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1. Context and introduction 

This deliverable is the second deliverable of Task 3 “Scenario building” for the Retail Ecosystem in 2040. 
This study contributes to providing a better understanding on the potential drivers and barriers for the 
different types of operators in the retail ecosystem with retailers, wholesalers and retail experts. 

The survey was sent out to a combination of participants of the Delphi and to identified stakeholders 
such as online and offline traders, online platforms, as well as broader value chain actors. Large and 
small companies were addressed. The survey was translated into nine languages: English, French, 
German, Dutch, Spanish, Italian, Lithuanian, Romanian, and Finnish. 

The survey was open from March to April 2022 - thus during the intermediate post-COVID-19 period 
where short-term effects had been observed clearly. Furthermore, 2022 is in the midst of the EU’s 
move towards a greener and more digital economy, e.g., Digital Europe, Green Deal. Yet, these political 
ambitious were challenged by the uncertainties on the energy markets due to the war in the Ukraine.  

Despite being widely distributed in several European countries, the survey suffers from a low response 
rate which the reader must carefully take into account. Yet, we imply that overall, the respondents 
making the effort to answer, provide a representative and widely shared view. However further 
research would be needed to validate this implication. To corroborate the findings, the survey results 
were triangulated with the stakeholders’ inputs from the various workshops and interviews during the 
study.  
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2. Survey results 

2.1. Who answered?  

The survey was open from the 4th of March 2022 to the 18th of April 2022. 124 responses from 16 
different countries were collected. The repartition of the respondents was as following: 54 companies, 
46 business branches and representative organisations, and 24 other responses (academia, 
governments, …). It is worthwhile noting that a significant part of the respondents originated from 
Spain and Belgium1. The great discrepancy between the number of the geographical origins of 
respondents as well as the low response rate does not allow to make a breakdown analysis based on 
the geographical origins of the respondents.  

Figure 1: Geographical distribution of respondents 

 
Source: IDEA Consult, Retail 2040 survey 

Figure 2: Type of organisation of the respondents 

 
Source: IDEA Consult, Retail 2040 survey 

 

 

 

 
1 36 respondents originated from Spain and 34 respondents originated from Belgium 
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Companies 
A majority of the companies were micro-enterprises and small enterprises. They mainly operate in 
retail and physical stores or via online shops. Enterprises selling food products amounted to 22% of 
the respondents, followed by pharmaceutical shops, and health and beauty products sellers.  

Figure 3: Main segment of operation 

 
Source: IDEA Consult, Retail 2040 survey 

Figure 4: Main channel(s) used by companies for selling goods and services 

 
Source: IDEA Consult, Retail 2040 survey 

Figure 5: Main goods and/or services sold by companies 

 
Source: IDEA Consult, Retail 2040 survey 
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2.2.  Overview of responses and main findings 

2.2.1.  Covid-19 impact 

In this section, we analysed the impact of COVID-19 on the companies’ activities. We first analysed 
how the shock impacted employment, investment volume, profitability, and the turnover of for all 
companies. In a second step, we applied a breakdown by the type of goods and services sold as well 
as the main channel(s) used by companies. We cross-checked COVID-19 data with companies’ digital 
solution investments and “green” investments in the past 5 years. The objective was to seize the role 
played by those kinds of investments in digital and “green” in the mitigation of the COVID-19 shock. 

 

Companies 

Figure 6: Impact of COVID-19 on companies' activities 

 
Source: IDEA Consult, Retail 2040 survey 

 

The COVID-19 shock had a global negative impact on all selected performance indicators (i.e., 
employment, investment volume, profitability, and turnover). Yet, the employment and the 
investment volume were less affected while profitability and turnover were more severely hit as shown 
in Figure 6.  

In terms of employment, almost half of the respondents (45%) encountered no change while almost 
one third (27%) saw a decrease in employment. More variability can be seen in terms of investments: 
about one third (26%) faced no change while one third faced a decline (36%) and another third 
increased investments (32%). This polarised effect can be seen more pronounced for profitability and 
turnover.  

Applying a breakdown by the type of goods and services sold by companies provides further insights: 
companies selling food products were better off compared to the other sectors. Unsurprisingly, 
companies selling non-essential goods were more affected by the shock. These findings are based on 
a low number of responses and thus should be treated with caution, yet, it confirms insights from other 
consumer surveys conducted within the 2020-2022 period.  
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Figure 7: Breakdown of the impact of COVID-19 on companies’ activities depending on the type of 
goods and services sold by companies 

 
Source: IDEA Consult, Retail 2040 survey 

Legend: The length of the bars and the colours represent the type of effects. The longer and greener the bar, the more positive the effect. 
The shorter and darker red the bar, the more negative the effect on the indicator. A blue bar indicates no change. 
 

Figure 8: Breakdown of the impact of COVID-19 on companies’ activities depending on the main 
channel(s) they use for selling goods and products 

 
Source: IDEA Consult, Retail 2040 survey 

Legend: The length of the bars and the colours represent the type of effects. The longer and greener the bar, the more positive the effect. 
The shorter and darker red the bar, the more negative the effect on the indicator. A blue bar indicates no change. 
 

The breakdown by main channels used for selling goods and services shows that companies relying on 
online platforms such as Amazon or Zalando had less negative impacts and were better off. Relying on 
an own website provided for less well results, except for the investment volume. Companies relying 
only on physical stores or direct selling (at customers’ places) were hit hardest among the channel 
options. 

When we cross-analyse the COVID-19 impact data with data on companies’ investment decisions in 
digital solutions, we obtain a new perspective (see Figure 9). Companies that invested in digital 
solutions related to logistics prior to the crisis experienced a positive impact with the COVID-19 
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breakout. This is also the case for companies that invested in digital solutions related to sales, supply 
chain management, and procurement and, to a lesser extent for marketing and communication. 
Conversely, companies that did not invest in the aforementioned digital solutions were negatively 
impacted by the shock. Digital investments in finance and accounting – thus internal process-oriented 
areas - did not help companies to cope with the shock.  

Figure 9: Breakdown of the impact of COVID-19 on companies’ activities depending on the type of 
investment in digital solutions during the past 5 years 

 
Source: IDEA Consult, Retail 2040 survey 

Legend: The length of the bars and the colours represent the type of effects. The longer and greener the bar, the more positive the effect. 
The shorter and darker red the bar, the more negative the effect on the indicator. A blue bar indicates no change. 
 

Can similar effects be seen for prior investments in green solutions? Figure 10 indicates a different 
picture: prior investments in sustainable logistics appear to be paramount for enterprises to cope with 
the COVID-19 shock. Also, investments in supply chain management and procurement of green 
solutions tend to have positive impacts. As with the analysis conducted on digital solutions 
investments, companies that did not invest in any of the sustainable solutions suffered negative 
impacts in all the economic indicators mentioned.  
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Figure 10: Breakdown of the impact of COVID-19 on companies’ activities depending on the type of 
investment/adoption in “green” solutions during the past 5 years 

 
Source: IDEA Consult, Retail 2040 survey 

Legend: The length of the bars and the colours represent the type of effects. The longer and greener the bar, the more positive the effect. 
The shorter and darker red the bar, the more negative the effect on the indicator. A blue bar indicates no change. 

 

In terms of the financial expectations for 2023, the sector is by and large polarised: 42% have a 
pessimistic and 50% a more optimistic expectation (Figure 11). 

Figure 11: Companies’ financial performance expectation in 2023 

 
Source: IDEA Consult, Retail 2040 survey 

Asked about the long-term impacts of COVID-19 pandemic, companies tend to be rather positive. 
Interesting to note that the pandemic seems to affect the resilience of companies positively: 50% 
expect an improvement on their adoption of digital solutions. Among this share, 19% expect a strong 
improvement. But also in the ability to adapt to new challenges, 55% indicate an improvement. On the 
other hand, there are also more negative trends, namely in the innovation uptake, where only 41% 
see an improvement versus 48% who see a deterioration. The collaboration in the value chain seems 
to be hampered in the longer run for 55% versus 39% who see an improvement. It also seems that 
digital slightly wins over green: the ability to adopt green solutions is slightly more pessimistic (52%) 
than for the adoption of digital solutions (35%).  
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Figure 12: Expected long-term impacts  

 
Source: IDEA Consult, Retail 2040 survey 

 

Organisations 
This part treats the same questions as above but analyses the responding organisations and experts. 
Organisations point to an overall negative effect of COVID-19 which is even more pronounced than by 
companies. Regarding financial expectations, organisations and experts are more pessimistic than 
companies. Yet, organisations also tend to assess positively the long-term impacts of COVID-19. 

Figure 13 : Impact of COVID-19 on companies' activities evaluated by organisations members and 
experts. 

 
Source: IDEA Consult, Retail 2040 survey 

2.2.2. Digitalisation 

In this section, we analyse the views on digitalisation of companies and organisations. 

 

Companies 
Figure 14 depicts the main areas in which companies invested in digital solutions during the past 5 
years. It appears that sales, marketing, and communication were the most important areas of digital 
investments. Logistics and customer support investments follow closely. We recall that investments in 
logistics played an important mitigating role in the impact of COVID on the activity of retailers (see 
Figure 9). 
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Figure 14: Areas in which companies invested in digital solutions during the past 5 years 

 
Source: IDEA Consult, Retail 2040 survey 

 

The main reasons given by companies for investing in digital technology are ‘to be more competitive’ 
and ‘to embrace new business opportunities’. ‘Keeping pace with technological progress’ and 
‘improving company management’ are also considered good reasons for investing in digital 
technologies. Furthermore, there is globally an important adoption rate of digital solutions in the next 
5 years (except for experimental and interactive retail and IoT application) (see Annex).   

The main barriers and concerns that prevent the adoption of digital solutions mentioned by companies 
are the ‘difficulty to make the investment pay off’ (risk of finding no profitable business case) and the 
‘lack of financial means’. An internal lack of skills and knowledge regarding digital solutions also plays 
an important role in preventing the adoption of digital solutions. 

Figure 15: Concerns and barriers preventing the adoption of digital solutions  

 
Source: IDEA Consult, Retail 2040 survey 
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Organisations 
Similar to companies, retail organisation members and experts selected marketing and sales in the top 
3 areas in which companies invested in terms of digital solutions during the past 5 years. The main 
reasons stated were to ‘embrace new opportunities’ and ‘COVID-19’. As well as companies, 
organisations ranked the ‘need to be more competitive’ as a valuable reason to invest in digital 
solutions. Organisations are more positive than companies concerning the adoption of digital solutions 
in the next 5 years. Especially for marketing through social media and digital sales platform solutions 
(own or third-party) (see Annex).  

Figure 16: Areas in which companies invested in digital solutions during the past 5 years 

 

 

Asking organisations about the main barriers and concerns encountered by companies in the adoption 
of digital solutions, they point to the same aspect as the companies themselves: the lack of financial 
means and the lack of internal knowledge and expertise come first, followed by the difficulty to make 
the investment pay-off.  

Figure 17: Concerns and barriers that prevent the adoption of digital solutions among companies 
according to organisations 

 
Source: IDEA Consult, Retail 2040 survey 
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2.2.3. Greening the economy 

In the following section, we looked at companies’ behaviour regarding green solutions in the same way 
we did for digital solutions. The first part compiles companies’ answers and the second part gathers 
organisations’ views on the adoption of sustainable solutions of companies. 

 

Companies 
Figure 18 provides an overview of the areas in which companies invested in environmental (“green”) 
solutions in the past 5 years. Nearly 60% of companies indicated they invested in the sale of 
sustainable products and services. Sustainable material management (avoiding waste, reduction, 
reuse, repair, recycling, recovery, take-back mechanisms, …) comes second.  

Figure 18: Areas in which companies invested in environmental (“green”) solutions in the past 5 years 

 
Source: IDEA Consult, Retail 2040 survey 

 

The main reasons mentioned by companies to invest in green solutions are their environmental 
concerns and the changing market preferences of consumers regarding environmental-friendly 
products or services. Suppliers that offer more green solutions are also mentioned as playing an 
important role in the decision to invest in green solutions. 

Besides, there is globally a good adoption rate of green solutions in the next 5 years. Especially for 
sustainable material management, improvements in energy efficiency and greenhouse gas emission 
reduction, and selling green products and services (e.g. eco-labelled products, eco-certified). Green 
finance and banking and product service systems (charging for the service of the product, without 
selling the ownership rights) are however the exception. In general, companies consider the adoption 
of these solutions unlikely. 

As for digital solutions, the main barriers that prevent companies to invest in green solutions is the 
difficulty to make investments pay off and find profitable business cases (half of the respondents 
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mentioned it as a barrier). Adjustment and adaptation of the current business model and lack of 
financial means are also both reasons that hinder the adoption of green solutions among companies.  

Figure 19: Concerns and barriers that prevent the adoption of green solutions  

 
Source: IDEA Consult, Retail 2040 survey 

 

Organisations 
According to the organisations and experts, companies invested mostly in sustainable material 
management and marketing of sustainable products and services during the last 5 years. Investments 
in the sale of sustainable products and services come in third place. This ranking more or less 
corresponds to that established by the companies themselves. 

Figure 20: Key areas for prior green investments 

 
Source: IDEA Consult, Retail 2040 survey 
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65% of organisations and experts mentioned market preferences (changing customer preferences) as 
the main reasons for companies to invest in green solutions. Environmental concerns, company 
reputation, and regulatory and legal requirements also play an important role in the investment 
decision of companies in green solutions.  

Organisations and experts found that there will globally be a good adoption rate of green solutions in 
the next 5 years (especially for sustainable material management and the promotion of green and 
sustainable products. They are less convinced by the adoption of product service systems (charging 
for the service of the product, without selling the ownership rights) among companies. 

Finally, organisations and experts elected the difficulty to make the investment pay off as the first 
reason for companies that could prevent them to adopt green solutions. The lack of financial means 
and the lack of knowledge and expertise are also considered important barriers to the adoption of 
green solutions.  

Figure 21: Concerns and barriers that prevent the adoption of green solutions among companies 
according to organisations and experts 

 
Source: IDEA Consult, Retail 2040 survey 
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2.2.4. Policy options 

In this section we asked companies, organisations and experts which issues should be given priority in 
the policies developed by the European Commission. This section provides us with relevant 
information, recommending most appropriate policies to support the retail ecosystem of the future.  

Companies 

Figure 22: Preferred policy topics  

 
Source: IDEA Consult, Retail 2040 survey 

 

Figure 22 indicates that, according to companies, the European Commission should develop policies 
to revitalise the ecosystem in which companies are operating, for Member States, regions or cities . 
Supporting the uptake of digital solutions by businesses in the ecosystem comes in second place. 

 

Organisations 
Here we allowed organisations and experts to express their views in more detail on the issues that 
should be prioritised by the European Commission in its future policy development. For each issue 
proposed, organisations and experts could elicit precise concrete actions to be undertaken.  

Figure 23: Policy priorities  

 
Source: IDEA Consult, Retail 2040 survey 
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As for companies, revitalising the retail ecosystem was given priority among the other issues. Making 
the EU business environment more attractive and favourable for companies operating in the retail 
ecosystem came in second position.  

Organisations and experts chose “promoting a level playing field and fair competition between all 
players in the ecosystem at EU-level” as the most relevant action to be taken for revitalising the retail 
ecosystem. “Stimulating investment” was also pointed out.  

For "Supporting the uptake of digital solutions by businesses in your ecosystem” organisations and 
experts elected “supporting development of skills needed for the digital transition of the retail 
ecosystem” as the most appropriate way to tackle it. “Developing schemes to help SMEs to digitalise 
and operate omnichannel” came in second place.  

For more details, please see the annex containing the complete stakeholder survey with detailed 
answers from the respondents. 
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3. Concluding remarks 

This stakeholder survey provides us with important insights into the retail ecosystem. Despite the low 
response rate (particularly for the actors of the retail ecosystem other than retailers), we are able to 
draw conclusions that can be used in the next steps of the study. 

First, the average impact of COVID-19 tends to be neutral for companies. However, there is a 
polarisation between companies. For some of them, COVID-19 had positive effects on their activities 
while others were negatively affected. This is especially true for the food retail sector which has been 
better off with the crisis. Fortunately, employment remained almost non-affected.  It also appears that 
retail online platforms played a significant role for companies that did well during the crisis. 
Conversely, companies that mainly relied on physical stores and direct selling (at customers’ or market 
places) were more severely impacted.  

When we look at the type of investment in digital solutions made by companies during the last 5 years 
and we cross-analyse the data with the COVID-19 impacts on key performance indicators, it appears 
that investments in digital logistics, digital sales and, supply management were particularly helpful. 
The same exercise conducted on the type of investment/adoption in “green” solutions during the past 
5 years tells us that sustainable logistics has also played an important role for companies to deal with 
the crisis. Furthermore, companies and organisations alike agree that financial expectations tend to be 
slightly positive for companies' activities. 

Moreover, there is globally an important adoption rate of digital solutions in the next 5 years. The main 
barriers that could prevent this trend are the difficulty to make investment pay off and the lack of 
financial means. An internal lack of skills and knowledge is also a barrier. In the same way, companies 
and organisations agree that there will be a good adoption rate of green solutions in the coming years. 
Once again, the difficulty to make investment pay off, the lack of financial means, and the lack of 
knowledge and expertise are the main barriers that could prevent the adoption of sustainable solutions 
in the future.  

Finally, the main issues that the EC should consider when developing policies for the retail ecosystem 
are “revitalising the ecosystem in which actors of the retail ecosystem operate, for Member States, 
regions or cities” and “making the EU business environment more attractive and favourable for 
companies”.  
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4. Annex: Survey and responses 

The questionnaire was translated and launched in the following languages: English, French, German, 
Dutch, Spanish, Italian, Lithuanian, Romanian, and Finnish. 

In the following we include the responses using the English version. 
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Respondents

124
51%

Reached end

63

N 124

Response timeline

Week 9 Week 13
0

20

40

60

Count % of responses %

German 5  4%

English 52  42%

Spanish (EU) 35  28%

Finnish 0

French 7  6%

Italian 2  2%

Lithuanian 9  7%

Dutch 14  11%

Romanian 0

Respondent language

Introduction
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N 124

Which is the country your company or organisation is based in?In case you work for a
multinational enterprise please select the country of your main workplace

29%

27%

9%

7%

6%

5%

3%

2%

2%

2%

2%

2%

2%

1%

1%

Spain

Belgium

Ireland

Lithuania

Germany

Portugal

Austria

Greece

Bulgaria

Italy

Netherlands

Poland

Sweden

Republic of Cyprus

France

N 124

Please choose the type of organisation you work for

54

46

24

Enterprise

Business or branch representative organisation

Other, please specify
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Other, please specify Report

University 

Association 

Universiteitsinstelling 

Overheid 

University 

Universiteit 

Comercio minorista sin empleados 

overheid 

service public d'accompagnement aux entreprises 

Universidad 

Valstybinė įstaiga 

Government 

Academic 

Fundacion Privada 

Sutonomo alimentacion para mascotas 

Conercii de proximidad 

Asbl Ville de Bruxelles - Entreprendre / Soutien aux entreprises 

Asociación sectorial 

Manufacturing 

Sector público 

öffentliche Verwaltung 

Overheid 

Internationale organisatie 

Lokaal bestuur 

N 24

Please choose the type of organisation you work for - Other, please specify

Entreprises
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N 50

Please specify the size class of your enterprise

40%

26%

22%

10%

2%

Micro-enterprise (1-9 employees)

Very large enterprise (1000+ employees)

Small enterprise (10-49 employees)

Medium-sized enterprise (50-249 employees)

Large enterprise (250-999 employees)

N 50

Please indicate the main segment of the retail ecosystem that you are mainly operating in

37

7

4

1

1

0

Retail

Wholesale

Producers (manufacturing, agriculture, ...)

Logistics

E-commerce

Warehousing & storage

Producers (manufacturing, agriculture, ...) Report

Household and Personal Care 

FMCG 

lll 

Medical 

N 4

Please indicate the main segment of the retail ecosystem that you are mainly operating in -
Producers (manufacturing, agriculture, ...)

Retail entreprises
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Count % of responses %

Physical stores (''bricks-and-mortar'') 25  56%

Both via physical shop(s) and online 17  38%

Online via the company’s own website 7  16%

Direct selling (at customers’ or market places) 7  16%

Online via e-commerce platforms (e.g. Amazon, Zalando, Otto,... ) 4  9%

Other, please specify 2  4%

N 45

Please indicate the main channel(s) you use for selling goods and services

Other, please specify Report

Agencia 

Anti-BigTech 

N 2

Please indicate the main channel(s) you use for selling goods and services - Other, please
specify

N 45

Please indicate your company’s main goods and/or services

10

7

6

6

5

4

3

2

1

1

Food

Pharmaceuticals, vitamins, dietary supplements

Health and beauty

Other, please specify

Electronic appliances

Apparel and footwear

Toys and games

Leisure and personal goods

Optical goods

Gardening tools and materials
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Other, please specify Report

Regalos bebes y personalizados / mercería / servicios: experiencias de costura 

Statybinės medžiagos, autodelaės, kanceliarinės prekės,indai,vazonai, pjūklai, žoliapjovės 

MERCERIA 

Libreria, merchandising 

Servicios de asesoramiento 

All of the above, by indigenous retailers 

N 6

Please indicate your company’s main goods and/or services - Other, please specify

Post-COVID-19 threats and opportunities [6 questio

Average Count % of responses

What impact, if any, has COVID-19 had on the company’s employment of people in comparison with the pre-
COVID-19 period?

47% 38 11% 16% 45% 16%5%8%

What impact, if any, has COVID-19 had on the company’s investment volume in comparison with the pre-COVID-19
period?

47% 38 18% 18% 26% 21% 11%5%

What impact, if any, has COVID-19 had on the company’s profitability in comparison with the pre-COVID-19 period? 46% 38 13% 32% 13% 26% 8%8%

What impact, if any, has COVID-19 had on your company’s turnover in comparison with the pre-COVID-19 period? 44% 38 24% 24% 8% 24% 13%8%

Severe decline Moderate decline No change Moderate increase Strong increase I don’t know (yet)

N

What impact, if any, has COVID-19 had on the company’s employment of people in comparison with the pre-COVID-19 period? 38

What impact, if any, has COVID-19 had on the company’s investment volume in comparison with the pre-COVID-19 period? 38

What impact, if any, has COVID-19 had on the company’s profitability in comparison with the pre-COVID-19 period? 38

What impact, if any, has COVID-19 had on your company’s turnover in comparison with the pre-COVID-19 period? 38

Please indicate to what extent Covid-19 impacted your company until now (early 2022)
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What impact, if any, has COVID-
19 had on your company’s

turnover in comparison with the
pre-COVID-19 period?

What impact, if any, has COVID-19
had on the company’s investment

volume in comparison with the
pre-COVID-19 period?

What impact, if any, has COVID-19
had on the company’s employment

of people in comparison with the
pre-COVID-19 period?

What impact, if any, has COVID-
19 had on the company’s

profitability in comparison with
the pre-COVID-19 period?

Food     

Apparel and
footwear

    

Electronic
appliances

    

Health and
beauty

    

Pharmaceuticals,
vitamins, dietary
supplements

    

Optical goods     

Gardening tools
and materials

    

Leisure and
personal goods

    

Toys and games     

Other, please
specify

    

N 38

Please indicate to what extent Covid-19 impacted your company until now (early 2022)
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What impact, if any, has COVID-
19 had on your company’s

turnover in comparison with the
pre-COVID-19 period?

What impact, if any, has COVID-19
had on the company’s investment

volume in comparison with the
pre-COVID-19 period?

What impact, if any, has COVID-19
had on the company’s employment

of people in comparison with the
pre-COVID-19 period?

What impact, if any, has COVID-
19 had on the company’s

profitability in comparison with
the pre-COVID-19 period?

Physical stores
(''bricks-and-
mortar'')

    

Online via the
company’s own
website

    

Online via e-
commerce
platforms (e.g.
Amazon,
Zalando, Otto,...
)

    

Both via physical
shop(s) and
online

    

Direct selling (at
customers’ or
market places)

    

Other, please
specify

    

N 38

Please indicate to what extent Covid-19 impacted your company until now (early 2022)

What impact, if any, has COVID-
19 had on your company’s

turnover in comparison with the
pre-COVID-19 period?

What impact, if any, has COVID-19
had on the company’s investment

volume in comparison with the pre-
COVID-19 period?

What impact, if any, has COVID-19
had on the company’s employment

of people in comparison with the
pre-COVID-19 period?

What impact, if any, has COVID-
19 had on the company’s

profitability in comparison with
the pre-COVID-19 period?

Sales     

Marketing     

Customer
support

    

Communication     

Finance and
accounting

    

Supply chain
management
and
procurement

    

Logistics     

Product and
service
development

    

None of the
above

    

N 34

Please indicate to what extent Covid-19 impacted your company until now (early 2022)
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What impact, if any, has
COVID-19 had on your
company’s turnover in

comparison with the pre-
COVID-19 period?

What impact, if any, has
COVID-19 had on the

company’s investment volume
in comparison with the pre-

COVID-19 period?

What impact, if any, has COVID-
19 had on the company’s
employment of people in

comparison with the pre-COVID-
19 period?

What impact, if any, has
COVID-19 had on the

company’s profitability in
comparison with the pre-

COVID-19 period?

Sale of sustainable products
and services

    

Marketing of sustainable
products and services

    

Development of sustainable
products and services

    

Pilot project with a circular or
green business model

    

Sustainable material
management (avoiding waste,
reduction, reuse, repair,
recycling, recovery, take-back
mechanisms, …)

    

Sustainable supply chain
management and procurement

    

Sustainable logistics     

Improvements of energy
efficiency and greenhouse gas
emission reduction

    

Increase in using renewable
energy

    

Green finance and banking     

Green certificates, ecolabels,
(e.g. 14001, Global Reporting
Initiative, …)

    

Other, please specify     

None of the above     

N 29

Please indicate to what extent Covid-19 impacted your company until now (early 2022)

Average Count % of responses

What are your expectations about the company’s financial performance in 2023 ? 54% 38 5% 37% 39% 11% 8%

Very pessimistic Somewhat pessimistic Somewhat optimistic Very optimistic I don't know (yet)

N 38

What is your expectation of the financial performance of your company in 2023

Covid futre impact
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Average Count % of responses

Ability to adopt digital solutions 65% 36 14% 31% 31% 19% 6%

Development of new products and service 64% 36 8% 28% 44% 11%6%

Ability to adapt to new challenges and trend 63% 36 8% 28% 47% 8%6%

Innovation uptake 61% 36 6% 42% 33% 8% 8%

Access to new markets / sales channels / business models 60% 36 17% 36% 28% 14% 6%

Collaboration with suppliers, clients and other companies in the value chain 60% 36 11% 44% 28% 11%6%

Ability to adopt sustainable solutions 60% 36 14% 36% 33% 8% 8%

Severely deteriorated Moderately deteriorated Stayed the same Moderately improved Strongly improved I don't know (yet)

N 36

What will be the long-term impacts (more than 3 years) of the COVID-19 pandemic on the
following aspects of your company?

Other long term impact, please specify

N 6

Other long term impact, please specify

Other long term impact, please specify Report

Ukraina war will affect us maybe more with inflation, exchange rates,
lack of products.



posibles problemas en la cadena de suministros 

... 

Incrementos energía y materia prima 

Disminución de productos por tema subida precios 

NO 

N 6

Other long term impact, please specify

Adoption and absorption of digital solutions
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Count % of responses %

Sales 16  47%

Marketing 15  44%

Communication 12  35%

Logistics 9  26%

Customer support 8  24%

Supply chain management and procurement 6  18%

None of the above 5  15%

Product and service development 4  12%

Finance and accounting 3  9%

Other, please specify 0

N 34

In which areas did your company invest in digital solutions during the past 5 years? Please
indicate the 3 most important ones

No data found

In which areas did your company invest in digital solutions during the past 5 years? Please
indicate the 3 most important ones - Other, please specify
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Count % of responses %

To be more competitive 21  62%

To embrace new business opportunities 18  53%

To keep pace with technological progress 12  35%

To improve company management 11  32%

Due to the demand of customers 8  24%

To improve profitability and shareholder value 4  12%

None of the above 4  12%

Due to new skills and knowledge of employees 3  9%

To increase energy efficiency 2  6%

To improve circularity 2  6%

Due to the Covid-19 pandemic 1  3%

Other, please specify 1  3%

Due to enabling financial conditions, 0

Due to the demand of suppliers 0

N 34

What are the main reasons for investing in digital solutions? Please indicate the 3 most
important ones

Other, please specify Report

Support LOcal retailers, To protect my towncentre vitality. 

N 1

What are the main reasons for investing in digital solutions? Please indicate the 3 most
important ones - Other, please specify

Future digital
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Average Count % of responses

Digital sales platform (own or third-party) 62% 31 10% 19% 35% 23% 13%

Local platforms (platform of local businesses organising their delivery together) 56% 31 10% 26% 32% 16% 16%

Ambient embeddedness (the integration of processes, products and communications into customers’ routines e.g.
for omnichannel retail)

60% 31 10%16% 42% 13% 19%

Experimental and interactive retail (virtual trial rooms, chatbots for customer support, behavioural analytics, ….) 47% 31 23% 19% 29% 13% 16%

Improving personalised customer experiences 68% 31 10%13% 42% 29% 6%

Marketing through social media 69% 31 13%10% 35% 35% 6%

Data analytics (demand prediction, price optimisation, trend forecasting, customer identification, …) 62% 31 10% 23% 32% 26% 10%

Internet of Things applications such as robots, smart shelves, automated checkouts, in-store layout optimisation, … 45% 31 29% 16% 35% 10%10%

Extremely unlikely Unlikely Likely Very likely I don't know (yet)

N 31

How likely is your company to adopt the following digital solutions in the next 5 years?

N 4

Other long term impact, please specify

unnecessary

Other long term impact, please specify Report

posibilidades de telemedicina 

... 

Mejora personal 

Fuel costs - unnecessary travel, unnecessary physical searching 

N 4

Other long term impact, please specify
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Count % of responses %

Difficulty to make the investment pay off – risk of finding no profitable business case 15  48%

Lack of financial means 10  32%

Difficulty to adjust or adapt the current business model 9  29%

Lack of internal knowledge and/or expertise 9  29%

Lack of available skills among employees 9  29%

Strong competition from other players 8  26%

Administrative burdens from complying with laws, standards and regulations 6  19%

Lack of time to implement digital solutions 5  16%

Lack of external support (e.g., by chambers of commerce or sectoral associations) 4  13%

Cybersecurity risks 2  6%

Incompatibility of existing systems used 2  6%

Regulatory barriers 1  3%

None of the above 1  3%

Other, please specify 0

N 31

Among the following concerns and barriers that prevent the adoption of digital solutions,
which ones do you consider as most important? Please indicate the 3 most important ones

No data found

Among the following concerns and barriers that prevent the adoption of digital solutions,
which ones do you consider as most important? Please indicate the 3 most important ones -
Other, please specify

Adoption and absorption of green solutions
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Count % of responses %

Sale of sustainable products and services 17  59%

Sustainable material management (avoiding waste, reduction, reuse, repair, recycling, recovery, take-back
mechanisms, …)

11  38%

Marketing of sustainable products and services 8  28%

Sustainable supply chain management and procurement 6  21%

Improvements of energy efficiency and greenhouse gas emission reduction 6  21%

Development of sustainable products and services 5  17%

Increase in using renewable energy 4  14%

Pilot project with a circular or green business model 3  10%

None of the above 3  10%

Sustainable logistics 2  7%

Green finance and banking 1  3%

Green certificates, ecolabels, (e.g. 14001, Global Reporting Initiative, …) 1  3%

Other, please specify 1  3%

Full implementation of a circular or green business model 0

N 29

In the past 5 years, did your company adopt or invest in environmental (“green”) solutions?
Please indicate the 3 most important areas for your company

Other, please specify Report

all of the above 

N 1

In the past 5 years, did your company adopt or invest in environmental (“green”) solutions?
Please indicate the 3 most important areas for your company - Other, please specify
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Count % of responses %

Environmental concerns (lower environmental impact, increased circularity, reduced emissions, ..) 16  55%

Market preferences:changing customer preferences 13  45%

Suppliers offer (more) green solutions 9  31%

Company reputation 8  28%

New business opportunities, entering a new market segment 7  24%

Improve financial viability (lowering costs, increasing profitability, reducing risks, …) 6  21%

Regulatory and legal requirements 5  17%

Access to and optimisation of material resources 4  14%

None of the above 3  10%

Due to new available digital solutions that make it easier to implement (Internet of Things, AI, robotics, big data, …) 2  7%

Other, please specify 0

N 29

What are the main reasons for investing in green solutions?Please indicate the 3 most
important reasons for you

No data found

What are the main reasons for investing in green solutions?Please indicate the 3 most
important reasons for you - Other, please specify

Future green solutions
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Average Count % of responses

Sustainable material management (avoiding waste, reduction, reuse, repair, recycling, recovery, take-back
mechanisms, reducing packaging waste …)

77% 28 11% 50% 29% 11%

Improvements of energy efficiency and greenhouse gas emission reduction (more energy efficient heating and
cooling systems, insulation, ….)

76% 28 7% 50% 18% 25%

Selling green products and services (e.g. eco-labelled products, eco-certified) 75% 28 11% 57% 21% 11%

Promotion of green and sustainable products (marketing, advertising, …) 69% 28 7%11% 54% 21% 7%

Increase in using renewable energy (wind, solar, industrial symbiosis, geothermal, hydro, ..) 63% 28 4% 21% 32% 18% 25%

Sustainable supply chain management and procurement 63% 28 4%18% 50% 7% 21%

Sustainable logistics (e.g. green last mile delivery, 3PL {{tooltip "" "A 3PL (third-party logistics) provider offers
outsourced logistics services, which encompass anything that involves management of one or more facets of
procurement and fulfillment activities. In business, 3PL has a broad meaning

62% 28 4%18% 36% 11% 32%

Pilot project with a circular or green business model (eg. piloting projects) 61% 28 14%11% 39% 18% 18%

Green certificates, ecolabels, (e.g. ISO 14001, Global Reporting Initiative, …) 56% 28 4% 29% 25% 14% 29%

Fully implementing a circular or green business model (eg. Farm-to-Fork, improving energy and material efficiency,
….)

51% 28 18% 14% 39% 7% 21%

Green finance and banking 43% 28 39% 21% 39%

Product service systems (charging for the service of the product, without selling the ownership rights) 39% 28 21% 14% 29% 36%

Extremely unlikely Unlikely Likely Very likely I don’t know (yet)

N 28

How likely is your company to adopt the following green solutions in the next 5 years?
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Count % of responses %

Difficulty to make the investment pay off – risk of finding no profitable business case 14  50%

Adjustment and adaptation of the current business model 10  36%

Lack of financial means 10  36%

Lack of support (from sectoral associations, government programmes …) 8  29%

Lack of knowledge and expertise 7  25%

Administrative burdens from complying with laws, standards and regulations 7  25%

Incompatibility with existing operating systems used 4  14%

Lack of time to implement green solutions 4  14%

Strong competition from other players 3  11%

Regulatory barriers 3  11%

Lack of available skills among the employees 2  7%

Other, please specify 1  4%

None of the above 1  4%

N 28

Among the following concerns and barriers that prevent the adoption of green solutions,
which ones do you consider as most important? Please indicate the 3 most important ones

Other, please specify Report

Lack of energetic officials in state agencies 

N 1

Among the following concerns and barriers that prevent the adoption of green solutions,
which ones do you consider as most important? Please indicate the 3 most important ones -
Other, please specify

Related policy option
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N 27

In your opinion, which issues should be given priority in the policies developed by the
European Commission? Please rank the policy topics according to their importance (1:
lowest, 4: highest)

30%

26%

24%

20%

Revitalising the ecosystem in which you are operating, for Member
States, regions or cities

Supporting the uptake of digital solutions by businesses in your
ecosystem

Making the EU business environment more attractive and
favourable to companies in your ecosystem

Supporting the uptake of sustainable solutions by businesses in
your ecosystem

N 4

If you think there are other pressing issues, please provide a short explanation below

físicas
regular

tiendas

If you think there are other pressing issues, please provide a short explanation below Report

How to get more sustainable pharmaceuticals? Manufacturing, transports, availability, etc. Today it is a black hole. 

meer acties om dominantie op de markt aan te pakken 

Regular la competencia desleal de venta por internet sin regular con las tiendas físicas de proximidad ( Sansón contra Goliat ) las tiendas físicas luchamos contra
monstruos tecnológicos que juegan sin regulación en precios y ofertas



Zero-Accountability for officials and staff for poor performance 

N 4

If you think there are other pressing issues, please provide a short explanation below

Organisation
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N 64

Please indicate the main segment of the ecosystem you are specialised in

47%

27%

9%

9%

6%

2%

Retailers

Other, please specify

Wholesalers

Producers

E-commerce

Logistics

Warehouse & storage

Other, please specify Report

retail and wholesale 

Gestion de centre-ville 

Academia 

opleiding/kennisverspreiding 

Services that support economic development 

accompagnement aux entreprises 

Educación 

Academia 

Salud 

Service public 

gestion de centre-ville 

Retailers, Wholesales and e-commerce 

ALL. 

Tutti i settori citati 

regulación pública 

overheidsbeleid 

retail, wholesale, ecommerce 

N 17

Please indicate the main segment of the ecosystem you are specialised in - Other, please
specify
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N 64

Please indicate the main goods and/or services of the companies represented by your
organisation or which you are studying.

34%

28%

11%

11%

5%

3%

2%

2%

2%

2%

2%

Multiple types of goods and services

Other, please specify

Food

Pharmaceuticals, vitamins, dietary supplements

Apparel and footwear

Agricultural products and seeds, flowers, plants

Electronic appliances

Health and beauty

Optical goods

Bags and luggage

Sport goods
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Other, please specify Report

Education 

conseil 

opleiding/kennisverspreiding 

cf précédemment 

Enseñanza 

TEaching 

Services publics 

Mix - food, beverages, personal care, household hygiene, apparel, luxury 

gestion de centre-ville 

We represent companies that sells all the goods mentioned 

ALL 

wood based products 

Hardware and Building Materials 

Tutti i beni e servizi citati 

no aplica 

Servicios empresas 

diensten 

all 

N 18

Please indicate the main goods and/or services of the companies represented by your
organisation or which you are studying. - Other, please specify

Post-COVID-19 threats and opportunities

Average Count % of responses

What impact, if any, do you estimate COVID-19 has had on companies’ employment in comparison with the pre-
COVID-19 period?

42% 51 12% 24% 37% 8%6%14%

What impact, if any, do you estimate COVID-19 has had on turnover of companies in your sector in comparison with
the pre-COVID-19 period?

35% 51 24% 33% 6% 18% 6%14%

What impact, if any, do you estimate COVID-19 has had on the companies’ investment volume in comparison with
the pre-COVID-19 period?

33% 51 25% 29% 12% 18% 14%

What impact, if any, do you estimate COVID-19 has had on companies’ profitability in comparison with the pre-
COVID-19 period?

30% 51 25% 31% 12%10%4%18%

Severe decline Moderate decline No change Moderate increase Strong increase I don't know (yet)

N 51

Please indicate to what extent Covid-19 impacted companies until now (early 2022)
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Average Count % of responses

What are your expectations about the companies financial performance in 2023 ? 46% 51 4% 47% 37% 10%

Very pessimistic Somewhat pessimistic Somewhat optimistic Very optimistic I don't know (yet)

N 51

What is your expectation of the financial performance of companies in 2023

future impact covid

Average Count % of responses

Ability to adopt digital solutions 77% 48 6%10% 42% 31% 10%

Ability to adapt to new challenges and trends 72% 48 8% 13% 44% 23% 10%

Development of new products and services 66% 48 10% 15% 46% 13% 15%

Innovation uptake 66% 48 13% 23% 35% 17% 13%

Ability to adopt sustainable solutions 61% 48 19% 15% 38% 8% 21%

Access to new markets / sales channels / business models 61% 48 17% 19% 40% 6% 19%

Collaboration with suppliers, clients and other companies in the value chain 60% 48 10% 33% 33% 8% 13%

Severely deteriorated Moderately deteriorated Stayed the same Moderately improved Strongly improved I don't know (yet)

N 48

What will be the long-term impacts (more than 3 years)  of the COVID-19 pandemic on the
following aspects of companies?

Other long term impact, please specify
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N 10

Other long term impact, please specify

increased
companies

impact consumerscosts

example

hygienesector answers

closed

depends
different

digital

home

hotels

investment

need
non-food

productssales

shut

therefore

Other long term impact, please specify Report

Companies have to invest in the digital and green transition. COVID
accelerated digital, also forcing companies (especially non-food / non-
essential retail) to do so even when they had been reluctant to do so in
the past. Due to increased debt in the sector, the possibility to
investment in for instance sustainability has become less. There is an
investment gap of EUR 115 billion (Commission figure).



nullo 

mindere winstgevendheid van de activiteit zal leiden tot een
verminderde servicegraad voor klanten



Inflation and supply pressure on raw materials 

Disminución sustancial de las ventad 

Long-term impact depends on each sector, as does answers to
question 24 - the beverages sector, for example, was completely shut
down for a period as all bars, restaurants, hotels, tourism was shut.
This had a severe impact on all parameters in Q24, and therefore will
take longer to restore in Q26, and in the next 3 years. However,
household hygiene, for example, had a very different experience, as
sales increased due to the increased focus on hygiene. Personal care
businesses dropped in terms of professional divisions (as hairdressers/
beauticians were closed or limited in their activity), but there was
increased sales online with hair-colour products to use at home, for
example. The questions could give very misleading answers, as there
was not one impact on all companies, but it differed, and also at
different times. When restaurants/ bars/ hotels (HORECA) were closed,
supermarkets and retailers were the only channel available to
consumers, therefore they did very well during the Covid19 crisis, as
everyone became more dependent on them - they were the only route
to market. Their costs went up, in terms of PPE/ hygiene equipment,
but they then demanded those costs be covered by their suppliers, the
producers of the goods - who also had increased costs in factories/
production sites to pay for. The impact is not one-size-fits-all.



baisse de la qualité de service 

It all depends alot of what type of retailer you are: in Sweden the food
industry increased their turnover, while clothes, shoes and some other
non-food products decreased serverly. We do see other long ter
impacts: more consumers find their way to e-commerce and expect
OMNI-challange services. Home delivery and fast logistics are higly
demands, companies need to work on logistic to stay compteitive.
Consumers value new things and services. To know your costumer,
data analytics, are crucial - hence there is a strong need for balance
between innovation and integrity.



Mehr Home- und Mobile Office, weniger Stationärhandel 

beperking assortiment 

N 10

Other long term impact, please specify

Adoption and absorption of digital solutions
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Count % of responses %

Marketing 29  63%

Communication 20  43%

Sales 19  41%

Customer support 17  37%

Supply chain management and procurement 15  33%

Logistics 14  30%

Product and service development 6  13%

Finance and accounting 5  11%

Other, please specify 0

None of the above 0

N 46

In which areas did companies invest in digital solutions during the past 5 years?Please
indicate the 3 most important ones

No data found

In which areas did companies invest in digital solutions during the past 5 years?Please
indicate the 3 most important ones - Other, please specify
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Count % of responses %

To embrace new business opportunities 23  50%

Due to the Covid-19 pandemic 21  46%

To keep pace with technological progress 20  43%

To be more competitive 20  43%

Due to the demand of customers 20  43%

To improve company management 9  20%

To improve profitability and shareholder value 6  13%

To increase energy efficiency 3  7%

To improve circularity 2  4%

Due to new skills and knowledge of employees 1  2%

Due to enabling financial conditions, 0

Due to the demand of suppliers 0

Other, please specify 0

None of the above 0

N 46

What are the main reasons for companies to invest in digital solutions?Please indicate the 3
most important ones

No data found

What are the main reasons for companies to invest in digital solutions?Please indicate the 3
most important ones - Other, please specify
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Average Count % of responses

Marketing through social media 86% 43 5% 30% 56% 7%

Digital sales platform (own or third-party) 82% 43 5% 40% 42% 12%

Data analytics (demand prediction, price optimisation, trend forecasting, customer identification, …) 76% 43 14% 33% 40% 12%

Ambient embeddedness (the integration of processes, products and communications into customers’ routines e.g.
for omnichannel retail)

71% 43 5%14% 37% 28% 16%

Improving personalised customer experiences 70% 43 19% 42% 26% 12%

Local platforms ((platform of local businesses organising their delivery together) 61% 43 5% 23% 49% 12%12%

Experimental and interactive retail (virtual trial rooms, chatbots for customer support, behavioural analytics, ….) 60% 43 33% 40% 16% 9%

Internet of Things applications such as robots, smart shelves, automated checkouts, in-store layout optimisation, … 58% 43 9% 21% 40% 14% 16%

Extremely unlikely Unlikely Likely Very likely I don't know (yet)

N 43

How likely are companies to adopt the following digital solutions in the next 5 years?

N 2

Other, please specify

Other, please specify Report

la généralisation du phygital 

Souci de contacts humains, de personnel et de conseil à la clientèle 

N 2

Other, please specify
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Count % of responses %

Lack of financial means 19  44%

Lack of internal knowledge and/or expertise 19  44%

Difficulty to make the investment pay off – risk of finding no profitable business case 16  37%

Difficulty to adjust or adapt the current business model 13  30%

Lack of available skills among the employees 13  30%

Cybersecurity risks 7  16%

Lack of time to implement digital solutions 6  14%

Strong competition from other players 6  14%

Regulatory barriers 6  14%

Incompatibility of existing systems used 4  9%

Other, please specify 4  9%

Lack of external support (e.g., by chambers of commerce or sectoral associations) 3  7%

None of the above 0

N 43

Among the following concerns and barriers that prevent the adoption of digital solutions,
which ones do you consider as most important? Please indicate the 3 most important ones

Other, please specify Report

Lack of companies that may support the introduction of new digital tools and competences 

l'évolution ultra rapide de l'outil numérique 

Ex uncertainty with Data Act and GDPR - are the investments compliant - no chance to test before implementation. 

Mangelnde Unterstützung seitens finanzierender Banken, die digitale Assets nicht hinreichend würdigen. 

N 4

Among the following concerns and barriers that prevent the adoption of digital solutions,
which ones do you consider as most important? Please indicate the 3 most important ones -
Other, please specify

Adoption and absorption of green solutions
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Count % of responses %

Sustainable material management (avoiding waste, reduction, reuse, repair, recycling, recovery, take-back
mechanisms, …)

22  51%

Marketing of sustainable products and services 15  35%

Sale of sustainable products and services 14  33%

Development of sustainable products and services 14  33%

Pilot project with a circular or green business model 13  30%

Improvements of energy efficiency and greenhouse gas emission reduction 12  28%

Increase in using renewable energy 6  14%

Sustainable supply chain management and procurement 5  12%

Sustainable logistics 5  12%

Green certificates, ecolabels, (e.g. 14001, Global Reporting Initiative, …) 3  7%

None of the above 2  5%

Full implementation of a circular or green business model 1  2%

Other, please specify 1  2%

Green finance and banking 0

N 43

In the past 5 years, did companies adopt or invest in environmental (“green”) solutions?
Please indicate the 3 most important areas companies invested in

Other, please specify Report

We geven subsidies om dit aan te moedigen 

N 1

In the past 5 years, did companies adopt or invest in environmental (“green”) solutions?
Please indicate the 3 most important areas companies invested in - Other, please specify
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Count % of responses %

Market preferences:changing customer preferences 28  65%

Environmental concerns (lower environmental impact, increased circularity, reduced emissions, ..) 22  51%

Company reputation 20  47%

Regulatory and legal requirements 18  42%

New business opportunities, entering a new market segment 11  26%

Improve financial viability (lowering costs, increasing profitability, reducing risks, …) 11  26%

Access to and optimisation of material resources 7  16%

Suppliers offer (more) green solutions 3  7%

Due to new available digital solutions that make it easier to implement (Internet of Things, AI, robotics, big data, …) 1  2%

Other, please specify 0

None of the above 0

N 43

What are the main reasons for companies to invest in green solutions?Please indicate the 3
most important reasons for you

No data found

What are the main reasons for companies to invest in green solutions?Please indicate the 3
most important reasons for you - Other, please specify

Future green solutions
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Average Count % of responses

Sustainable material management (avoiding waste, reduction, reuse, repair, recycling, recovery, take-back
mechanisms, reducing packaging waste …)

82% 42 10% 40% 48%

Promotion of green and sustainable products (marketing, advertising, …) 81% 42 12% 33% 48% 7%

Improvements of energy efficiency and greenhouse gas emission reduction (more energy efficient heating and
cooling systems, insulation, ….)

78% 42 12% 36% 40% 10%

Selling green products and services (e.g. eco-labelled products, eco-certified) 77% 42 10% 55% 26% 10%

Increase in using renewable energy (wind, solar, industrial symbiosis, geothermal, hydro, ..) 76% 42 5%7% 50% 33% 5%

Green certificates, ecolabels, (e.g. ISO 14001, Global Reporting Initiative, …) 74% 42 14% 55% 26% 5%

Sustainable supply chain management and procurement 69% 42 24% 48% 24% 5%

Sustainable logistics (e.g. green last mile delivery, 3PL {{tooltip "" "A 3PL (third-party logistics) provider offers
outsourced logistics services, which encompass anything that involves management of one or more facets of
procurement and fulfillment activities. In business, 3PL has a broad meaning

69% 42 19% 50% 21% 7%

Pilot project with a circular or green business model (eg. piloting projects) 65% 42 26% 38% 24% 10%

Green finance and banking 55% 42 7% 24% 40% 7% 21%

Fully implementing a circular or green business model (eg. Farm-to-Fork, improving energy and material efficiency,
….)

51% 42 12% 29% 36% 10%14%

Product service systems (charging for the service of the product, without selling the ownership rights) 43% 42 7% 31% 26% 36%

Extremely unlikely Unlikely Likely Very likely I don’t know (yet)

N 42

How likely are companies to adopt the following green solutions in the next 5 years?

N 1

Other, please specify
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Other, please specify Report

It is hard to predict - very dependent on what services are offered the retailer 

N 1

Other, please specify

Count % of responses %

Difficulty to make the investment pay off – risk of finding no profitable business case 22  52%

Lack of financial means 19  45%

Lack of knowledge and expertise 18  43%

Adjustment and adaptation of the current business model 14  33%

Administrative burdens from complying with laws, standards and regulations 8  19%

Lack of available skills in the workforce 7  17%

Incompatibility with existing operating systems used 7  17%

Regulatory barriers 7  17%

Lack of time to implement green solutions 5  12%

Lack of support (from sectoral associations, government programmes …) 4  10%

Other, please specify 4  10%

Strong competition from other players 3  7%

None of the above 0

N 42

Among the following concerns and barriers that prevent the adoption of green solutions,
which ones do you consider as most important? Please indicate the 3 most important ones

Other, please specify Report

Difference between 'intention' of consumer to purchase green products, and actual purchase decisions, to have enough 'scale' for the investment. Many leading
producers doing it and 'pulling' consumers with them. Challenge will be to keep the innovation going with soaring costs and lack of commitment from retailers to focus on
anything but price. Not many examples of a broader value-chain approach.



Hard to find good quality services on the market from suppliers. Consumers ask for the best price, still their biggest interest, not green chioces. Label challanges: local
rules about enviromental and circular labeling (need to be harmonised). Companies need to be able to marketing green choices, today the burden of proof for green
claims are way to high and hard to reach. If we want to see consumer behaviour changes: the consumers need to know what choices that are actually the green
solutions.



Costly, and there is a risk that consumers will not be able/willing to pay more for more sustainable products/services 

Te weinig impact op partners en leveranciers om een wezenlijk verschil te kunnen maken 

N 4

Among the following concerns and barriers that prevent the adoption of green solutions,
which ones do you consider as most important? Please indicate the 3 most important ones -
Other, please specify

Related policy options
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N 40

In your opinion, which issues should be given priority in the policies developed by the
European Commission to support companies represented by your organisation? Please rank
the broad policy topics according to their importance (1: lowest, 4: highest)

30%

29%

22%

20%

Revitalising the retail ecosystem

Making the EU business environment more attractive and favourable

Supporting the uptake of digital solutions by the businesses

Supporting the uptake of sustainable solutions

N 8

If you think there are other pressing issues, please provide a short explanation below

consumers
market

marketplaces
online

products
able business

different
field

importantlevel

playing profit

rules
sustainable

FOD retail 2040 | Broad Stakeholder survey Page 33 of 43



If you think there are other pressing issues, please provide a short explanation below Report

The Commission and Member States should ensure sufficient investments are available for the green transition and digital transformation. 

Private sector involvement 

I think on question 38, the 4 policies are extremely important. I cannot rank lowest any of them, but the system made me answer otherwise I was not able to continue. 

EU business environment will be more attractive if there is a true Single Market, with rules and regulations which are aligned. Increasing number of national legislative
instruments cropping up around Europe, particularly on labelling such as the Triman logo in France. Worrying that a level playing field is not seen in an holistic manner.



El comercio minorista tradicional necesita más acompañamiento para implementar los cambios necesarios de digitalización y sostenibilidad 

Access to Finance 

EU have different rules for different business models: online marketplaces and a retailer do not have the same burdens and liability for products beeing sold eventhough
they reach and profit from the same market : EU consumers. As long as online marketplaces are not acknowledge as economic opeerators (which mean that they can be
supervised and sanctioned) - the competitiveness will be destroted (plattforms will profit from being able to provide consumers with products that are not sustainable
choices, such as products with not allowed chemicals, material that are non-compliant etc) and retailers will not have a level playing field. We will not either have a
sustainable development because the online marketplaces can offer lower prices, and that tend to attract consumers. This is the most important regulatory loophole for
EU, that need to be regulated in preferable DSA, GPSR, Toys directive (etc) or the Market Surveillance Regulation.



Die Umsetzung europäischen Rechts erfolgt leider uneinheitlich - Wettbewerbsverzerrung ist die Folge. 

N 8

If you think there are other pressing issues, please provide a short explanation below

Making the EU business environment more attractive
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Count % of responses %

Promoting a level playing field and fair competition between all players in the ecosystem at EU-level 17  45%

Stimulating investment 15  39%

Harmonising relevant EU rules 13  34%

Preventing/removing protectionist legislation 10  26%

Facilitating setting up a business in the home country (e.g removing or reducing regulatory restrictions, simplifying
procedures)

8  21%

Facilitating cross-border e-commerce 8  21%

Facilitating access to finance 8  21%

Ensuring third-country traders comply with EU rules 8  21%

Preventing diverging implementation and interpretation of EU law 6  16%

Promoting enforcement of existing legislation 5  13%

Facilitating setting up a business in other EU Member States (e.g removing or reducing regulatory restrictions,
simplifying procedures)

2  5%

Facilitating cross-border investment 2  5%

Supporting cooperation between sectors, industries etc 2  5%

Providing guidance and clarifying GDPR applicability 2  5%

Removing non-regulatory obstacles (e.g., territorial supply constraints {{tooltip "" "Territorial Supply Constraints are
barriers imposed by suppliers in the supply chain that can affect retailers or wholesalers. These may impede or limit the
ability of these traders to source goods in other EU coun

1  3%

None of the above 1  3%

N 38

You ranked "Making the EU business environment more attractive and favourable to
companies in your ecosystem"Within the broad category choose three specific measures that
seem most relevant:

N 3

Other, please specify
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Other, please specify Report

Understand the negative effects of retail alliances on the entire supply chain 

Lowering Transportation Costs 

fiscalidad igual para todos 

N 3

Other, please specify

Supporting the uptake of sustainable solutions

Count % of responses %

Supporting development of skills needed for the digital transition of the retail ecosystem 14  37%

Developing schemes to help SMEs to digitalise and operate omnichannel 13  34%

Supporting measures to help retailers to set up efficient online shops and increase their visibility online 11  29%

Boosting financial support for companies developing and deploying new technologies 10  26%

Strengthening the digital single market 8  21%

Adapting competition rules to online commerce 8  21%

Better regulation of online platforms 8  21%

Facilitating the setting up of common European data spaces 7  18%

Stimulating data sharing between businesses along the supply chain and within the ecosystem 7  18%

Enhancing sharing of digital best practices along the supply chain 6  16%

Protecting companies from cyber threats 6  16%

Launching and promoting local digital hubs 4  11%

Creating a legal framework to ensure safe, ethical and trustworthy use of Artificial Intelligence 4  11%

Leveraging digital tools for consumer information 4  11%

Facilitating access to industrial and company data 2  5%

None of the above 0

N 38

Your ranked "Supporting the uptake of digital solutions by businesses in your
ecosystem".Within the broad category choose three specific measures that seem most
relevant
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N 3

Other, please specify

Other, please specify Report

Access to finance for digitalization investments, protect enterprises from malicious reviews 

Liability for online platforms 

Keine mittelbare oder unmittelbare Diskriminierung des E-Commerce. Keine Förderung überkommener Geschäftsmodelle. 

N 3

Other, please specify

Supporting the uptake of sustainable solutions
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Count % of responses %

Reducing energy transition costs and taxes 20  53%

Supporting innovation for an increased uptake of circular economy solutions 9  24%

Creating a harmonised approach at EU level regarding packaging and labelling requirements 9  24%

Supporting solutions to combat insufficient energy efficiency and promote the use of renewable energy sources 8  21%

Promoting consumer awareness to support sustainable choices 8  21%

Fostering reduction of greenhouse gas emissions in the retail ecosystem 7  18%

Adapting legislation to new business models and consumption patterns 7  18%

Creating a harmonised framework for waste management 7  18%

Identifying, developing and/or fostering the uptake of sustainable packaging solutions 5  13%

Increasing consumer awareness about recycling processes and costs 5  13%

Supporting development of skills needed for the green transition of the retail ecosystem 5  13%

Promoting the use of digital technologies to support the greening of the retail ecosystem 5  13%

Creating standardised criteria for a more sustainable design of products 4  11%

Preventing and reducing the impact of plastic products on the environment 2  5%

Ensuring sustainable food production 2  5%

Stimulating cooperation of actors in the ecosystem to ensure sustainable food production, processing and distribution 2  5%

Facilitating sustainability cooperation  with a clear competition law framework 2  5%

Proposing targets and measures to reduce food loss and waste 1  3%

None of the above 1  3%

Proposing a methodology to assess environmental impacts to avoid greenwashing (measures to substantiate green
claims)

0

Awareness raising initiatives addressed at consumers to avoid littering and proper waste disposal 0

N 38

You ranked "Supporting the uptake of sustainable solutions by businesses in the retail
ecosystem"Within the broad category choose three specific measures that seem most
relevant.

N 1

Other, please specify
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Other, please specify Report

pénaliser efficacement les déchets sauvages, avec peines de nettoyage par les contrevenants 

N 1

Other, please specify

Revitalising  the ecosystem in which you are opera

Count % of responses %

Promoting at EU level national, regional and local initiatives supporting the development and revitalisation of retail in
urban and rural areas

24  63%

Through EU funds, supporting municipalities that help maintain viable local retailers 22  58%

Encouraging measures at national level to revitalise city centres 20  53%

Including retail in the development and implementation of the EU’s long-term vision for rural areas 19  50%

None of the above 3  8%

N 38

You ranked "Revitalising  the ecosystem in which you are operating in members countries,
regions or cities"Within the broad category choose three specific measures that seem most
relevant. :

N 4

Other, please specify

sector

Other, please specify Report

Through EU funds directly available to local/national retail (sector) initiatives 

Maatwerk mogelijk maken op maat van het morfologie van iedere lidstaat: bevolkingsdichtheid, winkeldichtheid, beschikbare open ruimte, ... 

If private sector businesses receive public funding, needs to be clear and come with strong conditions attached. 

Keine Förderung des stationären Einzelhandels; sie fördert Wettbewerbsverzerrung. 

N 4

Other, please specify
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Final questions and remarks

If you have comments or remarks concerning the survey, please share them with us

N 11

If you have comments or remarks concerning the
survey, please share them with us

ecosystem
food

non-food
If you have comments or remarks concerning the survey, please
share them with us

Report

My organisation represents food and non-food companies. I could not
answer the first questions about COVID, because the impact on food
and non-food was very different.



N/A 

Fostering entrepreneurship is crucial 

neturiu 

Lietuvių kalboje žodis 'pilotinis' nevartotinas taip kaip pavartotas
apklausoje. Projektas gali būti bandomasis, bet jokiu būdu ne pilotinis.



Espero aportar algo 

Retail is very much at the 'end' of the entire ecosystem of production
and processes that deliver for consumers - it's quite a narrow lens to
focus on in the greater scheme particularly of the green transition, as
the investment and innovation is more upstream in the ecosystem.



les centres-villes doivent réintégrer la vision de l'Europe 

---------------------------- 

E-Commerce existiert und investiert v.a. aus eigenen Mitteln seit 25
Jahren. Zeit, die der stationäre Handel versäumt hat. Dieses
Versäumnis darf jetzt nicht noch belohnt werden.



Shorten survey if more private sector experience is important. 

N 11

If you have comments or remarks concerning the
survey, please share them with us

N 63

Would you like to take part in the behavioural survey that will be launched in the coming
weeks? It addresses SMEs in retail and will enquire on expected impacts of future policy
initiatives

Yes: 46%

No: 54%

If yes, please provide you e-mail address below
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