST?

WHY DO YOU SHOP ONLINE?

WHY DID YOU CANCEL YOUR PURCHASE?

Www
Www

Shop online:

Shop on mobile: 84%
40%

Shop most: 25-44 year olds 
Shop least: 66-74 year olds

Shop most: 35-44 year olds 
Shop least: 66-74 year olds

OVERALL MOBILE

25%
have cancelled an  
online purchase

Has products I can not find elsewhere 44%

Larger selection 46%

Lower prices 53%

Always open 73%

Easy to compare prices and products 63%

It’s time-saving / easy 70%

Other 25%

Don’t want to use 3-D identification 6%

The product could not be collected personally 7%

Desired payment method was not available 23%

The payment process did not work 18%

Lack of confidence in the website 9%

Technical issues on the site 20%

Difficult to enter personal data 14%

Lack of product and service information 20%

Uncertainty about the conditions 20%
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WOMEN AND MEN

Fig. 10 HOW DO WOMEN AND MEN SHOP ONLINE?

What do women and men prefer?
The figure shows how, over a period of three months, men and women shop online, and how they differ from each other. 
In general, the shopping behaviour of the two genders is very similar. Men spend a little more than women, but it applies 
to both genders that more than a third are using mobile devices when shopping online. It is also true for both genders that 
they both tend to cancel a purchase if they are not satisfied. This indicates that companies need to optimise their websi-
tes, so fewer factors bother users when they shop.

Average monthly consumption 268 EUR  236 EUR 300 EUR

Purchases from mobile devices 40% 43% 38%
     
Have cancelled a purchase 25% 26% 24%
   
Buy from abroad 54% 47% 60%
   
Prefer card payment 23% 19% 27%
   
Prefer direct payment 43% 45% 41%
   
Prefer invoice payment 11% 15% 7%
   
Prefer PayPal payment 13% 10% 16%

WOMENTOTAL MEN

64 
EURO

The average amount per month men shop 
for more than women
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FAMILIES

Fig. 11 HOW DO FAMILIES SHOP ONLINE?

What do families prefer?
The figure shows what the family situation means to online shopping behaviour. It is clear that it is not determinative 
whether the family is brand new, older or in between when it comes to mobile purchases. Many - in some family categories 
more than 50% – choose to purchase by mobile phone, and more than 50% of pre famlilies, young families and adult  
families have purchased from abroad.

Average monthly consumption 200 EUR 275 EUR 395 EUR 287 EUR 263 EUR

Purchases from mobile devices  45% 53% 47% 32% 24%
    
Have canceled a purchase 27% 30% 28% 23% 17%
    
Buy from abroad  63% 57% 55% 49% 38%
    
Prefer card payment  21% 22% 23% 24% 27%
    
Prefer direct payment  41% 39% 45% 45% 44%
    
Prefer invoice payment 13% 17% 14% 14% 14%
    
Prefer PayPal payment 17% 15% 12% 12% 6%

PRE 
FAMILY

YOUNG 
FAMILY

ADULT
 FAMILY

ACTIVE EMPTY 
NEST‘ERS

SENIOR 
CITIZENS

7%  
 

of young families have subscribed 
to groceries
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MR. BIG SPENDERMR. BIG SPENDER

Although women more often than men shop 
online, the internet’s major consumer is a man. 
Get to know him here.

On average he uses

online per month

1773 EUR

Uses

on plane tickets a month

288 EUR
Uses

on hotels a month
197 EUR

He cancels a  
purchase if he is  
not satisfied  
- it applies to:

39%

would prefer not having 
to use a 3-D identification 
when shopping

53%

shops on 
foreign 

websites

79%

He often  
purchases  
clothes, shoes 
and accessories 
online

He prefers to shop 
via his smart-
phone

48 years
... old and lives in Helsinki
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CURRENT TREND

51%
 

of the 35-44 year old have been  
shopping from their smartphone in 

the past three months

COMMERCE

Mobile phones and mobile com-
merce are gaining more and more 
ground in Finland. Consumer be-
haviour has changed; people have 
better phones, they use them more 
and have become more accustomed 
to the ease of the small device. In 
2017 40% – more than one third 
– of Finns answered yes to having 
purchased goods or services via 
smartphone or tablet within the past 
three months. 

When the Finns are so excited about 
shopping via their mobile phone, it 
makes certain demands of business-
es. First and foremost, they must be 
able to deliver a webshop optimised 
for users of mobile devices. Con-
sumer demand for simple and quick 
shopping is what businesses must 
live up to here. But, for many compa-
nies, it may also be time to expand 

their business with an app.  
Applications often beat the brows-
er when it comes to mobile com-
merce. 65% of Finns who use mobile 
devices for e-commerce make their 
purchases using an app, while ”only” 
53% shop from their phone via a 
browser. This is a difference of 12%, 
which businesses must deem worth 
taking into account. If you manage 
to make a successful app, there is a 
great potential of meeting custom-
er needs. This, however, requires 
development work which can 
be expensive and complicated, 
and therefore, mostly large and 
well-established businesses 
tend to focus on applications. 
For small businesses, it 
might be more meaningful 
to make website and web 
shop as mobile device 
friendly as possible.

More and more Finns shop online using their mobile phone or tablet. The 
trend is so significant that companies have to see the mobile phone as a major 
payment device and design their online shops accordingly.

APPS AND OPTIMISATION

SUVI TIKKANEN, 
Marketing Director,
Paytrail
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MOBILE

There is no doubt that smartphones are established as the focal device in 
the life of Finns. The little mini-computer is taken everywhere and used 
for everything – even for shopping.

MOBILE

43%

38%

40%
Yes, I have 

shopped from my 
mobile or tablet:

15-24 YEARS 25-34 YEARS 35-44 YEARS 45-54 YEARS 66-74 YEAR55-65 YEARS

46%
50% 51%

38%

31%

21%

Fig. 12

Fig. 13

HAVE SHOPPED FROM SMARTPHONE OR TABLET

HAVE SHOPPED FROM A SMARTPHONE OR TABLET IN THE LAST THREE MONTHS

2017

Women
Men

WOMEN AND YOUNG PEOPLE LEAD

When it comes to e-commerce via mobile devices, the 
younger half of the Finnish population (15-44 year-olds) 
are unsurprisingly first. This half is more accustomed 
to mobile phones and is good at adopting new mobile 
trends. Mobile shopping, however, is far from absent in 
the older half. One in five (21%) between 66 and 74 years 
of age has shopped via mobile phone within the last three 
months, while more than one in three (38%) 45-54 year 
olds shopped with mobile. 

Women are more often than men reaching for their phone 
to shop. Thus, 43% of Finnish women made a purchase 
from their phone within the past three months, while 
”only” 38% of men picked up their phone when the digital 
cart needed filling.

Generally, shopping from mobile devices is on the rise 
in Finland, partly due to mobile payment solutions be-
coming more user-friendly. 

AGE DISTRIBUTION

21%
of the 65-74 year olds 
have bought online 

from the mobile 
phone
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Don’t know 3%

IMPORTANT  
ADJUSTMENT 

In recent years, smart- 
phones and tablets have 
evolved into little mini- 
computers, which we 
always keep at hand.

When it comes to online 
shopping, users have be-
come spoilt. Shopping is 
done from both computer, 
tablet and mobile phone, 
via browsers and apps. To 
make customers happy no 
matter what device they 
shop from, it is therefore 
essential that companies 
adapt to all devices.

Fig. 14 HOW DO YOU SHOP FROM YOUR MOBILE DEVICES?

MOBILE  
FRIENDLINESS

There are still many 
online shops which are 
not mobile-friendly, 
which is a challenge. 

Moreover, even the web 
shops which are optimi-
sed for mobile devices, 
often have challenges 
in relation to payment 
solutions. 

This applies whenever 
there is a need for 
TUPAS (3D identificati-
on) and when banks do 
not have a nonrespon-
sive payment page. 

65%
uses apps on their 
smartphone when 
they shop online 

Fig. 15 WHY DID YOU USE SMARTPHONE OR TABLET FOR ONLINE PURCHASES?

I was in a store, but bought the 
product online instead 5%

I used an app to shop 36%

Easiest to use tablet at the time 58%

I clicked on an ad 5%

I have no internet connection 3%

15%I opened an offer by email

I was on the move 20%

Easiest way to buy 24%

Other reason 5%

Don’t know 3%

APP 
ON TABLET

APP

53%

BROWSER 
ON TABLET

64%

WWW

APP 
ON MOBILE

APP

65%

WWW

BROWSER 
ON MOBILE

53%

MOBILE
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Compared to many other countries, the prices in Finland are quite high, 
and you can often get the same product cheaper if you shop abroad. At 
the same time, logistics are lacking, which means you often receive goods 
from abroad just as quickly. 

59% 57% 57%

45%

32%

15-24 25-34 35-44 45-54 55-65 66-74

66%

Fig. 17 PURCHASED IN A FOREIGN WEBSHOP WITHIN THE LAST THREE MONTHS

AGE DISTRIBUTION (AGE IN YEARS) 66%
Of the Finnish 15-24 year olds have 
made a purchase in a foreign web-
shop within the last three months.

47%

60%

54%
Yes, I have 

purchased on a 
foreign site:

Fig. 16 BOUGHT FROM FOREIGN WEBSITE

Women 
Men

THE PRICE LURES 
FINNS ABROAD

Cheap is not a word which 
best describes Finland 
when compared to other 
countries. Indeed, prices in 
Finland are often quite high, 
which means that it is often 
advantageous to buy goods 
from abroad. And, in this 
respect, the internet is the 
easiest way. 

In addition, logistics are also 
a reason for Finns choosing 
to shop abroad. Goods orde-
red from abroad often reach 
their home address just as 
quickly as things ordered 
from Finnish stores. 

FOREIGN
TRADE

FOREIGN TRADE
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FOREIGN TRADE

Don’t know

67%Lower prices 

Faster delivery 9%

Unique products 21%

I could not get the product in Finland 46%

Bigger selection 46%

More product and service reviews available 5%

The product is not sold in Finland 14%

Other 3%

>0%

Greater trust in the website 6%

I am a regular customer of one or more foreign webshops 19%

Uncertainty about customs rules 30%

Would rather support Finnish stores 29%

Ethical causes (eg crime, child labor, etc.) 6%

Uncertainty about the conditions 38%

Hard to return 31%

Uncertainty about my rights as a customer 42%

Long delivery time 20%

Other 12%

Want support in my own language 30%

Fig. 18

Fig. 19

WHY DID YOU SHOP FROM A FOREIGN WEBSHOP?

WHY DO YOU NOT SHOP IN FOREIGN WEBSHOPS?

Price and supply is crucial when Finns shop from foreign webshops
The figure shows which factors are crucial when Finns choose to shop in a web shop abroad. The price is by far the  
most crucial factor, but supply in Finland also has great influence. Thus, 67% opted for a foreign shop due to cost, while 
46% turned to foreign web shops because they could not find the product in Finland. 

Inconvenience and uncertainty crucial when Finns opt out of using foreign web shops
The figure shows the factors which are decisive when Finns opt out of using foreign web shops. Uncertainty about returns 
takes first place with 42%, while uncertainty regarding terms and conditions is close behind with 38%.  

19%
is a regular customer 
in foreign webshop

31%
don’t shop abroad as 
returns are too much 

of a hassle
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GLOBAL SHOPPER
Finns often look 
abroad when the 
virtual shopping cart is 
filled -  these are the 
consumers’ 5 favourite 
countries when it 
comes to foreign 
e-commerce.

FOREIGN TRADE
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TOP 5 
Most Popular Countries 
To Shop From:

1. Germany: 25%
2. China: 23%
3. United Kingdom: 21%
4. Sweden: 20%
5. USA: 14%

FINLAND: COMMERCE 136NORDIC E-COMMERCE 2017
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When Finns shop online, they are particularly happy to use online banking. It has 
always been this way, and it still is. Over three-quarters of Finns have used online 
banking for online payment within the past three months, and online banking is 
also the preferred choice of 43% of the Finnish people.

ONLINE PAYMENTS

Finnish purchasing habits in many 
ways resemble the habits of other 
Western countries. In one way, the 
Finnish people stands out, however. 
In Finland, payment through online 
banking is by far the most popular 
choice. 

The Finnish web shops quite often 
offer several different payment 
options, but online banking is the 
most common. Thus, 76% paid via 
online banking within the past three 
months, and online banking is pre-
ferred by 43% of the population. 

Its popularity can be explained by 
the fact that, among the Finnish 
people, online banking is perceived 
as both the fastest and easiest way 

of paying, which is a very different 
view to the one prevailing in Norway, 
Sweden and Denmark. In these 
countries, payment via mobile apps 
is viewed as the easiest and fastest.  

The fact that payment through apps 
has not yet become popular in Fin-
land is reflected in the data on cards 
and invoices. With 23% and 14%, 
respectively, these two forms of 
payment come in second and third 
among the favourite online payment 
methods of Finns. 

CURRENT TREND

IN LOVE WITH ONLINE BANKING

In one way, the Finnish 
people stands out,  
however. In Finland, 
payment through online 
banking is by far the 
most popular choice.

MARKUS LAURIO,
CEO, Paytrail
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PAYMENT METHODS

43%
INTERNET
BANKING

23%
CARD

14%
INVOICE

13%
PAYPAL

2%

1% 2%2%

3%

3%

2%
1%

32%
INTERNET
BANKING

25%
CARD

13%
INVOICE

15%
PAYPAL

6%
DON´T 
KNOW

Fig. 20

Fig. 21

USED PAYMENT METHODS IN THE LAST THREE MONTHS: TOTAL VS. SMARTPHONE

PREFERRED PAYMENT METHODS: TOTAL VS. SMARTPHONE

56% 54%

INSTALLMENT 
PAYMENTS

76%

60%

CASH ON 
DELIVERY

8%
6%

10% 9%

28%
23%

33%
29%

4% 5%

INTERNET
BANKING

MOBILE 
PAYMENT 
METHOD

CARDINVOICEPAYPAL

Internet banking wins
The figure shows the payment methods generally used by Finns over the past three months, compared to what they 
have spent when paying via mobile phone in the same period. 

Mobile
Total

TOTAL MOBILE

ONLINE BANKING IS STILL HERE BECAUSE...

Finns, when using banks, do not have to go through as many steps as they do when using e.g. card, in which case you  
have to do an additionally 3-D identification. Online banking has dominated the Finnish e-commerce market from the very 
beginning. One reason is Finns’ general confidence in the use of online banking, but also the fact that the Finnish people see 
online banking as both the fastest and the easiest payment method. Both in total and by mobile phone alone, online  
banking takes the biggest piece of the pie. However, online banking’s slice is somewhat larger (43%) in total than it is on 
mobile phones (32%). 

Cash

Mobile  
payment 
method

Other

Installment 
payments
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CONSUMERS’ VIEW

FASTEST

37%

FASTEST

19%

BILLED LATER

52%
DIFFERENCE BETWEEN PERCEPTION AND REALITY 

Because of very strong historical background of Finnish e-banking and strong trust amoung the Finnish people 
towards banks, it is easy to understand that the perception of banks as being easy and fast is established.

Another aspect that could be crucial to the popularity is the fact that Finns, when using banks, do not have to go 
through as many steps as they do when using e.g. card, in which case you have to do an additionally 3-D identification. 

Fig. 22 HOW CONSUMERS PERCEIVE THE VARIOUS PAYMENT METHODS

INTERNET BANKING

CARD

INVOICE

Finns has three favorites
In the mind of Finns internet banking is preferred mainly because it is easy. Card is percieved as safe and is therefore 
a favorite and invoice is liked because of the fact that it is billed later.

EASIEST

56%

EASIEST

36%

EASIEST

23%

SAFEST

40%

SAFEST

62%

SAFEST

60%
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SAVED CARDS

8%
5%

18%

48%
45%

29%

53%

30% 29%

13%
10% 10%

5%
3% 3%

7%

MASTER-
PASS

APPLE-
PAY

PIVOMOBILE-
PAY

MOBIILI-
MAKSU

SEQR AKTIA 
WALLET

SIIRTO PAYSONNORDEA 
PAY

1% 1% 1% 1%

18%

32%

25%
Yes, I have
saved my 

card details
in a webshop:

Fig. 24 HAVE YOU SAVED YOUR CARD DETAILS IN WEBSHOPS?

Women 
Men

15-24 25-34 35-44 45-54 55-65 66-74

31%

38%
35%

21%

15%

11%

AGE DISTRIBUTION (AGE IN YEARS)

Fig. 23 WHAT MOBILE PAYMENT SOLUTIONS DO YOU KNOW?

Three gaining ground... 
... but more will follow. Both knowledge and use of mobile payment solutions are spreading among Finns. 

Knows of and have used
General knowledge

1
2 3

4 5
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TIPS & 
ADVICE

Do you want to make your customers and thus your own life easier?  
We give you our best tips and advice on how to optimize your webshop, 
bring happier customers and get better results.

Go mobile or go home
You simply risk losing revenue if your site does not live up to 
the customer’s expectation to work optimally on mobile. Nor-
dic customers want to shop online with smartphone or tablet 
- and they want a friction free experience. 

Keep an eye on consumer trends 
The e-commerce market is changing all the time. A few years 
ago, online purchase for groceries was almost unthinkable. 
Now every tenth of us have tried it. Who knows what the 
trends are in one, two or three years. Therefore, always keep 
an eye on the current trends.

Save customer card information
More than every third would prefer to avoid entering card 
information when shopping. So why not give them the 
opportunity? After all, that’s what we are constantly trying 
to do - satisfy our customers.

’International’ and ’subscription’
Nowadays the wide selection of foreign webshops is easy 
to access. So keep an eye on what happens on the other 
side of the border - so do your customers. Also, think 
about whether your product can be offered as a subs-
cription to make it easier for your customers to buy your 
products.

Conversion optimize your site
Make it easy for your site visitors to become customers. 
They must not run into unnecessary challenges on their 
purchase. For example, your load time shouldn’t be too 
slow, the payment process shouldn’t be stopped, and 
the preferred payment method shouldn’t be missing.

Offer more payment methods
Offer the payment methods that your customer prefers. 
We all have different preferences, so it’s not enough to 
offer only a few payment methods - the likelihood that 
your customers favor another method is big. 
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NORDIC E-COMMERCE
Nordic E-commerce is a statistical report that provides a detailed analysis 
of the e-commerce market in Sweden, Denmark, Norway and Finland.

The report is partly based on a survey completed by the research institute 
YouGov during the second quarter of 2017. The survey is based on inter-
views conducted with more than 7000 internet users in Sweden, Denmark, 
Norway and Finland. 

The report also contains data from DIBS’ database based on transactions 
by thousands of online stores, as well as knowledge from DIBS’ e-com-
merce experts.

The report is available on www.dibspayment.com/nordicecommerce. 
Here you can also find local versions of the report.

ABOUT DIBS
DIBS, a leading online payment provider and part of the Nets Group, 
offers the widest range of easy and secure online payment solutions in the 
Nordics. The company was founded 1998 as online payment pioneers and 
was first to reach 1.5 billion transactions. 

Today DIBS handle payments for more than 15.000 online shops with 
annual sales of more than 10 billion euros. Each year thousands of new 
online shops choose DIBS’ solution. DIBS’ over 100 employees in Sweden, 
Denmark and Norway continuously work to make online payments easy.

ABOUT PAYTRAIL
Paytrail is a Finnish payment service provider, founded in 2007. Paytrail’s 
payment service is used in over 10,000 online stores/services and more 
than two billion euros worth of products and services have been purcha-
sed using it.

The company employs over 50 people and has its headquarters in 
Jyväskylä, Finland. Paytrail is part of Nets Group. Read more at www.
paytrail.com
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DIBS Payment Services A/S
Arne Jacobsens Allé 13, 1.TV
2300 København S

Phone: [+45] 7020 3077
Email: salg@dibs.dk
Web: www.dibs.dk 

DIBS AS
Hoffsveien 15
0275 Oslo

Phone: [+47] 21 55 44 00
Email: salg@dibs.no
Web: www.dibs.no 
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111 35 Stockholm
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