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Survey Overview

Internet

Å The main advantages of online shopping are 

home delivery and access to consumer reviews

Å In the Netherlands, using a platform website 

(e.g. Amazon, Zalando, Coolblue) is by far the 

most popular way to make online purchases

Å Up to 1 of every 3 online consumers considers 

purchasing on an actual brandôs website (e.g. 

Nike, Lego, Nespresso)

Consumer habits

Å Most Christmas purchases are done in 

November or the first half of December

Å The amounts Dutch consumers plan to 

spend are low compared to consumers in 

other countries, with only Poland spending 

less

Å Sinterklaas spending accounts for 22% of 

the total holiday spend in the Netherlands 

Shopping

Å Consumers mostly get ideas and advice for holiday 

shopping through physical stores, and also purchase 

most through this channel

Å Consumers are significantly more loyal to physical stores 

than to online stores

Å During the holiday season, half of consumers would be 

willing to pay an average of ú7 to be assured that the 

desired package will arrive the same day

Economy

Å Dutch consumers are the most positive about 

their current economic situation compared to 

consumers in other countries

Å Only Portugal scores higher than the 

Netherlands for the number of consumers that 

are positive about their spending power
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Current state of the economy

ÅOverall, Dutch consumers are the most positive about their countryôs current economic situation compared to consumers in 

other countries

Å8% more men than women think their countryôs economy is stable or growing

ÅYounger people tend to be more positive about their countryôs economic situation than older people, with a difference of up 

to 8% between consumers aged 18 -34 and those aged 55+

Å High - income consumers* are most positive about the current state of the economy, with 94% being neutral or positive. 

Among lower and middle - income consumers*, this is 68% and 85% respectively

ÅDutch consumers are 12% less confident about the countryôs economic prospects for 2018 compared to 2017

% of consumers believing their countryôs 

economy is stable or growing

European average: 63%
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% of consumers believing their 
countryôs economy will be stable or 
growing in 2018

European average: 58%
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*High income is defined as > ú45,000, middle between ú30,000 and 45,000, and low income below ú30,000.


