
This report looks at the following areas:

•• The impact of COVID-19 on consumer behaviour and the online retail
market

•• How the market will fare in the post-COVID-19 slowdown
•• What people buy online
•• The performance of the major online retailers in 2020
•• Online shopping behaviours and what consumers look for in online

retailers.

Online spending in France grew by over 30% in 2020, to €61 billion, accounting
for over 10% of all retail sales. According to our consumer research 41% of online
shoppers had shopped more online since the COVID-19 outbreak began, and
those shopping at least once a week rose to 24%, compared to 19% in last
year’s research.

The pandemic has accelerated growth in the online market by several years,
engaging more people and forcing retailers to up their game. Store-based
retailers have benefitted most from the uplift, with many reporting rates of
growth far ahead of their pureplayer rivals. E-commerce will continue to be the
main driver of growth in French retailing, albeit with growth not as high as the
inflated levels seen in 2020.

Amazon is the largest online retailer, but less dominant than in other countries.
The grocers are key players, but online grocery has developed in a unique
fashion, focused primarily on the Drive click & collect model. Retailers are
focusing on developing their in-store click & collect facilities, on home delivery
and on “pedestrian Drives”. During the pandemic, many retailers partnered
with ultra-fast courier delivery services, and this segment of the market is
growing fast, with several new entrants.

Store-based retailers have the opportunity to build on the loyalty and trust that
kept many people shopping with their favourite brands during the pandemic.

Online Retailing - France - 2021

Report Price: £1095 | $1495 | €1295 The above prices are correct at the time of publication, but
are subject to change due to currency fluctuations.

“The COVID-19 health crisis
has accelerated the
digitalisation of society,
galvanising retailers into
upping their game online.
Growing awareness about the
environmental impact of
consumption and an
increasing desire to shop
locally highlight areas where
online retailers can seek to
differentiate themselves”
– Natalie Macmillan, Senior
European Retail Analyst
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Sustainability issues are emerging as important motivators and there are
opportunities to engage in areas such as resale, renting and refurbishment,
which can save people money while supporting the environment at the same
time.
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• Online shopping could help hard-up consumers limit
spending

• Returns can threaten further growth
• High delivery fees: a barrier to overcome in online grocery
• How COVID-19 will reshape the industry
• Fast delivery could be an important differentiator moving

forwards
• Sustainability to gain further traction
• Localism: a lasting legacy of the pandemic
• Online retailing to get more competitive
• Grocery discounters look to online
• The impact of COVID-19 on consumer behaviour across

Europe
• COVID concerns are falling

Figure 9: Europe: those extremely worried about the risk of
being exposed to COVID-19, 2020-21*

• Job security is still an issue
Figure 10: Europe: financial impact of COVID-19, 2021*

• Changes in behaviour since COVID outbreak started
• Spanish and Italians most likely to still be cutting back non-

essential spending
• Concerns still linger about time spent in-store
• France and Italy most popular locations for click and

collect
• Aversion to cash is strong across most countries
• Pandemic has helped local shops
• Numbers shopping more online remain high

Figure 11: Europe: changes to shopping behaviour since the
start of the COVID-19 outbreak, 2021*

• Trends in shopping more online
Figure 12: Europe: changes to shopping behaviour since the
start of the COVID-19 outbreak: trends in agreement with
statement “I am shopping more online”, 2020-21*

• Trends in using click and collect more
Figure 13: Europe: changes to shopping behaviour since the
start of the COVID-19 outbreak: trends in agreement with
statement “I am using click-and-collect more”, 2020- 21*

• Most popular online purchases are low on spending
priorities list
Figure 14: Net balance* of expected spending on selected
items in the next month, 2021**

• How the crisis is impacting on key consumer segments
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• Women still more concerned about catching the virus in
most countries

• Concern levelling off among older age groups as
vaccination levels rise
Figure 15: Europe: those extremely worried about the risk of
being exposed to COVID-19, by gender and age, 2021*

• Women most likely to be shopping more online
Figure 16: Europe: consumers shopping more online, by
gender and age, 2021*

• Click and collect usage evenly split by gender
Figure 17: Europe: consumers using click-and-collect more, by
gender and age, 2021*

• Older consumers most likely to be trying to limit time spent
in-store
Figure 18: Europe: consumers trying to limit time spent in-store,
by gender and age, 2021*

• COVID-19: market context
• France
• Germany
• Italy
• Spain
• UK

• COVID-19 has benefited traditional store-based retailers
online

• Second-hand can offer growth opportunities

• COVID-19 pushes 2020 growth to over 30%
• Innovations can help retain customers
• Growth will continue, but rates will flatten
• Economic growth and confidence should improve
• Smartphone ownership and usage makes internet shopping

accessible at all times

• French economy is recovering
Figure 19: France: key economic projections, % annual
change, 2019-23

• Consumers are feeling more confident
Figure 20: France: trends in levels of consumer confidence,
2020-21

• Peaks and troughs in retail sales

ISSUES AND INSIGHTS

THE MARKET – KEY TAKEAWAYS

MARKET DRIVERS
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Figure 21: France: year-on-year retail sales volume growth,
2019-21
Figure 22: France: percentage change in first quarter value
retail sales, by category, 2021

• Consumers are switching from in-store to online shopping
Figure 23: France: changes in spending habits since the start
of the outbreak, 2020-21

• Consumers still feeling the pressure
Figure 24: France: financial impact of the COVID-19
pandemic, 2021

• …with spending seeing very little upturn
Figure 25: France: changes to spending habits as a result of
the COVID-19 pandemic, 2021

• Using a smartphone to go online is increasing
Figure 26: France: devices used to access the internet, 2021

• And smartphone ownership is almost at 90%
Figure 27: France: personal ownership of technology, 2021

• Online retail grew 32% in 2020
• Store-based retailers grew fastest
• Marketplaces thrived

Figure 28: France: estimated online sales (including VAT),
2016-20
Figure 29: France: online sales forecasts (including VAT),
2021-26

Figure 30: France: products bought online, 2019-21

• COVID-19 results in more online shopping
• Opportunities amongst older demographics
• Amazon extends lead despite a year of challenge
• The epidemic driving development from the grocers
• Fnac – A brand ideally suited to e-commerce
• Most categories received a boost from greater online

engagement
• The home has become more important
• Increased home consumption of food as restaurants were

closed
• Opportunities for fashion retailers as society opens up
• Sustainability now a dominant issue in the online market
• Localism and kick-back against the big players

MARKET SIZE AND FORECASTS

MARKET SEGMENTATION/WHAT THEY BUY ONLINE

THE CONSUMER – KEY TAKEAWAYS
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• COVID-19 drives greater use of online channels
Figure 31: France: changes in online shopping due to the
COVID-19 pandemic, 2021
Figure 32: France: those that shopped more online due to the
COVID-19 pandemic, 2021

• Frequency of online shopping has increased
Figure 33: France: frequency of online shopping, 2020-21
Figure 34: France: frequency of online shopping by age, 2021

• Almost all categories receive a boost from greater online
engagement
Figure 35: France: products purchased online in the past
year, 2019-21
Figure 36: France: products purchased online in the past
year, 2021

• Amazon leads but with less dominance than in some
countries
Figure 37: Online-only retailers shopped with in the past 12
months, 2021

• Grocers are the most popular of the store-based retailers
online

• Fnac – A brand ideally suited to e-commerce
Figure 38: Store-based retailers shopped with online in the
past year, 2021

• Amazon the most popular retailer overall
Figure 39: France: online retailers shopped with in the past
year, 2021

• Usage of store-based retailers up most
Figure 40: France: increase in usage of selected online
retailers , 2019-21

• Where they shop and what they bought
Figure 41: France: products bought online by retailer shopped
in last 12 months, 2021

• Sustainability now a dominant issue in the online market
• Localism and kick-back against the big players

Figure 42: France: attitudes towards shopping online, 2021
• Low prices characterise the pureplayers

WHO SHOPS ONLINE AND HOW FREQUENTLY

PRODUCTS PURCHASED ONLINE

RETAILERS SHOPPED WITH

ATTITUDES TO SHOPPING ONLINE
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Figure 43: France: attitudes towards statement “I find
shopping online cheaper than in-store” by retailers shopped
with in the past 12 months, 2021

• Amazon shoppers less likely to be concerned about
environmental impact of shopping
Figure 44: France: attitudes towards statement “I am
concerned about the environmental impact of shopping
online” by retailers shopped with in the past 12 months, 2021

• Opportunities to drive loyalty
Figure 45: France: attitudes towards statement “I will continue
buying from the retailers I bought from online during the
pandemic once the COVID-19/coronavirus outbreak
subsides” by retailers shopped with in the past 12 months, 2021

• France has a unique e-commerce sector
• Store-based retailers grew more than the pureplayers

during the pandemic
• Drives dominate grocery
• New delivery partners and operators filling in gaps
• Localism is a growth driver
• Amazon dominates to a lesser degree
• Sustainability issues are a key focus in non-food

• Store-based retailers grew more rapidly than pure-players
• Amazon had a tough year
• Flash sales operators are popular
• Diversifying into second-hand selling
• New delivery/collection methods

Figure 46: France: leading online retailers by sales (excluding
VAT), 2016-20

Figure 47: France: leading online retailers’ estimated shares
of all online sales, 2016-20

• Abbreviations
• Data sources

COMPANIES AND BRANDS – KEY TAKEAWAYS

LEADING ONLINE RETAILERS

MARKET SHARES

APPENDIX – DATA SOURCES AND ABBREVIATIONS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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