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Shopping fun or shopping frustration – even the smallest things 

can influence the consumer’s decision to buy online or not. This is 

especially true for cross-border e-commerce, which has been on 

the rise in recent years. But how can online retailers offer the per-

fect shopping experience? What do they need to consider, and is 

it true that every country has its own individual preferences? Read 

this whitepaper to find out about the different customer needs in 

certain European countries, as well as the best way to fulfill them 

and ensure a win-win situation for both you and the consumer.

To obtain the data for the report, Seven Senders and the market 

research institute YouGov teamed up to question 8,602 online 

shoppers in Belgium, Germany, France, the United Kingdom, Italy, 

the Netherlands, Austria, Spain and Switzerland about what they 

need, want and expect from online retailers. On the following pa-

ges, you will find out what makes online customers in Europe tick. 

Alongside many similarities, it also reveals some major differences. 

Different countries, 
different habits

INTRODUCTION
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Insight
Each section contains brief “insights”, in which Seven Senders 

provides useful tips on creating an optimal delivery experience 

for your customers in the different target countries on the ba-

sis of the survey results. After all, if you know the exact require-

ments of the target group, you can closely tailor your service to 

it and consider factors such as country-specific payment or de-

livery preferences. This pleasant delivery experience will ensure 

that the customer remembers your store positively. By keeping 

online shoppers happy in this way, you will foster long-term  

cust omer loyalty and lay the foundations for business success in  

other countries.
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Costs are not only an important factor for online retailers, but for consumers too. For in-
stance, 55% of the respondents in all countries said that the cost of delivery is the most 
important criterion when choosing an online store. For this point, the differences between 
the countries do not exceed 7 percentage points. 

For 55% of all respondents, the 

cost of delivery is the most im-

portant criterion when choos-

ing an online store.

A question of cost 

So, should delivery always be free? Not necessarily.
Even if cost is the decisive criterion, this does not necessarily mean 

that online customers are fundamentally unwilling to pay for deli-

very. When it comes to the respondents’ willingness to pay for de-

livery, the situation in the individual countries differs depending on 

the order value. 

For as many as 39% of Spanish and 32% of French customers sur-

veyed, delivery always has to be free for them to place an order. In 

the United Kingdom, on the other hand, the figure is only 17%. 

At the same time, however, 52% of respondents in the United King-

dom said that their willingness to pay for delivery depends on the 

product and its availability. For example, if they are searching for 

a niche product that is only sold by a few retailers, the cost of de-

livery plays little or no role. The British came out top for this point, 

followed by the Italians (46%), the Austrians and Germans (both 

36%), the Swiss (33%), the Spanish (30%), and the Belgians and 

French (both 23%). The country that agreed the least with this 

point is the Netherlands (21%). 

55%
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For many consumers, the order value is what determines whether 

delivery should be free. The respondents were therefore given the 

option of indicating the minimum order value for which they would 

expect free delivery (i.e. EUR 20, EUR 50 or EUR 100). The Dutch 

also stand out in this respect: 34% of the respondents expect free 

delivery on orders of EUR 20 or more, closely followed by the Bel-

gians with 30%. By comparison, the corresponding figure in Italy 

was only 6% for the same order value. 

When it comes to free delivery, three general opinions emerge 

across all the countries. For more than a quarter, delivery always 

has to be free; for just under a third, the importance of free delivery 

depends on the order value; for another third, it depends on what 

kind of product they want to buy and its availability online. 

Insight

For the countries in which you operate as 

an online retailer (or would like to operate 

in the future), your general pricing should 

take into account the customers’ diffe-

rent expectations with regard to cost of 

delivery. Find out in which countries the 

end customers are less willing to pay for 

delivery, and under which circumstan-

ces they are more willing to do so (speci-

fic order value, availability, etc.). This will 

enable you to tailor your delivery terms 

specifically to that country and gain an 

advantage with the customer. 

When should delivery be free?  
(average responses across all countries)

Always

26%

If the order value exceeds  
a certain amount

30%

Depends on the product  
and its availability 

33%
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Packaging waste is increasing, and emissions are rising as more and more delivery vehicles 
clog up the roads – these are just two of the consequences of the growth in online retail. 
As the results of the survey show, end customers are very aware of this, and they also have 
clear (and country-specific) ideas about what sustainable delivery should look like. 

Green e-commerce: 
demand for sustainable concepts

In all nine countries, 57% of the respondents would be willing to pay 

more for sustainable delivery up to a certain amount or depending 

on the value of the package. That includes 39% who would be wil-

ling to pay between EUR 0.10 and EUR 1 more; 2% would even pay 

more than EUR 1. And for 17%, the extra amount they would be 

willing to pay for greater sustainability depends on the value of the 

package. 

The Austrians (67%) and Swiss (66%) are the most willing to pay 

extra for sustainability. The British and Belgians, on the other hand, 

are more skeptical about additional costs, with 50% and 51% re-

spectively willing to pay more. 
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People’s understanding of sustainable delivery differs from country 

to country; The respondents were able to offer multiple answers for 

this question. Across all countries, almost half of the respondents 

or more believe that using environmentally friendly packaging or 

a recyclable box counts as sustainable delivery: 63% in the United 

Kingdom, 57% in Switzerland and Austria, 56% in Germany, 53% in 

Spain, 48% in Belgium and Italy, and 47% each in France and the 

Netherlands. 

For as many as 52% of Italians, 51% of Germans and 50% of Swiss, 

sustainable online retail also means bundling together individual 

shipments sent from the same store.

Respondents willing to pay 
extra for sustainable delivery.

10

1

39% 
Between 
EUR 0.10 and 
EUR 1

2% 
More than EUR 1  

17% 
Amount depends 
on the value of the 
package 

Insight

Online retailers should keep in mind that sustainability matters to customers – and 

is likely to become even more important in the future. It is therefore advisable – star-

ting with your own company or your logistics partners – to look for ways to make 

the last mile more sustainable, for example, or at least to offset carbon emissions.  

Seven Senders already works with sustainable carriers. Plus, Seven Senders custom-

ers can choose a product that offsets emissions by investing in certified carbon- 

reduction projects. 
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The differences between the various European countries are not just down to different cur-
rencies. When asked about their preferred payment method, the respondents in all nine 
countries paint a mixed picture. 

PayPal, credit card, invoice, instant 
bank transfer – every country has a 
preferred payment method

Online payment provider 
In Italy, 51% of e-commerce customers pre-

fer to use an online payment provider such 

as PayPal, followed by 46% in Germany and 

42% in the United Kingdom. A little under 

or over a third of customers in Spain, the 

Netherlands, Belgium, France and Austria 

also rely on online payment providers. In 

Switzerland, the figure is just 12%.

Credit card
In France (58%), Spain (47%) and the  

United Kingdom (41%), credit card is the 

preferred method of payment. 

Payment by invoice
The Swiss, by some distance, prefer to pay 

by invoice (50%). This payment method is 

the most accepted in the German-spea-

king countries in general, with 34% of Ger-

man and Austrian customers also using it. 

Instant bank transfer 
Similar preferences among neighboring 

countries can also be observed when it 

comes to paying by instant bank transfer, 

which is used by 29% of Dutch and 23% of 

Belgian customers, as well as by around 

one tenth of Austrian and British custom-

ers. In the other countries, the correspon-

ding percentages are in the single digits. 

Payment on delivery
This payment method is preferred by 11% 

of Italians and Spaniards, while the per-

centages in the other countries are in the 

lower single-digit range. 

9



Popular payment methods 
The two countries with the most responses are shown. 

51% Italy 

46% Germany 

58% France  

47% Spain 

50% Switzerland   

34% Germany 

34% Austria

29% Netherlands 

23% Belgium 

37,5% Italy* 

11% Spain 

Online payment provider Credit card Payment by invoice 

Instant bank transfer Payment on delivery 

*Source: Seven Senders data
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When it comes to preferred payment methods, online retailers 

are advised to pay close attention to the different preferen ces 

in the target countries. For example, the survey results show 

that you should offer payment by invoice in Switzerland, and  

the major online payment providers in Italy, Germany and the  

United Kingdom, in order to offer customers the convenience 

they are used to.

Insight
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Ensuring a positive delivery experience for the customer is the 

be-all and end-all of online retailing and is equally important to 

consumers across all the European countries. However, the survey 

shows that there are still some individual preferences at local level.

Convenient home delivery is preferred
With regard to delivery method, there is a strong tendency toward 

home delivery, which is preferred by 79% of the respondents on 

average. The British come out top here with 90%, followed by the 

Swiss with 88%, and the Austrians with 86%. The countries with 

the lowest preference for home delivery are Belgium with 77%, 

the Netherlands with 76%, and France with only 63%. Accordingly,  

other places of delivery are preferred in those countries: 22% of 

French and 11% of Belgian respondents would like to be able to 

pick up their package from a post office branch or a parcel store. 

As many as 9% of the Dutch and 8% of the German respondents 

would like to have their online orders delivered to a parcel locker. 

Even though home delivery is preferred in many countries, pick-

up and drop-off (PUDO) is a very popular alternative. The advan-

tage: parcels can be delivered on the first attempt. That not only 

increases the delivery rate but also protects the environment as it 

reduces the time spent by drivers on the road.

Delivery preferences:  
where, when, and by whom?

For 22% of French respondents, 

a post office branch or  

parcel store is the preferred  

pick-up point.

22%

For the perfect local delivery experience, it is important to give your customers the  

option of having their package delivered to anywhere they like. A delivery platform pro-

vider such as Seven Senders can help you tailor your shipping process to these regio-

nal differences. For example, our extensive network allows us to combine the individual 

competencies of different carriers. And for added convenience, our optimized logistics 

process means you would only have to deal with one contact person.

Insight
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The British don’t like to be  
disturbed in the evening, but the 
Dutch don’t mind at all

In addition to the desired place of delivery, it is also important 

to customers that the delivery time is compatible with their own 

schedule. The survey therefore asked the respondents if they 

would be willing to pay more for delivery in the evening during the 

hours of 7 pm and 10 pm. On average across all countries, 64% said 

they wouldn’t. The British are the least likely to (76%), while the 

Dutch (56%) and Italians (58%) are the most likely.

The Dutch are also the most willing to pay a certain amount ex-

tra for evening delivery; 39% would pay between EUR 1 and EUR 4 

more. In the other countries, 32% would be willing to do so in Italy, 

30% in Germany, Belgium and Austria, 28% in France and Switzer-

land, and 26% in Spain. For the British, the figure is only 18%. When 

it comes to willingness to pay extra for evening delivery, an inte-

resting difference can also be observed between age groups: More 

than 60% of respondents aged between 35 and 54 and as many as 

three quarters of those aged over 55 said they would not be willing 

to pay more. The figure among 18- to 24-year-olds is only 42%. 

In all nine countries, at least 
half of the respondents  
would refuse to pay more for  
evening delivery.

65%

76%

63%

65%

67%

58%

64%

67%

56%
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Option to specify preferred  
delivery date/time not used  
much in Germany 

The responses to our survey also reveal differences across the nine 

countries when it comes to choosing a preferred delivery date/

time. Among other things, we asked how often the respondents 

had specified a preferred delivery date/time for their last five or-

ders. Of those surveyed in Germany and Austria, 62% and 60% re-

spectively said they had not used this option at all. More than half 

of the respondents in Switzerland and the United Kingdom (56% 

for each) responded similarly. In France and the Netherlands, on 

the other hand, only 37% and 39% respectively said they had not 

used this option for any of their last five orders.  

There are some overall differences in choosing a preferred deli-

very date/time. This option is the most popular in the Netherlands, 

where 49% specified that they had made use of it at least once 

for their last five orders. The figure is considerably lower in France 

(36%), Belgium (35%), Spain (32%) and Switzerland (26%). In the 

other countries, less than a quarter of the respondents specified a 

preferred delivery date/time at least once. In Italy, the figure is as 

low as 19%. 

Respondents who had used 
the option of a preferred deliv-
ery date/time at least once for 
their last five online orders.

32%

49%

20%

26%

36%

20%

23%

35%

19%
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One reason for this could be that as many as 20% of Italian cust-

omers said they didn’t have the option of specifying a preferred 

delivery date/time, but they would have liked it. Curiously, in Ger-

many, the country with the fewest people specifying a preferred 

delivery date/time, only 8% said they didn’t have the option. 

At the same time, the age of the respondents also appears to play 

a role in whether they specify a preferred delivery date/time. Over-

all, only 21% of over-55s said they had specified a preferred delivery 

date/time at least once for their last five orders. The figure for 25- 

to 34-year-olds is almost twice as high (40%).  

In Italy, 20% of respondents 

said they would have liked to 

specify a preferred delivery 

date/time but weren’t given 

the option. 

20%

With regard to preferred delivery date/time, the survey shows that the habits and re-

quirements among consumers tend to differ across the nine countries that were sur-

veyed. To impress these customers, you should find out in detail about the services 

offered by local carriers and choose the ones that are best suited to fulfilling the cust-

omer’s delivery preferences. Different carriers have different strengths in the last mile. 

With the right choice and combination of logistics partners, you can carve out a deci-

sive competitive advantage, even over established local providers – in Italy, for examp-

le, this could be done by offering delivery on the customer’s preferred date. 

Insight
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Although, overall, quick delivery is an important criterion for almost a quarter of the cust-
omers surveyed, they are prepared to make allowances for delivery times when ordering 
from abroad. For example, 87% will accept a longer delivery time if they know that the store 
operator doesn’t have a branch in their country. The largest group (39% on average) would 
expect the delivery to take three to four days longer. 

Time allowances for  
international orders 

This result is also in line with the respondents’ answers when asked 

what they consider to be an acceptable delivery time for an online 

order from another country. An average of 39% said three to four 

days. This answer was the most common in Austria (49%) and Ger-

many (47%). Over a quarter of all respondents – and as many as 

31% in Switzerland – even allowed for a delivery time of five to six 

days. The lowest figure in this group was in Germany (21%).  

With customers in all countries factoring in longer delivery times 

when ordering from other European countries, it is not surprising 

that more than half of them on average would not be prepared 

to pay extra for faster delivery from abroad. In Belgium, as many 

as 62% would refuse to do so. The picture is somewhat different 

in southern Europe, where 44% of Italian and 42% of Spanish  

customers would pay extra for faster delivery. For this point, big 

differences can be seen in terms of the respondents’ age; the older 

the respondents, the less willing they are to pay extra. The figure is 

only 30% among 18- to 24-year-olds, 48% among 35- to 44-year-

olds and 67% among over-55s. 

Across all countries, 87% of 

customers accept longer deliv-

ery times when ordering from 

a foreign supplier that doesn’t 

have a branch in their country. 

An average of 54% of respond-

ents are not willing to pay more 

for faster delivery from abroad. 

87%
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For customers ordering online from other European countries, 

speed is not the most important factor in their decision to  

buy. However, this does not mean you shouldn’t use it to as a  

point of advantage over other international competitors in the  

target country. 

Insight
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We also asked the respondents exactly what information they 

would like to receive from the retailer during the shipping and de-

livery process. The respondents were given a choice of 10 types of 

information including dispatch confirmation, delay or completion 

notification, return confirmation, or no information at all. Here the 

British want the most information. For seven of the possible an-

swers, the United Kingdom came out top, by a clear distance over 

other countries in certain respects. The answer “return has been 

received” was the most common among the German respondents 

(58% each).

Only a quarter of British respondents want to be notified that the 

delivery has arrived in the destination country/town. This informa-

tion is more important to the Spanish (34%) and the Swiss (29%). 

While customers in the UK stand out for their desire to receive as 

much information as possible during the shipping/delivery process, 

the Italians and French do not seem to care as much about being 

kept updated throughout. Italy, for example, has the lowest per-

centage for six of the statements, and differs from France by only 

one percentage point for all three answers. 

In both countries, few respondents wanted to receive information 

about delivery delays, for example, or about whether the order had 

been received or the paid amount had been refunded. But, as al-

ways, there are exceptions: for 62% of Italians, it is important to 

know the specific delivery time slot. This puts Italy in second place 

for this point. 

British customers want  
exact information

Order has been received

Below are the three responses 
with the biggest differences 
between countries. In each case, 
the two countries with the most 
responses for each option are 
shown in comparison to the two 
countries with the fewest. 

Britain top in terms of 
information requirements 

Out for delivery

Package will be delivered  
during a specific time slot

74% United Kingdom

59% Germany

43% Italy

42% France

73% United Kingdom

64% Germany

50% Italy

40% France

75% United Kingdom

62% Germany

33% Italy

31% France
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So, what do customers want to know?  
On average across all the countries, customers are most interested 

in knowing whether the package has been shipped (74%). By some 

distance, this is followed by information that the package is out 

for delivery (57%), that the delivery is delayed (54%), and that the 

order has been received (52%). 

On average, only a quarter of customers want confirmation that 

the package has arrived in the destination country/town, with 

Spain deviating the most from the country average (34%). 

As the survey shows, proactive customer communication is a must-have in the United 

Kingdom, while in France and Italy it is more of a nice-to-have, at least in relation to 

some points. In these cases, it is good to know exactly what information is important to 

the customer and then focus on providing them with it. 

For you as a retailer, it is always of utmost importance that you can access all data 

and information quickly and easily – tracking, delivery time and location, and any pro-

blems or delays in the shipping/delivery process. What is essential for you might also 

be essential for your customers. In our experience, 85% of end customers click on the  

tracking link. Good to know: we can create a tracking page for you that matches the 

design of your store, so that your brand and customer communications are consistent 

across all stages of the shipping and delivery process. 

Insight
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Our survey shows that, when choosing an online store, an easy returns process is an im-
portant criterion for 27% of respondents on average across the different countries. We 
asked the respondents about five aspects of the returns process and found that customer 
preferences in the individual countries differ by more than 20 percentage points in some 
areas, and in one of these by almost 50 percentage points.

A convenient returns  
process is appreciated

1. Option to drop off the package anywhere 
When asked how important it is to be able to drop off the 

package at any drop-off point/parcel store, the British dif-

fer significantly from the other countries. Only 65% of the 

respondents in the United Kingdom chose the answers 

“important” or “very important”. In the Netherlands, which 

had the second lowest value for this question, the figure is 

as high as 73%. This differs from Belgium, Italy, Austria and 

France, where at least 80% or more find it important or very 

important to have a wide choice of drop-off locations. 

2.  Option to download the returns  
label/form online
Being able to download the returns label or form online is 

“important” or “very important” for customers in Latin Eu-

rope in particular: 82% in Spain, 79% in Italy and 78% in 

France. For the British, it is not important or not very impor-

tant that the retailer offers this feature for returns. Just 61% 

said it was, followed by the Swiss with 60%.  

Big differences: Countries in 
which respondents consider 
the returns service to be impor-
tant or very important.

Option to drop off the package 
anywhere 

Option to download the returns  
label/form online

38%

84%

60%

62%

82%

87%

Option to have goods for return 
collected from home or workplace 
(home pick-up)
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3.  Option to have goods for return collected from 
home or workplace (home pick-up)
The Italians (87%) and Spanish (83%) in particular find it “im-

portant” or “very important” to be able to have the goods  

collected from the comfort of their own home or office. In 

the German-speaking countries, few customers share this 

view. Austria with 44%, Switzerland with 41% and Germany 

with only 38%, are at the bottom of the table in this respect. 

An online store can make itself more attractive to customers by offering an easy  

returns process. As our study shows, customers in different countries have very  

different ideas about what really matters and what doesn’t when it comes to returning 

goods. Re tailers that operate internationally can benefit from a solution such as the 

Seven Senders returns portal. Among other things, it allows customers to print return 

labels easily, and only when they need to. This saves you money as a retailer and can 

also reduce the number of customer support requests. It is important to offer the right 

solution for the customers in your target countries. If they are happy with the returns 

process, they will be more loyal and buy from you more often.

Insight
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Summary

of the respondents said that 

the cost of delivery is the most  

important criterion when choo- 

sing an online store.

of the respondents would  

be willing to pay more for  

sustainable delivery.

of respondents want the con-

venience of home delivery. 

Delivery must always be free 

for 39% of Spanish and 32% of 

French customers, but for only 

17% of British customers. In 

France, Spain and the United 

Kingdom, credit card is the pre-

ferred payment method. The 

Swiss prefer payment by invoice. 

This is true up to a certain 

amount or depending on the 

value of the package. The Aus-

trians (67%) and Swiss (66%) are 

the most willing to pay extra for 

greater sustainability.

However, 22% of French and 11% 

of Belgian respondents would 

also like to be able to collect 

their package from a post office 

branch or parcel store.

The Dutch like to choose their 

preferred delivery date/time, 

with almost half of respondents 

using this option at least once 

for their last five orders. In con-

trast, 20% of Italians said they 

hadn’t used it at all.

55% 57% 79%
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of the respondents accept a 

longer delivery time from store 

operators who don’t have a 

branch in their country. 

of the respondents want to be 

notified that the package has 

been shipped.

More than half of the respond-

ents would not pay extra for 

faster delivery from abroad.  

In Belgium, this figure is as high 

as 62%. 

The British, by some distance, 

want the most information 

about the shipping and deli-

very process, while the need is 

lowest among the French and 

Italians. The countries differ  

in terms of the amount and 

type of information that they 

would like to have. It is there-

fore important to be selec    tive 

and only provide the custom-

er with the information that is  

actually of interest to them.

87% 74%
of the respondents consider the 

option to download the returns 

label/form online “important” 

or “very important”. 

Being able to download the  

returns label or form online is 

important for customers in  

Latin Europe in particular: 

82% in Spain, 79% in Italy and 

78% in France. For 61% of the  

British customers and 60% of the 

Swiss, it is not important or not 

very important that the retailer 

offers this feature for returns. 

72%
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As our study shows, what customers in Europe need, want and 

expect from online retailers can differ enormously in certain re-

spects. Because these preferences cover all aspects of e-com-

merce – shipping costs, place of delivery, returns management 

– fulfilling them can present an enormous challenge. It therefore 

makes sense to rely on a competent partner like Seven Senders. 

As Europe’s largest delivery platform, we not only work with an 

extensive network of carriers but also have a wealth of inter-

national expertise in all areas of shipping and delivery. We also 

know exactly what makes European customers tick and what 

they want from an e-commerce store. No matter what chal-

lenges or tasks you are currently facing as an online retailer, we 

have the answers and the right solution for your needs. With our 

experience and our services, we provide efficient and ongoing 

support to help you gain a competitive edge in the international  

e-commerce market. 

Insight
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“Our mission is to help online 

retailers expand and tap into new 

markets. In our whitepaper, we 

provide key insights into coun-

try-specific differences, which 

helps retailers to create an opti-

mal delivery experience for end 

customers while also increasing 

their own commercial success.”

Thomas Hagemann, 
Founder and Co-CEO of 
Seven Senders GmbH

About us

Seven Senders was founded in Berlin in 2015 by Dr. Johannes Plehn 

and Thomas Hagemann. It has since become Europe’s leading de-

livery platform for parcel shipping. With its extensive network of 

100 carriers, it gives Seven Senders customers a decisive competi-

tive advantage by enabling them to offer top-quality local delivery.

Seven Senders also offers numerous additional services that sim-

plify cross-border shipping. These include a claims center, insuran-

ce, a returns portal, and labeling. In addition, automated shipping 

notifications, as well as tracking and monitoring solutions, make 

the complex shipping process transparent and traceable at all 

times. Furthermore, Seven Senders provides the customer with 

monthly reports and analysis. This valuable data serves as a basis 

for further optimizing shipping performance. With Seven Senders, 

online retailers receive all shipping and delivery services from a sin-

gle source – the ideal setup for offering customers in other Euro-

pean countries the perfect e-commerce experience. 

Report background

The data used is based on an online survey conducted by YouGov Deutschland GmbH with 8,602 respondents in 
the Netherlands, Italy, France, Switzerland, Austria, Germany, the United Kingdom, Belgium and Spain between 
January 28 and February 5, 2021. The results were weighted and are representative of the population (aged 18 
and over) in each country.

Slightly more women (4,429) were surveyed than men (4,173). The majority of respondents were above 55 years 
old (3,500), 1,557 were between 45 and 54 years old, 1,413 were between 35 and 44, 1,303 were between 25 and 34, 
and 830 were between 18 and 24. Most of the respondents (3,529) live in an urban area, 2,501 respondents live in 
a suburban area, and 2,356 live in a rural area; 216 respondents did not provide any details about their residential 
environment. With regard to the gender, age and residential environment of the respondents, no major differen-
ces were observed in the answers, except where specified. 
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