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The Swiss eCommerce Market

Exploring Swiss Consumer Behaviors and the Market Potential for
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= About Lifestyle Tech Competence Center

=  Opportunity to enter Swiss market. why ecommerce could be a first
step to be considered?

=  Conclusions
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About Lifestyle Tech Competence Center
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LTCC is an association
part of Switzerland
Innovation Park - Ticino,
aiming to strengthen
territorial positioning and
attract investments to
generate local value
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¥ SWITZERLAND
INNOVATION

Switzerland Innovation at a glance...

Federal program co-
financing projects that
address socially relevant,
cross-industry issues
leveraging top-notch R&D

Research-thematic
innovation hubs forming
an ecosystem of
universities and
innovative companies

©
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Breeding ground to
develop new solutions,
attract investments and
strengthen Switzerland
positioning in the world
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LIFESTYLE
INDUSTRY

WHAT IS LIFESTYLE TECH?
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LTCC is part of Swiss Innovation Park Ticino and can rely

on several members

-

N SWITZERLAND
INNOVATION

PARTNERS OF THE LIFESTYLE TECH COMPETENCE CENTER
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LTCC stimulates R&D activities, scouting and innovative labs
set-up, promoting knowledge and competence sharing

GO-TO-MARKET, KNOWLEDGE SHARING, MARKETING, NETWORKING, INVESTMENTS OPPORTUNITIES

@ TRAINING AND COLLABORATIONS WITH ACADEMIC INSTITUTIONS

©I()
5B @

RESEARCH OBSERVATORY OPEN INNOVATION &

& FOCUS GROUPS TECH SCOUTING
Our specialist team is We conduct open
equipped to carry out innovation projects for

targeted market brands & retailers: design
research, both thinking workshops,
qualitative and international scouting for
quantitative B2B tech solutions and

POC management

APPLIED RESEARCH &
DEVELOPMENT

Starting from members’
needs, we conduct on-
site and off-site applied
R&D projects, involving
also the universities

o

LABS: INNOVATIVE

SOFTWARE & HAR

DWARE

We currently run two up-

and-running labs;
innovation lab

content
and

heritage & innovation
lab, hosting diverse R&D
and corporate
innovation initiatives
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Opportunity to enter Swiss market

Why ecommerce could be a first step?
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A few economic insights: Switzerland & Italy
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%

SWITZERLAND ITALY
POPULATION 8.7 million 59.1 million
GDP (Gross Domestic Product) S 801 bn. $2,108 bn.
GDP per capita $91,992 S 35,658

10 Source: The World Bank (2021)



Switzerland
is leading

INTERNET USERS PER COUNTRY (2021)
% of population accessing the internet

DACLIRA

E-SHOPPERS PER COUNTRY (2021)

% of internet users buying goods or services online

II.h DO 01. I Norway 100% Netherlands 94%
e Igl q Iceland 100% Norway 92%
° Luxembourg 99% Denmark 92%
Fro n tl er Ireland 99% Sweden 89%
Denmark 99% Ireland 88%
Switzerland I 987 —( 6 ) Iceland 85%
Internet use in Sweden 97% . United Kingdom 84%
Switzerland is more Finland 97% Switzerlond I 847, ——(10)
COHSOIidOTed _I_hOn iﬂ United Kingdom 7% Slovak Republfc 84%
Kosovo 97% Czechia 84%
|TC]|Y Netherlands 95% Luxembourg 82%
Germany 82%
The gap is marked rortvadt 5 rrance 5%
Montenegro 83%
for e-commerce: italy I 827, (32) Austria 68%
Switzerland is among Croatia 82% Portugal 62%
the top 10 countries Greece 9% oy — 97, 29
. Bulgaria 78% Cyprus 59%
in the European Bosnia & H. 7%
territory Albania 73% Albania 38%
Ukraine 65% Montenegro 32%
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Source: Eurostat, Statista, United Nation, Europe e-commerce report 2022




Focusing on e-commerce, private customers spend = CHF
14 billions, including domestic and shipments from abroad

Intangible / Service Pick-up points abroad B2B online
(Travel, Bank, commerce in
Tickets...) Switzerland

CHF 14

BILLIONS

Swiss domestic
purchases & foreign
purchases with delivery
to Switzerland (Private
customers - B2C)

12 Source: GfK Switzerland AG, HANDELSVERBAND.swiss, Schweizerische Post — Jahreserhebung Onlinehandel Schweiz 2022
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Not included
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In 6 years, Swiss e-commerce has nearly doubled. Despite the °/\C" RN
slight decrease in 2022, trend still confirms average growth

E-COMMERCE GROWTH IN SWITZERLAND (2013 - 2022) CAGR - GROWTH RATE
Market volume in billion CHF — physical sold goods (*) (2017 — 2022)
B Domestic - from CH to CH Cross-border - from abroad to CH

TOTAL
14.4 14
DOMESTIC

13.1

12.0
CROSS-BORDER +5%
1.9 2.0 2.0
2017 2018 2019 2020 2021 2022
13 (*) Focus on B2C physical goods - ecommerce transactions for non-physical digital goods (e.g., fravel, intangible goods, banking, tickets) and pickup points abroad are not included ééﬁ%fg';f;ﬁ%’;

Source: GfK Switzerland AG, HANDELSVERBAND.swiss, Swiss Post - Annual Survey Online Trade Switzerland 2022



In 2022, e-commerce represented about 12% of the ™'© *"

total Swiss retail trade: about 20% of the non-food total

Online (E-commerce) @ Non-online

ONLINE TRADE SHARE ONLINE TRADE SHARE - FOOD VS. NON FOOD

% of total Swiss retail trade — Billion CHF % of total Swiss retail trade — Billion CHF

TOT. TRADE VALUE TOT. FOOD TOT. NON-FOOD
CHF 102.7 CHF 44.3 CHF 58.3

LIFESTYLE TECH
14 Source: BfS (Bundesamt fUr Statistik, BAK Economics AG | GfK Switzerland AG, HANDELSVERBAND.swiss, Swiss Post - Annual Survey Online Trade Switzerland 2022 COMPETENCE CENTER



Focus on product categories in Switzerland

Prevalent mixed online / offline buying habits are prevalent

PRODUCT CATEGORIES PURCHASED ONLINE AND OFFLINE

Travel and transportation

Fashion, shoes and accessories
Electronics

Entertainment/ Event fickets
Books, newspapers and magazines
Home furniture & design

Movies, series, and sport

Music

Cosmetics and personal care
Food and beverage (incl coffee)
Financial and insurances

Toys

Education and online courses
Sport equipment

Luxury items (any category)
Household and cleaning products

Pet food and pet care

15 Base: total e-shoppers N=700

Only online

51%

I Both online / offline

(% of respondents)

Only offline

Non-purchaser

50%

55%

28%

29% 13%
40%
40%
38% %
43% 3%
43%
35%
57%
44%
56%

12%
54%

DACLIRA

HIGHLIGHTS

= “Online-only" behaviors

are present on all
categories, most
prevalent on the service
side (e.g., movies, travel),
but also emerging and
growing on product side
(e.g., electronics, toys)

Offline channels should still
be considered if you want
to scale business in
Switzerland
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Online shopping frequency and frequent shoppers

FREQUENCY OF ONLINE PURCHASES
(% of online purchasers)

m Swifzerland mlfaly
30%

26% 27%
22%
18% 18%
13% 13% 12%
8% e

2% 3%
i
Twicea Onceevery Oncea 2-3fimesa Oncea 2-3timesa Oncea
year or less 3-4 months  month month week week day or
more

16 Base: online shoppers in Switzerland, N=700; frequent shoppers, N=265

DACLIRA

Focus on who usually
purchase at least once a
week (frequent shopper)

@& %

CH ITA
Avg. # of
purchases 11 8'2
per month
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Generalist e-commerce platforms are preferred

DACLIRA

channels: some nuances differentiate the two countries

AZ)+ SWITZERLAND
ONLINE PURCHASES BY CHANNEL

(% of online purchasers)

Generalist e-commerce platform _ 70%
(e.g., Galaxus, Microspot) °
Retailer online websites (e.g., _ 57%

Mediamarkt, Migros Online) °

Specilized e-commerce platform _ 48%

(e.g., Zalando) °
erand official website |||l 20%

Second hand platforms _ 36%
Social Networks _ 35%

W mALY

ONLINE PURCHASES BY CHANNEL

(% of online purchasers)

Generalist e-commerce platform _
(e.g., Amazon) 86%
Retailer online websites (e.g., _ 36%
Mediaword, Esselunga) °
Specilized e-commerce platform _ 43%
(e.g., Zalando) °
erand official website [l 24%

Second hand platforms - 28%

Social Networks - 21%
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Higher spending across categories highlights strong online

DACLIRA

purchasing power, with attention on pricing and convenience

18

AVERAGE YEARLY ONLINE SPENDING PER CATEGORY

(€ per category - converted)

m Switzerland mltaly

€1'489
€949
€56O €626 €734
€410
€362 €343 €045
HOME DESIGN FASHION FOOD ELECTRONICS  COSMETICS

Base: e-purchasers of each category in each country

€2'149

€912

TRAVEL

WHY E-COMMERCE?

>60%

of Swiss online
shoppers prefers
e-commerce for
price advantage
and convenience
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Conclusions
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Three main outcomes from today... to be considered along with
Switzerland-specific drivers for go-to-market (e.g., fiscal, logistics)

(9)

In absolute numbers,
Switzerland has a lower
population but higher
propensity to spend

20
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o

High penetration of
digital channels and
e-commerce

I
"9’

Swiss e-commerce
consumer has much
higher spending on
different categories of
goods, considering
price & convenience

LIFESTYLE TECH
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With LTCC experience, network and partners, we can
support lifestyle brands and retailers’ go-to-market
providing...

MARKET ANALYSIS
AND INSIGHTS

(8 new researches
to be published)

FEASIBILITY STUDY &
GO-TO-MARKET
SCENARIOS
(e.g., operatfing
model, channels,
logistics)

TAX, LEGAL, AND
REGULATION
SUPPORT

(e.g., obligations,

privacy)

CULTURE,
MARKETING AND
BRANDING
INSIGHTS FOR
LOCALIZATION

m LIFESTYLE TECH
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WOULD YOU LIKE TO
DISCUSS MORE ABOUT
GO-TO-MARKET IN
SWITZERLAND?

@l Andrea Lentini

* 1 Senior Innovation Manager

, andrea.lentini@lttc.ch

Linked in
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Attachementis

LIFESTYLE TECH
23 COMPETENCE CENTER



Product categories purchased online and offline

46%

72% 3%

Travel and transportation 14%

Fashion, shoes and accessories | 6%

Electronics 21% 56% 7%

Cosmetics and personal care | 5% 61% 4%

Home furniture & design = 7%

54%

15%

Books, newspapers and magazines

18%

23%

48% 8%

Streaming movies, series, and sport 40%

Food and beverage (incl coffee) 19 54%

%

R

42% 8%

Entertainment/ Event tickets 35%

Household and cleaning products | 5%

Financial and insurances 26% 3%
Music streaming 33% 8% 56%
Pet food and pef core IR
sport equipment - [I0% 4%
Education and online courses 22% 63%
Luxury items (any category) 5% 64%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
only online m®mboth monly offline non purchaser

Looking at the list, please indicate whether you purchased any item of this category online, offline, in both channels, or if you did not buy
24 any of these items in the past year, no matter if online or offline.
Base: N=1003

DACLIRA

Prevalence is for overlap of
both online and offline for
most categories, showing a
diffused behavior of mixed
purchasing habits, with no
partficular evidence based on
product category purchased.

Considering products
purchased “only online” and
“both online and offline”,
Travel and Transportation,
Fashion, Electronics, and
Cosmetics are the top
choices, directly followed by
Design & Furniture products.

In Travel, Events, Sport
Equipment, and Toys the level
of offline only became very
limited.
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Online shopping frequency: ITA vs CH

ONLINE SHOPPING FREQUENCY BY GENERATION
Pro capita average number of orders per month

Baby Boomers Gen X Millennials GenlZ TOTAL

Y o ©

& O

SWITZERLAND
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Swiss E-Purchasers lead the way: higher spending across

DACLIRA

categories highlights strong online purchasing power

AVERAGE YEARLY ONLINE SPENDING PER CATEGORY

(€ per category - converted)

m Switzerland mltaly

€1'489
€949
e €704 €626 €734
€410
HOME DESIGN FASHION FOOD ELECTRONICS COSMETICS

26 Base: e-purchasers of each category in each country

€2'149

€912

TRAVEL
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Among the reasons to prefer online shopping in RACEIRA

Switzerland, price advantage and convenience rank first

REASONS TO PREFER ONLINE SHOPPING IN SWITZERLAND
(% of online shoppers)

63% oz

50% 47%
HEn
B = =

Net Price Convenience | Unavailability Wider choice  Possibility to choose Reviews & Product
Advantage nearby delivery methods & info
fiming

27 (*) The state of being able to proceed with something without difficulty géﬂ%?gtf;ﬁ%’;



Would you like to find out more about Swiss online shopping
behavior and key insights for an effective go-to-market?

LTCC RESEARCH OBSERVATORY — RESEARCHES POWERED BY DAGORA

DIGITAL
CONSUMER
BEHAVIOR ITA

MAY
18

28

DIGITAL
CONSUMER
BEHAVIOR CH

MAY
26

DESIGN &
FURNITURE

JUN
12

ELECTRONICS

JUL
é

TRAVEL

SER
5}

COSMETICS

NS
28

FASHION

OCT
26
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