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Methodology

Length of

Interview

Target Sample
group size

CAWI People living in N =1020 15 minutes Conducted
(online surveys) Belgium (18+) between
who did an online 28/04/2026
purchase in the and
past year 11/05/2026
(national
representative)

. Important note: As of 2026, NIQ and Becom have broadened the scope of their research. Whereas the previous edition performed by NIQ focused exclusively
. on Belgian online shoppers aged 18-64, the 2026 study also includes shoppers aged 65 and above. This change reflects the fact that online shopping is no

. longer limited by age. As a result, the 2026 target group differs from that of 2025, which affects the comparability of the results. Where relevant, trends

' between 2025 and 2026 will therefore be presented based solely on online shoppers aged 18-64.

NIQ becom.



Sample description
Belgian online shoppers aged 18+ making online purchases, N=1020

Gender Age .

g . # People in Household

Province
51% 49% Antwerp | IEEGNG 16%
25% East-Flanders | 13% 40%
16% 16% 16% 16% 290
10% ) 0 17% 15%

= H B E N Hainaut I 12% ] 6%
H N .

Women 18-24 25-34 35-44 4554 55-64 65+ Brussels | 11% : X , . .

>

West Flanders [l 10%

Flemish Brabant [l 10%

Language Social class # Minors in Household
Liegce [N 10%
62% Limburg [ 8% Ves
38% Namur - 4%
22% 24% 25% 29% :
- - . Walloon Brabant [} 4% No 66%
- Luxembourg |} 3%
Dutch French Highest Mid high Midlow  Lowest
Base: Total sample NIQ becom
‘ _ .

Distribution is national representative
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Belgian online shoppers visit and shop on webshop regularly

Online shopping is a common

Almost all visit, and even buy, on a webshop on at least a monthly basis. activity for many online shoppers.

Belgian online shoppers often
visit online stores and frequently
buy something online.

M Yearly
m Monthly
m Weekly
96% visits monthly
m Daily 80% buys monthly
67% visits weekly
21% buys weekly
How often do you visit an online store? How often do you make a purchase

through an online store?

Q1. On average, how often do you visit an online store?; Q2. You indicated that you sometimes visit an online store. On average, how often do you make a purchase through an online store? N I b
Base: All respondents, n=1020 ecom.



This is not surprising, as they clearly recognize the advantages and enjoyment
that come with shopping online

Online shopping advantages

It is easy to shop online since | can
do it anywhere and anytime

| always try to save as much
money as possible online

| use the internet to search for
products that cannot be found
elsewhere

67%

64%

Q16. Please indicate to what extent you agree with the following statements about online shopping.

Base: Split sample 1 (representative sample), n=509

m Agree

10%

Differences in age regarding
those statements can be
found in the appendix.

- e = e e e e e = e = -

m Disagree Enjoyment of shopping online

| look forward to the moment | can
open the package | ordered online

12%

Online shopping is a way to get
inspiration

| love sharing the things | buy or
want to buy online with my friends
(e.g., on Facebook, X, WhatsApp)

NIQ becom.



Online shopping is also still more popular among the younger generations

Visits online stores on a weekly basis Makes online purchases on a weekly basis

18-34 35-44 45-54 55-64 65+ 18-34 35-44 45-54 55-64 65+

Q1. On average, how often do you visit an online store?; Q2. You indicated that you sometimes visit an online store. On average, how often do you make a purchase through an online store? I b
Base: All respondents, n=1020 ecom.



Which categories are bought online or offline?

% of online shoppers

Fashion 82%
Health & Care Products 80%
Food & Drinks 76%
] — Leisure & Relaxation 65%
FEEH Travel 61%
T * DIY products 54%
Books, e-books, stationary 53%
Electronics 53%
People buy a Pet food & toys 52%
Od f * Home & Interior 52%
WI e ra nge o Garden 47%

products online econdend e
. Gaming & Gabling 43%
(Cln d Off / n e) Toys 42%
Office supplies 40%
Sports & Recreation 40%
Telecom 38% * New category in 2026
Financial products 33% B Online
Gaming 29% Both online and offline
Music 27% Offline
Video 25%
. Total
Vehicles 20%

Q3. Which of the following products and/or services have you purchased in the past 12 months?
Base: All respondents, n=1020 N I Q becom.
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People buy a
wide range of

products online
(and offline)

Products / Services that are typically
bought (solely) online:

e Travel
* Leisure & relaxation
* Telecom

Products / Services that are typically
bought (solely) offline:

* Food and drinks
* DIY products
» Garden items

* Health & Care products

Which categories are bought online or offline?

Fashion

Health & Care Products
Food & Drinks
Leisure & Relaxation
Travel

Eletronics

*DIY products

Pet food & toys
*Home & Interior
Books, e-books, stationary
Second-Hand items
Garden

Toys

Sports & Recreation
Gaming & Gabling
Office supplies
Telecom

Financial products
Gaming

Music

Video

Vehicles

Q3. Which of the following products and/or services have you purchased in the past 12 months?

Base: All respondents, n=1020

% who buys online - % who buys offline

W 3%
119 [

-43% [I—

— 25%
I— 38%
. 7%

-22%

3% M
-9% [
|l 5%
B 9%

-17% [

1% |

5% Il
e s%

-6% [
. 14%
i 5%
B 9%
s 10%
e 0%

-8% [ * New category in 2026

< »
N »

Mostly offline Mostly online

NIQ becom.



But, how often are these products and services bought online?

Fashion

Leisure & Relaxation
Travel

Health & Care Products
Books, e-books, stationary
Eletronics

Pet food & toys
Second-Hand items
Gaming & Gabling

* Home & Interior
Toys

Telecom

Food & Drinks
Sports & Recreation
* DIY products
Gaming

Office supplies
Music

Financial products
Garden

Video

Vehicles

15% 11% 5%

2% 7%
% 10%
13%
1
15%

4% 6% 13%

14%
4% 10%
LU YL 3% 9%

Purchase frequency (online)

10% 2% 26%
15% 25%
11% 23%
2% 23%

23%
6% 23%

23%
22%

7% 21%

30%
27%

17% 49%
38%

38%

Q3a. You indicated that you have purchased the following products and/or services online in the past 12 months. How often do you buy these online?

Base: All respondents, n=1020

55%

53%

60%

Half of the online shoppers who buy
food & drinks, or gambling products
do so every week, making these the
categories with the highest weekly
purchase frequency.

* New category in 2026

m Weekly
m Monthly
Yearly

Total online purchase P12M

NIQ becom.
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Purchase intent in
the next year is
highest for
everyday & lifestyle
categories

With the intention being up to
85% for Fashion, 83% for Health &
Care and 80% for Food & Drinks.

And are consumers planning on buying in the future?

Fashion

Health & Care Products
Food & Drinks
Leisure & Relaxation
Travel

*DIY products

* Home & Interior
Books, e-books, stationary
Pet food & toys
Garden

Eletronics
Second-Hand items
Gaming & Gabling
Sports & Recreation
Office supplies

Toys

Telecom

Financial products
Music

Gaming

Video

Vehicles

17%

15%

6%

7%

7%

13%

12%

6%

12%

18%

18%

6%

7%

19%

13%

12%

11%

14%

%

7%

H
e
8

37%

19%

35%

34%

31%

29%

28%

Q3b. Are you planning to buy the following products and/or services in the next 12 months?

Base: All respondents, n=1020

85%

83%

80%

66%

64%

55%

54%

53%

52%

50%

49%

48%

46%

43%

43%

Planning to buy:

H Online

Offline

Total

Both online and offline

* New category in 2026

NIQ becom.



And are consumers planning on buying in the future?

Fas NN ———————————— 5
Health & Care Products g ——————————n 530
Food & Drinks e ————————————————————————  50%
\[_\ Leisure & relaxation s ——————————— 6%
\j\ Travel o ————————————————— 1%
* DIY products  p—— 55

The number of ¥ Home & Interior  p—— %

Books, e-books, stationary  p————— 530

shoppers per category Pet food & toys

I 52%

IS expected to remain Garden s —— 0%
Eletronics  p—— 19%
Iarg.ely stable from Second-Hand items e ——— 5%
this year to next Gaming & Gabling  p———— 46%
Sports & Recreation  p——— 3%
Second-hand items are projected Office supplies g —— 3%

to see the strongest growth, while
electronics and telecom are

expected to experience a decline o
in shopper numbers. Financial products  p————— 1%

Toys e — 470

Telecom  p—— 35%

MUSIC  p— 315
. * New category in 2026
Gaming  ———— 20% s

Video  p— oso Has bought it this year

VehicleS m— 1o W Is planning to buy in the future

Q3. Which of the following products and/or services have you purchased in the past 12 months?; Q3b. Are you N I becom
planning to buy the following products and/or services in the next 12 months? | Base: All respondents, n=1020 ®




Future purchases will shift strongly toward multichannel

Across categories, consumers are planning to move away from online-only toward blended online + offline journeys.

10%
2%

-9%

Fashion

3%
° 2%

-2%

Gaming &
Gabling

10%

.-1%

-6%

Health & Care
Products

6%
1%

-2%

Second-Hand
items

-2%

4%
2%

-2%

Food &
Drinks

3%

-1%

Toys

Shift in purchase channel: Past 12M vs. Future 12M

H Online

Offline

Both online and offline

9%
1%

-9%

Leisure &
Relaxation

6%

0%

-3%

Office
supplies

10%

1%

-8%

Travel

8%

I

-4%

Sports &
Recreation

7%

-20
2% a0

DIY products

2%

-2%
-4%

Telecom

8%

.-1%

-7%

Books, e-books,
stationary

3%
0%

-2%

Financial
products

7%

I_'I(%J

-9%

Eletronics

4%

I

-4%

Gaming

4%

M .

-4%

Pet food &
toys

5%
1%

-3%

Music

Q3. Which of the following products and/or services have you purchased in the past 12 months?; Q3b. Are you planning to buy the following products and/or services in the next 12 months?
Base: All respondents, n=1020

8%

0%

-6%
Home &

Interior

3%
1%

-1%

Video

NIQ becom.

7%

3% 2%

Garden

1%

0%
-2%

Vehicles



However, the future for the online market remains to look bright

More than 4 in 5 indicate to have spent (at least) the same online as in the past year, 1 in 4 even indicates they spend more.
Looking ahead, the majority is expecting to spend (at least) the same amount online in the coming 12 months.

Online shoppers in 2026, about their online spending in the ...

past 12 months coming 12 months

| spent less online in the past year than | expect to spend less online in the coming year

16% o 0
the year before 0% than 1 did in the past year 15%
| spent about the same amount online - 57% | expect to spend about the same amount online - 69%
| spent more online in the past year than | expect to spend more online in the coming year
26% o 16%
the year before than I did in the past year

Q4. Think back to your online spending over the past year. Which statement best fits you?; Q5. And now, if you think back about the online spendings you plan to do in the b
coming year, which statement best fits you? Base: All respondents, n=1020 ecom.



Also for the past and future spendings, we see that it is higher among younger shoppers
than the older generations

“I spent more online in the past year “l expect to spend more online in the coming
than the year before” year than I did in the past”

18-34 35-44 45-54 55-64 65+ 18-34 35-44 45-54 55-64 65+

Q4. Think back to your online spending over the past year. Which statement best fits you?; Q5. And now, if you think back about the online spendings you plan to do in the I b
coming year, which statement best fits you? Base: All respondents, n=1020 e



Belgians are no stranger to online shopping

Visiting online stores and making online purchases is a common activity for the
Belgian online shopper, with almost all doing both activitities at least monthly.

/
Po PU LARI I v A wide range of products & services is bought online

While categories like fashion, health & care and food & drinks are highly

popular online, they are still frequently purchased offline as well. In contrast,
travel and leisure & relaxation stand out as categories that are predominantly

bought online. The frequency of online purchases varies significantly across

s H o P PI N G \ these different product and service categories. /

The future of the (online) market looks rather stable

The number of shoppers per category is expected to remain largely stable from
this year to next. However, purchasing behavior is likely to shift significantly toward
a multichannel approach, combining both online and offline channels. Despite
this shift, most Belgian online shoppers still anticipate maintaining at least the
\ same level of online spending in the coming year.

S

NIQ becom.
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Marketplaces do seem to be the preferred platform to
make online purchases on

Almost 1 in 3 does indicate to not have a preferred platform.

Which of the following platforms do you prefer for making an online purchase?

An online marketplace (e.g., Bol, Amazon) _ 43%
The retailer's website (e.g., Torfs, Farmaline) _ 18%

The brand's own website (e.g., Nike, Dyson) - 8%

No preference 31%

Q23. Which of the following platforms do you prefer for making an online purchase?
Base: Split sample 2 (representative sample), n=511

JION\

L | |
L o
(I

43%

of online shoppers prefers

online marketplaces over

the website of the retailer
or brand itself

This is slightly higher among the younger
age groups ( < 45) and those living in
Wallonia (however, not significant).

On the other hand, it's lower for those from

the oldest age group (65+), where only 35%
has a preference for marketplaces.

NIQ be



It is thus also no surprise that awareness of the available marketplaces is overal high

Amazon, Decathlon, Bol and Zalando have the highest brand awareness, with almost all online shopper knowing them.

959
’ 93% 92% 91%

| | | | | |

amazon [Zr] (BRY o zaanco dehands [

Q20. Below you will find a list of online marketplaces. Please indicate how you feel about each of these online marketplaces.

Base: Split sample 2 (representative sample), n=511

Awareness of Marketplaces

Vinled sHEIN ebay

On average, 13
marketplaces of the 18
questioned are known by
Belgian online shoppers.

68% 65%
42%
38%
31%
I 24%
zalando Uber Veepeeﬂ fonQ PANDABUY
*

* New in 2026

NIQ becom.



Shopping on those marketplaces is clearly done by many

Bol and Amazon are by far the most popular marketplaces to buy on, followed by Zalando and Decathlon.

Purchase on Marketplaces *

m Purchased Did not purchase, but does consider

80%
72%
62% 61%
49% 47%
42% 39%

amazon ® zalando m dehands m Veepee J

(n=470) (n=483) (N=466) (n=472) (N=454) (N=448) (n=378) (n=219)

Q21. And on which of the following online marketplaces have you ever made a purchase?
Base: Split sample 2 (representative sample) - All respondents that know these brands

39%

SHEIN

(n=428)

97% of Belgian online shoppers
has purchased from at least one

Does not consider

of these marketplaces.

39% 38% 37% 33%
28% .
22% 20%
12% 11%

ebay 4 fonQ  eannasuy
*

U(‘ll,ted » zalandolounge

(n=439)

(n=341)

(n=399)

(n=409) (n=328) (n=377)

*information on total base (Belgian
online shoppers) included in appendix

(n=182) (n=151) (n=118)

* New in 2026

NIQ becom.



(Chinese) marketplaces




Despite the lower sentiment towards Chinese marketplaces, the majority of Belgians
indicates to have made a purchase on them already

[ NIQ Multiscope ]

of Belgians ever bought
something on a
Chinese webshop

Q. Heeft u al ooit iets gekocht via een Chinese webshop (zoals Temu, Shein, AliExpress, ...)?
Base: All respondents, n 5

NIQ be .



The purchase rates seems to depend strongly on socio-demographic characteristics

[ NIQ Multiscope

64%
of Belgians ever
bought something

on a Chinese
webshop

Age
7 /1% ) 65%
36%
18-34 35-44 45-54 55-64 65+

Social class

68% 69%
55% 55%

Highest Mid high  Mid low Lowest

]

Gender

67%
56%

Male Female

Region

o O 9@

Flanders Brussels Wallonia

Q. Heeft u al ooit iets gekocht via een Chinese webshop (zoals Temu, Shein, AliExpress, ...)?

Base: All respondents, n=495

NIQ be



The majority of those who have shopped on Chinese webshops encountered issues

[ NIQ Multiscope ]

of the Chinese webshop buyers
has encountered issues when
ordering via a Chinese webshops

NIQ be



However, in most cases, this doesn’t withhold them from buying on Chinese webshops again

[ NIQ Multiscope ]

of the Chinese webshop buyers
would consider to buy on a
Chinese webshop again

NIQ be
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Jo

Social commerce
is not (yet) very

popular in
Belgium

64% of Belgian online
shoppers has not made a
purchase on social media yet
for one of the categories
mentioned on the right.

For which of the categories have you made a purchase on
social media?

Fashion [INEEEEGEGEGEGEGEEEEEE, 1 1%
Travel I 5%
Second-Hand items NG o
Health & Care Products [N 7
Leisure & Relaxation I -
Eletronics I 5
Food & Drinks I -
DIY products I £
Home & Interior NG 2
Toys I
Garden I /%
Sports & Recreation [ININGEGEGEGEGNE 3%
Gaming & Gabling IIININIz:;NE "
Pet Food & Toys I s
Video IIINININEGEGEGEGEGN 3%
Gaming [ININNEGEN 3%
Books, e-books, stationary | NI 3%
Telecom HINEGEGEGNE 2
Financial Products | %
Office supplies IINNIEIEIEGEGE 2%
Music [IIINIIII 2%
Vehicles I 2%

K1. For which of the following categories have you ever made an online purchase via social media (e.g. Instagram, N I b
TikTok, Facebook) in the past 12 months? | Base: Split sample 1 (representative sample), n=489 ecom.



The low popularity of social commerce is due to a lack of trust

For those who have bought on social media already, they were mainly triggered by a promotion / discount, or by discovering
the product on social media.

Why do you shop on social media? Why don’t you shop on social media?

37% | prefer webshops / marketplaces _ 39%
27% | do not / hardly use social media - 26%

26% | have doubts about the quality - 15%

There was a promotion / discount

| discovered the product on social media

It was quick and easy

| could click & buy immediately

18% | want to compare products more first - 14%

| saw others using the product on social media

It was recommonded by an influencer 14% | find the purchasing process unclear - 10%

Other 2% Other 2%

K2. Why have you ever made a purchase via social media? K3. Why have you never made a purchase on social media? N I b
Base: Split sample 1 (representative sample) and has done an online purchase via social media in the past 12 months, n=162 / Has not done an online purchase via social media in the past 12 months, n=327 ecom.



/Marketplaces dominate the online shopping landscape \

A large share of Belgian consumers prefers marketplaces, and almost all
Belgians indicate to have made a purchase on a marketplace in the past already.
This highlights its role in the Belgian e-commerce landscape today.

However, while awareness and usage of marketplaces are high, the sentiment

u u A ' s D F towards platforms varies. Certain marketplaces, especially those with a Chinese
s H o P PI N G \origin, receive more negative evaluations despite still being used by many. /
/ L] o o \

Social commerce is slowly emerging

The popularity of alternative formats of online shopping, such as social commerce,
are still limited, with the majority not using them (yet). The low usage rate is
mainly due to lack of trust and preference for more established channels.

- A

NIQ becom.




Belgians do show some interest in technological innovations related to online shopping

Shoppers are most interested in product videos and virtual try-on features.

Which innovations could improve your online shopping experience?

Video of a product 69%
The Belgian online shopper indicated, on
Augmented reality 58% average, 1 technological innovation that could
improve their online shopping experience
Virtual try-on 53%
Support with Al 52% W This would improve my experience
Chat bot 51% This would potentially improve my experience
Total
Support with live shopping 45%
Metaverse 44%
Speech technology 36%
Q18_1. To what extent do you think the following innovations related to online shopping would improve your online shopping experience?
NIQ becom.

Base: Split sample 1 (representative sample), n=509



For those who have used Al, it was mostly used to find the
best price, or products/services to fulfill their needs

For what did they use Al?

Finding the best price

29% Finding products / services that can fulfill my need

Finding webshops that offer the product / service
has already used Al

tools during their
Online pu rChaSing Evaluating products / services

prOCGSS N\ Filling in data

Personalized product recommendations

45%

43%

38%

33%

Support with choices during the purchase process

29%

21%

17%

Other 3%

Q19 _extra. Could you clarify what you have already used Al for during your online buying process? b
Base: Split sample 1 (representative sample) - Respondents that have used Al during their online purchasing process, n=147 ecom.



\
Belgians show some interest in technological innovations
This interest is highest for product videos and virtual try-on features.
Unsurprisingly, we can see that the interest is overall higher among the younger
generations than among the older generations. )

TECHNOLOGY

The use of Al and chatbots are being considered by most

About 2 in 3 indicate to have used, or consider using, chatbots when shopping
online. For Al tools, this share sits are about 3 in 5. Here, we see that Al tools are
mainly used to find the best price, or products/services that the shopper is looking

for. Also here, we see that consideration and usage are overall higher among the
\ younger generations.

/

NIQ becom.






KEY TAKE-AWAYS

. . . . )
Online shopping remains strong & consistent
Belgian online shoppers frequently visit and purchase from webshops. The interest to buy online is also expected to continue, as
many indicate plans to (re)purchase several categories online and anticipate maintaining at least the same level of online spendings.
Notably, however, is a clear intention to move toward a more multichannel approach.
. A
4 )

High confidence in e-commerce, yet caution remains

While 73% rate their confidence in e-commerce at at least 6 out of 10, they remain cautious when choosing where to buy. To build
trust, delivering positive experiences is key, as 4 in 5 tend to return to the same online stores. In addition, retailers should reinforce
credibility through e.g., clear and trustworthy domain names, authentic customer reviews and reliable payment options.

~N

n (n
\.

J

Winning online starts with the right foundation

Consumers consider a wide range of factors when defining their ideal online store, prioritising elements that deliver direct personal value
over broader concerns (like sustainability). To meet shopper expectations, it is crucial to get the basics right, and focus on payment,
pricing, security, and reliability first. Once these fundamentals are in place, additional features can help differentiate your store.

Navigate the rapidly evolving e-commerce landscape

E-commerce is constantly evolving. Online shopping now extends beyond traditional webshops, with (Chinese) marketplaces firmly
established and newer formats such as social commerce emerging. At the same time, there is clear interest in technological
innovations, of which some are being adopted and used already. Staying on top of these developments is crucial to remain competitive.

\ J
NIQ becom.
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