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This data leave no doubts that Polish 

e-commerce industry is developing 

rapidly. And this is not the end – 

market experts predict that the boom 

in e-commerce market is still ahead 

of us. This makes Poland, without 

any doubts, an attractive market 

for foreign investors. Gemius in 

cooperation with The Polish Chamber 

of Digital Economy with great pleasure 

present a ‘Polish e-commerce for 

investors’ report, dedicated to all 

investors interested in establishing 

Polish internet users love online shopping – 78% of them are visiting e-commerce 

related websites (online shops, online auctions, price comparison and group 

buying websites), which gives 17 m of potential e-customers. Meanwhile the 

reach of e-commerce related websites among internet population in other Central 

European countries equals 72% in Hungary, 60% in Czech Republic and 52%

in Slovakia (gemiusAudience, may 2014).

Introduction



e-commerce business in Poland, as well as all enthusiast of e-commerce 

business. The report is a definitive guide to the state of the polish e-commerce 

including the catalogue of recommended companies that will support your 

e-commerce business.

From the report you will get to know:

• Who are the Polish e-customers?

•  What are the main motivators encouraging them to buy online?

•  What are the biggest problems they encounter while online shopping?

•   What kind of articles Polish e-customers buy the most?

•  Which companies can help you to establish your business in Poland?

We cordially invite you to read our report.

We would like to express our gratitude to the persons who greatly contributed 

to this report:  Joanna Skierska, Katarzyna Binert, Karolina Karaś, Magdalena 

Micińska and Izabela Knyżewska.
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About The Chamber
of Digital Economy 
(e-Chamber)

The Chamber of Digital Economy (e-Chamber) is a 
nation-wide, non-profit Polish industry organization, 
representing a wide range of companies that use Internet 
and digital services to grow their business, in particular 
the leaders and SMEs of the e-commerce sector 
including e-retailers, online payment solution providers, 
online IT services, and e-commerce logistics operators 
gathered around its core project “e-Commerce Polska”.

The primary goal of the organization is to facilitate market 
growth through cooperation, exchange of know-how, 
education and strong and effective representation of the 
industry interests in dialogue with both government and 
non- governmental institutions.

The companies and partners engaged in e-Chamber 
deeply believe in the development of European economy 
in various industries through the use of technological 
innovation, information and communication technologies 
(ICT), particularly the Internet, and practical applications
of digital information exchange in business.
For more information: www.ecommercepolska.pl/en/
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Reports
Legislative

office

Education

Task
Forces

Events

http://www.ecommercepolska.pl/en/
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About Gemius

Gemius is a business consulting company, providing 
data, solutions and recommendations in the area of 
online advertising campaigns’ management as well
as websites’ monitoring and analysis as far as users’ 
profiles are concerned. The information provided 
by the company is the basis for everyday marketing 
and e-commerce activities of nearly two thousand 
companies from automotive, finance, pharmaceutical, 
telecommunications, commerce, FMCG and IT industries, 
the leading advertising agencies and ad networks, media 
houses as well as publishers and advertisers all over the 
world.

Gemius operates on over 30 markets in Europe, the 
Middle East and Africa. With its local offices in seventeen 
countries, the company cooperates with industry 
organizations dedicated to global, as well as local 
development of the internet market. Gemius runs its 
studies basing on its own methodology and technological 
infrastructure. The company employs around 300 
experts, including IT specialists, mathematicians, 
sociologists and psychologists. Monthly, it analyzes 300 
billion events occurring in the virtual reality i.e. page views 
and clicks made by the internet users. Company’s studies 
are conducted with strict adherence to the ICC/ESOMAR 
international code of conduct. Gemius was founded in 
1999. For more information: www.gemius.com
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GEMIUS 360˚
– Consulting For
E-commerce Business

Gemius, with over 15 years of online experience in such fields as research, web analytics, campaign measurement, 
content analysis, ad serving, personalized recommendations, RTB and marketing automation, is the first choice for 
consulting services among all E-commerce companies that want to improve their business performance.

Translating big data to accurate business decisions
we are helping our clients to:

•  successfully enter new markets, 

•  optimize effectiveness of their marketing spending, 

•   increase conversion thanks to better and more 
personalized user experience, 

•  boost their customers’ loyalty,

•  monetize effectively their own inventory,

•   cut cost through effective product portfolio 
management.

Hybrid of technological and analytical competencies 
supported with eCommerce business understanding 
makes Gemius desirable partner in both setting up long-
term growth strategy and execution of particular tactics. 
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E-commerce in Poland
– market overview

38.5 m
people

13.5 m
of households

9 m of e-households

INTERNET PENETRATION: B2C E-COMMERCE VALUE:

Market characteristics

65% internet penetration

@
INTERNET BUYERS:

M-COMMERCE: POLISH VS. FOREIGN E-STORES

397 bn euro
nominal GDP

• ca. 40% YOY sales growth

• 242,2 m turnover in 2013

• Almost 5% of total B2C
  e-commerce sales 13% internet

users choose
foreign e-stores

45% internet
users choose
Polish e-stores

Why do they prefer Polish
stores to foreign ones?

• Safety, Trust, Reliability (18%)
• Lower costs of delivery (13%)
• Collection in person (13%)
• Language barrier (12%)

• ca. 10 m
internet buyers

• 46% buy
on regular
basis

• 75%
of internet users
bought something
online

17 500 euro
GDP per capita (PPP)

GDP OF POLAND (2013):

2009 2013 2014

ca. 25% YOY stable turnover growth

2,5 bn

5,2 bn
6,2 bn

ONE
OF THE FASTEST
GROWING B2C
E-COMMERCE

MARKETS
WITHIN
THE EU!

Sources: Gemius report; European B2C E-commerce Report 2014; Central Statistical Office of Poland
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MOST POPULAR CATEGORIES IN ECOMMERCE – REACH IN TOTAL INTERNET POPULATION

One of the fastest-growing e-commerce
markets in EU
There are approximately 38.5 million people in Poland, 
inhabiting 13.5 million households, out of which around 
9 million are connected to the internet (e-households). 
Internet penetration in the country is 64%, which is not 
sky-high, taking into account the European average - 
74%. Furthermore, in countries considered the leaders 
in this respect, such as Norway, Holland or Denmark, 
the indicator even exceeds 90%. In spite of the above, 
Poland is one of the fastest developing e-commerce 
markets in Central Europe.

Boosting turnover rates are indicative of the healthy 
condition of the Polish e-commerce – a stable, ca. 25% 
growth year-on-year is observed: from EUR 2.5 billion 
in 2009 to an impressive EUR 5.2 billion in 2013. It is 
estimated that by the end of 2014 the Polish e-commerce 
turnover will have reached EUR 6.2 billion. According to 
our forecasts, the Polish e-commerce will grow to EUR 
25 billion by 2020. It should also be mentioned that the 
nominal GDP in Poland is now EUR 397 billion, and the 
GDP per capita is EUR 17.5 thousand.

In Poland, there are about 10 million persons who are 
considered e-consumers. As the most recent Gemius 
wave of study found, as much as 75% of internet users 
declare they have bought something online, 46% of 
the researched shop online regularly, with almost all 
purchases made in Polish e-stores. The reasons most 
often mentioned by respondents who opted for local 
e-shops, auction websites, etc., were the safety and 
reliability concerns, lower costs and faster delivery as 
compared to foreign sites, as well as the language barrier.

Foreign shops are used by 13% of the internet population 
(27% of the active e-customers). They are mostly popular 
among men, persons with higher education, those 
with income exceeding EUR 1250 per household and 
inhabitants of cities larger than 500 thousand.

The Polish e-consumer spends online about EUR 550 
a year on average, and there are 15 000 active online 
shops in the country. Interestingly, only 100 of them reach 
1 or more per cent of the Polish internet users.

Key players
From all e-commerce websites on the Polish internet, 
shops and auction services enjoy the greatest esteem, 
with a recent increase in the popularity of the stores. 
As recently as October 2013, the results of both these 
segments were similar – online auctions enjoyed a reach 
of 60.4%, while e-stores recorded 61.2%. One year 
later, the gap between the two swell: the October 2014 
research showed that the auctions’ reach was 59.4% 
with the e-stores result at 64.4%. Unchangeably in the 
third position, price comparison websites reach was 
40% in 2013 and 37.4% in 2014. It is worth mentioning 
that within the recent period we have also observed a 
sudden fall in popularity of websites offering group buying 
services – quite popular back in May 2013 (17% reach), 
but they noted a 6 percentage-point decrease and hit 
11% in May 2014. The result has since levelled off: 
11.7% in October 2014.
 
The leader of the Polish e-commerce is the marketplace 
Allegro: both in terms of statistics (57.6% reach and over 
2.4 million RU – data from 10.2014), and declarations 
of the internet users themselves: over 76% per cent 
of respondents indicated this brand in spontaneous 
awareness survey on e-commerce businesses.

Opinions about
e- shops and

products

7% 7%
13% 12% 10% 12%

40%

60% 61%

11% 16%

37%

59% 64%

 

Shopping
arcades

Price
comparison

sites

Auctions
and auction

tools

Shops
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THE TOP 20 E- COMMERCE WEBSITES IN POLAND IN TERMS OF THE NUMBER OF USERS AND REACH

Cathegory Real users Reach

allegro.pl Marketplace 12 415 993 57,64%

ceneo.pl Price comparison websites 5 791 824 26,89%

zalando.pl Clothes e-store 2 398 928 11,14%

skapiec.pl Price comparison websites 2 080 166 9,66%

okazje.info.pl Price comparison websites 1 961 291 9,11%

Groupon.pl Group buying service 1 858 806 8,63%

euro.com.pl Electronics e-store 1 824 977 8,47%

empik.com Online bookstore 1 798 460 8,35%

doz.pl Online pharmacy 1 588 116 7,37%

domodi.pl Clothes e-store 1 555 075 7,22%

nokaut.pl Price comparison websites 1 530 740 7,11%

merlin.pl Online bookstore 1 526 659 7,09%

leroymerlin.pl Home improvement store 1 474 878 6,85%

bonprix.pl Clothes e-store 1 368 473 6,35%

mediamarkt.pl Electronics e-store 1 320 318 6,13%

alibaba.com B2B e-commerce platform 1 290 312 5,99%

twenga.pl Price comparison websites 1 283 854 5,96%

agito.pl Electronics e-store 1 162 050 5,40%

aliexpress.com B2C e-commerce platform 1 146 279 5,32%

mediaexpert.pl Electronics e-store 1 123 918 5,22%

As far as the spontaneous awareness of websites is 
concerned, apart from Allegro, users also mentioned OLX 
(previously known as tablica.pl - 28% of the researched), 
e-bay (16%) and ceneo.pl. The best known clothes 
store – zalando.pl – was indicated by 6% of the general 
internet population, but as much as 11% of women.

When the awareness of e-commerce websites is 
analysed from the point of view of the respondents’ level 
of education, you will notice that among the persons 
with higher education, the e-bay results are practically 
equal to those of OLX (formerly tablica.pl) (19% vs. 20%). 
In the same group there are also websites of growing 
importance: merlin.pl, amazon.com and empik.com, 
which mainly offer books, CDs and multimedia.

When asked about websites they know from particular 
branches of industry, the respondents indicated: clothes 
– Allegro (40%), zalando.pl (13%) and bonprix.pl (9%); 
food retailers - alma24.pl (17%), etesco.pl (16%) and 
allegro.pl (10%). To name an online pharmacy was quite 
a troublesome task for the internet users (86% answered 
“I don’t know”). The most popular brand, doz.pl, reached 
meagre 6%.

When it comes to e-commerce websites that have the 
largest reach among the Polish internet users in a break-
down by categories, the ranking is as follows:

Source: gemiusAudience, 10.2013 and 10.2014

31,4% Departament Stores

31,3% Clothes

27,2%
Household appliances, Audio&video 
equipment, Electronics, Photography, 
Computers

21,8% Other specialised stores*

19,3% Literature, music, films

The most popular branches of industry are characterised 
further in this report.

*  The category is not described any further in this report due to its complex 
structure and scope of industries in which the shops included operate. 

The mobile perspective
Naturally, the most popular devices used when shopping 
online are computers. It should be noted, however, that 
over one-third of buyers have had some experience 
buying on a smartphone, and every fifth – on a tablet. 
In 2014, Gemius conducted research, in which the 
company asked internet users in general about the use 
of any type of mobile devices for online shopping – the 
share of such “mobile consumers” was then 19% (of the 
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individuals who had made online purchase).
Considering the basic socio-demographic variables 
(sex, age, education, size of the place of residence), 
the individuals who do online shopping on a tablet are 
no different from the computer users. However, the 
smartphone-based buyers are mostly male and young 

(with a considerable share of 15-24 year olds), which in 
consequence means lower education level. This group 
assess their household’s financial situation to be relatively 
better. Both tablet and smartphone users have a higher 
share of persons who declare that their household 
income exceeds EUR 2.5 thousand net.

Justyna Skorupska
President of Advisory Board
Chamber of Digital Economy

When choosing a partner, no matter the type of industry, you should begin by defining the 
area in which you need their support. The factors that have a real meaning are: market 
knowledge, business network and e-commerce technology solutions. Once you’ve 
determined your key specific factors, you can choose a valuable and efficient partner.

A search for partners who will support a business’s entry into the Polish e-commerce should 
be founded on the in-depth knowledge of this market. The network of relations, not only 
of business nature, is an important indicator. It could be very helpful to verify the local and 
international partnerships in which such potential partner is involved. Checking whether the 
partner has any experience in international projects may be worthwhile, so is further query 
for references. 

The partner’s broad portfolio of products and services ensures the comfort of cooperation 
in a complete and consistent way and in many fields simultaneously. It will allow you to build 
a complete strategy, with regard to all the factors of risk and chances at the planning stage, 
and provide the “big picture”. Direct cooperation with multiple partners carries the risk of the 
individual elements of the final sales process being inconsistent. This type of collaboration 
requires a good knowledge of the market at the stage of seeking partners. It is more 
efficient to rely on the knowledge of one trusted partner. 

The Polish e-commerce market is difficult one to explore, that’s why you need someone 
who is influenced and experienced by local market and its ways. The market is people! 
Therefore, the selection should be careful and thorough.
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E-commerce users
in Poland – characteristics, 
profile, behaviour

E-consumers:
demographics

Payment methods:

9 m of e-households

SEX:

AGE:

B2C E-COMMERCE VALUE:

E-consumers characteristics

65% internet penetration

@

Most frequently used payment methods:

INCOME PER HOUSEHOLD:

EDUCATION:

PLACE OF LIVING:

INTERNET BUYERS:

M-COMMERCE: POLISH VS. FOREIGN E-STORES

242 bn euro
nominal GDP

• ca. 40% YOY sales growth

• 242,2 m turnover in 2013

• Almos 5% of total B2C
  e-commerce sales

• Country: 24%
• City up to 200K.: 45%
• City 200K.: 35%

• Online transfer : 75%
• Cash: 65%
• Payment service: 63%
• Credit card/e-card: 21%

~ 550 Euro – average spending per year

Payment service Online transfer Cash Credit card
/e-card

• Up to 250 euro: 5%
• 250-500 euro: 9%
• 500-1250 euro: 36%
• 1250-2500 euro: 16%
• 2500+ euro: 5%
• Other: 26% 13% internet

users choose
foreign e-stores

45% internet
users choose
Polish e-stores

Why do they prefer Polish
stores to foreign ones?

• Safety, Trust, Reliability (18%)
• Lower costs of delivery (13%)
• Collection in person (13%)
• Language barrier (12%)

• ca. 10 m
internet buyers

• 46% buy
on regular
basis

• 75%
of internet users
bought something
online

18 500 euro
GDP per capita (PPP)

GDP OF POLAND:

2009 2013 2014

ca. 25% YOY stable turnover growth

2,5 bn

5,2 bn
6,2 bn

15-24 25-34 
 

35-49 50+ 

ONE
OF THE FASTEST
GROWING B2C
E-COMMERCE

MARKET WITHIN
THE EU!

47%
Men

53%
Women

26% 26%
11%

38%
• Primary: 19%
• Secondary: 45%
• Higher: 35%

CARD
37% 28% 21%

7%

Top motivators for online shopping:

Devices used by e-consumers to do shopping:

Opinions about online shopping:

Most popular product categories:

Risky Safe

Complicated Easy

More expensive than offline Cheaper than offline

More time consuming Less time consuming

Non comfortable Comfortable

?
Laptop: 86%

Clothes & accesorriesWOMEN Books, music, movies Tickets (cinema, theater)

Electronics & household
appliances

MEN Books, music, movies Computers

57%78%86%

74%76%80%

PC: 69% Smartphone: 35% e-reader: 4% other: 1%Tablet: 19%

Door to door delivery: 81% Comparability: 81%Availability 24/7: 86%

A

44% 25% 31%

18% 22% 60%

14% 24% 62%

65%21%14%

57%21%22%

 Source: Gemius report
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Overview
The persons who do online shopping regularly account for 
46% of the whole Polish internet population, and already 
80% plus have bought something online at least once. They 
are mostly young, well-educated, city dwellers with relatively 
good financial standing. In their opinion, e-shopping is 
comfortable and easy, but they also openly admit that the 
price factor can be decisive. The very first transaction in a 
given e-store may often be preceded with a verification of the 
business’s credibility (word of mouth is key), but a returning 
client will mainly base on the right mix of good experience 
and improved offer.

When looking for products, online buyers predominantly 
hinge on information found in search engine’s results, 
on e-stores and e-auctions’ websites. Price comparison 
websites enjoy a strong position, too. By asking questions 
about the sources of information, we made an interesting 
observation: the ROPO (research online, purchase offline) 
and reverse ROPO (research offline, purchase online) effects 
are only found in about half of e-customers, with the former 
phenomenon being more popular among women, and the 
latter with men. However, ROPO or reverse ROPO seem 
to be influenced more by the type of industry rather than 
the sex. First, the effects’ scale is affected by shopping 
spontaneity, which is related to the type of industry and 
average transaction value. The larger the spontaneity, the 
less prominent ROPO. Thus, the effect in question is far 
less notable in petty accessories, fashion accessories, 
inexpensive jewellery, or food, than in expensive household 
appliances or audio & video equipment.
 
About 35% of buyers use smartphones at some stage of 
the path to purchase. According to our results, around half 

of this group sometimes start their search on the small 
screen, only to proceed to “something larger” later on. The 
finalization of purchase itself is apparently undergoing a 
serious evolution.
 
Many buyers have varied experience using different modes 
of payment and delivery, and nearly all respondents have 
tried the “traditional” methods (cash or bank transfer 
payment, postal services) at some point in their online 
shopping history. But when asked about their preferred or 
most frequently used methods, the top choices are online 
payment and courier delivery services. Still only about 
7% of users pay with credit card, which stems from the 
fact that e-shopping is seen as a new way of transacting 
and bears higher risk than offline purchases. It should be 
noted that, when it comes to delivery options, the second 
most important method is a self-service parcel pick-up 
station (“paczkomat”, as it is known in Poland), which have 
already become quite commonplace. When setting up an 
e-store in Poland, you should make sure you provide users 
with all possible options for payment and delivery. Even the 
same user may have varied preferences in that respect, 
depending on the circumstances. When cooperation 
with pick-up stations operators is concerned, more than 
one service provider should be taken into account, so 
that maximum convenience is ensured for the buyer – by 
offering a possibility to choose the location from which they 
wish to pick up the parcel.

It should also be mentioned that the respondents who 
took part in the survey pointed out to quite a number of 
problems they encountered. The most notorious included 
excessive cost of delivery and long delivery periods. 
Moreover, at least every tenth person received a product 
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different from what they expected (the goods were not 
genuine or otherwise faulty).

Despite that, about half e-customers plan to maintain the 
present level of online spending in the coming year, and 
a quarter project even greater financial engagement in 
e-commerce. Only one in every twelve individuals expect 
they would spend less than they do at present.
Polish internet users in general speak highly of online 
shopping. This is also true for persons who do not 
buy on the internet, although they display some more 
scepticism. The safety aspect is considered the soft spot 
of e-commerce, but e-shopping also has the opinion of 
a comfortable and uncomplicated way of buying. It is 
noteworthy that this specific image of online shopping 
hasn’t changed in any considerable respect since the 
previous study (December 2012).

Why do we prefer to buy in Poland?
As it has been previously mentioned, Polish e-shoppers 
are faithful to the local e-commerce: as much as 45% 
of all internet users, which is nearly all e-consumers, 
shop on Polish websites. Foreign stores are used by 
13% of the internet population. It must be noted that the 
market players from the western markets who know the 
preferences of the Polish consumers made a lot of effort to 
be seen as a local business. It may be worthwhile then to 
ensure you have a Polish address, Polish call service, good 
copy writing, decent translation, integration with Polish 
payment systems, etc. In short, a shop should look like a 
Polish one – shopping in an unknown foreign e-store is still 
considered risky.

Majority of Polish online stores customers are between
25 and 34 years old (59%), with higher education (63%) 
and household income exceeding EUR 750 net. The 
number one spontaneously mentioned reason for choosing 
only Polish e-stores is safety and reliability (18%). Then 
come lower delivery costs and the option to collect the 
item in person (13%), as well as short delivery periods 
(10%). Slightly more than one in ten respondents point out 
to language obstacles.

As far as foreign e-stores are concerned, they are mainly 
used by young male respondents (15–18 and 25–34 years 
old), with higher education and high household income 
(over EUR 1250 net), inhabitants of large cities. Non-Polish 
website shopping is still a niche, even Amazon has very 
small reach among the local shoppers (3.1% in October 
2014). 

When it comes to the product categories, Poles’ favourite 
e-shopping items are clothes and accessories, books/
CDs/film and household appliances/audio & video 
equipment. The least often mentioned categories were: 
insurance, food, collectibles and pharmaceuticals – these 
products are rather the choice of the older age groups. 
The young opt for technology and multimedia.

Notably, for female users, the most frequently mentioned 
product category were clothes, while for men it was 
household appliances/audio & video equipment. Coming 
second in both these groups were books and CDs, in third 
position - cinema/theatre tickets in women and computer 
equipment in case of men.

Opinions about e-shopping and key shopping 
motivators 
Good value is what attracts e-shoppers and encourages 
the first purchase. Functionality and user-friendliness of a 
website come further down the priority list and are mostly 
the consideration of men. For the younger people (less 
than 24 years old), what matters is the opinion of friends 
and family, too.

Generally speaking, it’s the shop reputation – in the 
customer’s immediate surroundings and in online 
community – that is the most important factor 
influencing its trustworthiness upon the first visit. Other 
considerations are: payment on delivery option, and – quite 
understandably – refund policies. Quality labels
and certificates are important for one in five users and have 
no greater influence on shopping decisions of younger 
buyers.
 
Positive first impression leads to customer loyalty: for 
four-fifths it is the main reason why they come back to 
a shop. Other aspects making a returning client are the 
ones related to the good value for money approach: low 
price, promotion, or low delivery costs are the effective 
motivational factors.

An e-store’s or website’s reputation is the main trust-
building factor. In the second position the respondents 
mentioned payment on delivery, and third – return and 
refund policy information.

The respondents who shop online enumerate plenty of 
reasons why they believe this method of purchase is 
an attractive one. Many of these arguments boil down 
to the assumption that this mode of shopping is simply 
convenient. On the other hand, there is a very popular 
belief that products in e-stores are cheaper compared 
to offline shops and that the buyer has a wider range 
to choose from. Only a third of the respondents value 
the possibility of returning goods without providing any 
explanation within 10 days after purchase. However, 
there’s still a strong conviction that online shopping
bears some risk.

Preferred payment methods
The internet users’ experience in different forms of 
payment is mostly related to bank transfers (75%), cash 
on delivery (65%), and online payment services (63%). The 
credit card (or e-card) comes fourth, but only one in three 
e-customers used it in online transactions.
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It should be noted that payment services and credit cards 
are more eagerly used by persons aged 25–34 and those 
with higher education.

However, if we take a closer look at the most frequently 
used method of payment, there will be some shake-up 
in the top three ranking: the leading position will be taken 
by online payment services (37% of indications), and then 

bank transfer (28%), and cash on delivery (21%). The last 
is particularly popular in older e-customers (over 50 years 
old), while the transfer is the favourite of the youngest 
(below 24 years old), and online payment services are the 
preferred method for the 25–34 year olds. What draws 
attention is the relatively small popularity of credit cards 
as a means of payment for online shopping – this form 
was defined as the one most frequently used by 7% of 
respondents.

Almost all online buyers had their goods delivered by a courier, and four in five respondents used postal services. The 
third most popular method of delivery – collection in person – was chosen by only 41%. Slightly fewer persons (32%) 
used the parcel pick-up stations, which are quickly becoming commonplace. But when the respondents were asked 
which of the methods of delivery they considered most comfortable, the leader was unquestionable: over two-thirds of 
users said it was a courier, and in the second position came pick up stations, with 15% of indications.

Wojciech Czajkowski
Managing Director
PayU Poland

What should be taken into account when choosing an e-payment partner in the 
Polish market?

A decision on the payment services provider for e-commerce cannot be incidental or based 
only on financial terms. It has to be deliberate and take into account various aspects. 

If you decide to enter into the Polish market, you need to consider the preferences and 
specific habits of local Internet users. It comes as no surprise that Poles expect faster 
and more convenient ways to pay for their online shopping, not necessarily by card though. 
Unlike in Western Europe, e-transfers are more popular in Poland. To satisfy this need, we 
started cooperation with several banks and developed an instant e-transfer service, i.e. 
“PayU Express”, which allows customers to make one-click payments, also on the phone.

The e-payment system should also be adapted to the type and scale of e-business. 
Therefore, big shops, in particular, should choose partners able to process a massive 
volume of transactions daily and ensure continued availability of their services. Given the 
value of the Polish e-commerce sector, I can guarantee that PayU has the technological 
capabilities to provide payment solutions for the whole market.

In traditional shops the customer is never made to pay at the bank located across the street 
or downstairs. The same should be true for e-commerce and m-commerce – preferably, 
all payment methods, i.e. cards, transfers and deferred payments such as invoices or 
instalments, should be an integral part of the shop’s website or app available both for 
computers and phones. In Poland, such comprehensive payments are offered by PayU.

Internet users want to shop conveniently with secure and easy payments. According to 
our experience, the easier the payment, the more successful transactions. Moreover, the 
payment security is guaranteed by payment institutions under national supervision, 
awarded international certificates. It is worth choosing such partners, because the 
cooperation with them will let you win customer trust. In Poland, more than one third of 
Internet users doing online shopping benefit from PayU payment solutions and, as a result, 
several thousand merchants develop their e-businesses with us.
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Marek Cynowski
eCommerce Director
Poczta Polska

The Polish e-commerce market is the fastest growing one in the EU, so it’s not surprising 
that many foreign companies think seriously about setting up operations on this market. The 
most important thing to know is that there is no single recipe to win and you can’t forget 
that a successful solution in one market won’t necessarily work in another. You must find 
a logistics company to handle your shipping needs, but also – if not more so – to cater for 
consumer needs regarding delivery.

Polish consumers expect to have a wide choice of delivery options in regards to time, such 
as One-Day Shipping or an economical Two-Day Shipping - 65% of consumers prefer the 
guaranteed delivery time, and only 25% declared delivery time. Most Polish consumers 
draw attention to the returns policy, almost 70% of them have met problems when returning 
goods purchased on the internet. Returns should be easy to send back, for example from 
one of the 7,500 postal offices across Poland. These are also the perfect complement and 
alternative to the “supply of 2-door” as a collection point. It’s worth to pay attention to the 
fact that in Poland, delivery is also frequently linked to payment: over 40% consumers prefer 
to pay with cash on delivery. Reliability supported by tracking and status notification services 
in a traditional way by his/her own computer or via mobile app on a smartphone or tablet is 
an important consideration: 46% of e-shoppers had abandoned their basket at checkout 
because of delivery concerns.

When thinking about choosing a logistics partner, I am certain that the market’s 
recommendation has immense significance: over 60% of Polish e-stores’ deliveries are 
offered via Poczta Polska.
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Mobile shopping
The laptop and desktop computer are the most popular 
devices used for e-shopping. However, already one-
third of online shoppers have the experience of using 
a smartphone, and every fifth – a tablet. In both cases 
men take over women in this respect. On top of that, 
mobile devices acting as e-shopping tool are more of the 
youth’s thing: among individuals less than 18 years old, 
the declarative use of such equipment is 52% and 33%, 
respectively. 

As part of the research, we asked our respondents 
to assess how much they spent while e-shopping on 
mobile devices compared to the computer. Only one in 
twenty estimated that the mobile-based expenses were 
bigger; nearly one-third believed they spent less this way. 
Interestingly, the most “economical” group in this respect 
were the m-customers aged 25–34 and persons with 
higher education – which is the same group that was the 
most progressive in other e-shopping areas. Such result 
may be attributable to the fact that these persons have 
the largest amount of accrued experience, making their 
estimations more realistic.
 

With 5–10% of transactions done via the mobile channel, 
“mobile” is now much more than just a buzzword in 
Polish e-commerce. Even if a transaction is finalised on a 
computer, to have a mobile version of your website or a 
dedicated app is a must for shops who bet on returning 
customers.

What may still be an obstacle to frequent use of mobile 
devices is predominantly the websites’ usability. The 
researched individuals complained about inconvenient 
forms (66%), unadapted websites (59%), small fonts 
(49%), complicated finalisation procedure (45%) and lack 
of mobile apps (41%). It should also be noticed that it is 
men that display less patience, criticizing the forms and 
complex procedure more often than women.

We decided to check the range of multichanneling 
among the persons using different devices to do 
e-shopping (they account for 35% of all e-buyers). The 
term “multichanneling” depicts a phenomenon in which 
shopping commenced on a smartphone is finalised on a 
computer or tablet. Over a half of this group declared they 
did e-shopping in this manner; it is more common among 
the persons who assess their financial standing as good.
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E-shops – characteristics 
of chosen categories

According the e-Commerce Europe data, Polish 
e-consumer spends on average about EUR 550 
(approximately PLN 2 200) a year. In the research 
conducted by Gemius we also asked respondents 
about their expenses in different product categories. As 
they declared, internet users spend most on household 
appliances/audio&video equipment (app. EUR 150 per 
6 months), furniture and interior decoration (app. EUR 
75 per 6 months), and shoes and clothes (EUR 33 and 
EUR 22 per 6 months, respectively). Polish internet 
users spend on average about EUR 22 a month on 
clothes. When asked about the planned expenses, online 
consumers declared they mostly wanted to maintain the 
current level of spending (48 per cent), while 27 per cent 
expected the spends to grow.

Most popular e-commerce categories and the biggest 
players
We already know what type of websites are the favourite 
ones for the Polish internet users and how much they 
spend on particular categories of products, so let’s now 
check which product categories enjoy their greatest 
interest. A comprehensive overview, ordered by the reach 
among internet users, allows to conclude that the most 
popular e-shops are the department stores offering a 
wide range of goods, closely followed by apparel shops. 
The top three ranking closes with household appliances/
audio & video equipment as well as widely understood 
electronics.

TOP 10 E-SHOPS CATEGORIES (BY INTERNET USERS REACH) 

Reach 
10.2013

Reach 
10.2014

Reach 
change in % 

2014/2013

Number 
of internet 

users
(real users) 

10.2013

Number of 
internet

users
(real users)

10.2014

Real users 
change in % 

2013/2014 

Department stores 22.69% 31.40% 38.39% 4798344 6762998 40.9%

Clothes 32.46% 31.33% -3.48% 6864594 6747735 -1.7%

Household appliances, Audio&video 
equipment, Electronics, Photography, 
Computers

25.96% 27.23% 4.89% 5490700 5864277 6.8%

Other shops of specified profile * 19.51% 21.83% 11.89% 4126872 4702254 13.9%

Literature, music, films 18.93% 19.31% 2.01% 4002799 4159371 3.9%

Online pharmacies 8.56% 8.81% 2.92% 1810320 1896975 4.8%

Perfumes and cosmetics 2.97% 4.95% 66.67% 627254 1065541 69.9%

Children’s products and toys 3.29% 4.87% 48.02% 695159 1047951 50.7%

Automotive shops 3.88% 3.75% -3.35% 821066 808092 -1.6%

Tickets 2.67% 3.42% 28.09% 564871 737301 30.5%
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Jewellery 1.86% 3.41% 83.33% 392921 734341 86.9%

Photo banks, developing photos
and photo gadgets

2.31% 2.41% 4.33% 488722 519718 6.3%

Erotic 0.73% 1.88% 157.53% 153697 403917 162.8%

Weapons and military products 1.25% 1.41% 12.80% 263486 303392 15.1%

Flowers 0.29% 0.44% 51.72% 62380 94678 51.8%

Source: gemiusAudience, 10.2013 and 10.2014

* The category is not described further in this repot due to its complex structure and broad range of industries where the shops included in it operate.

The chart below presents the number of internet users who visited the given e-shops categories within 13 months 
(from 10.2013 to 10.2014).
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Naturally, the interest in particular products categories
is gender-sensitive. In general, e-stores are slightly more 
often visited by women (52 per cent vs. 48 per cent); the 
same is true for the department stores category.
The categories that enjoy much greater interest in women 
than in men are: Clothes (women – 59 per cent, men – 41 
per cent), Literature, music and film (women – 55.4 per 
cent, men – 44.6 per cent), Online pharmacies (women 
– 61.8 per cent, men – 38.2 per cent) and Perfumes 

and cosmetics (women – 67 per cent, men – 33 per 
cent). The other categories dominated by women are: 
Photo banks, Tickets, Jewellery, Other of specified 
profiles, Children’s products and toys. Men, on the other 
hand, are more interested in goods from the categories: 
Household appliances/Audio & video equipment/
Electronics/Photography/Computers (52.9 per cent vs. 
47.2 per cent), Weapons and military products, Flowers 
and Automotive shops.

MOST POPULAR CATEGORIES IN ECOMMERCE – REACH IN TOTAL INTERNET POPULATION
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E-shops categories – woman, men preferences 10.2013 / 10.2014

51.2% 50.7% 51.2% 50.7%

10.2013 10.2014

E-commerce

10.2013 10.2014

WOMEN MEN

52.2% 47.2% 47.8% 52.9%

Household
appliances/Audio
& video equipment/
Electronics/
Photography/
Computers

53.6% 63.1% 46.4% 36.9%
Photo banks,
developing photos
and gadgets
with photos

55.9% 52.9% 44.0% 47.1%Tickets

77.2% 67.6% 22.7% 32.5%Jewellery

52.5% 52.1% 47.5% 48.0%Shops

61.9% 61.8% 38.1% 38.2%Online pharmacies 

77.4% 36.9% 22.6% 63.1%Weapons and
military products 

66.3% 34.8% 33.7% 65.2%Erotic 18

53.7% 53.5% 46.3% 46.5%Other shops
of specified profile

78.1% 39.3% 21.9% 60.7%Flowers

57.2% 55.4% 42.8% 44.6%Literature,
music, films

59.5% 58.9% 40.5% 41.1%Clothes

74.9% 67.0% 25.0% 33.0%Perfumes
and cosmetics

66.0% 60.0% 34.0% 40.0%Children’s products
and toys 

63.9% 35.7% 36.1% 64.4%Automotive shops

56.6% 51.8% 43.4% 48.2%Department stores
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E-shops categories – woman, men preferences 10.2013 / 10.2014
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The most popular types of e-commerce websites are 
shops and online auctions, but because it is the price 
that matters so much to the customers, and because 
internet users who shop at Polish e-stores visit sites 
facilitating comparison of prices from different sites, 
we should have a closer look at the most popular price 

comparison websites. At present, there are 5 particularly 
notable players on the Polish market in this respect – the 
indisputable leader is ceneo.pl with 5.8 m visits. Next 
come skąpiec.pl (2 m internet users), okazje.info.pl (2 m), 
nokaut.pl (1.5 m) and twenga.pl (1.3 m).
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PRICE COMPARISON WEBSITES – DEMOGRAPHICS
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As far as the categories of the sought products are 
concerned, the price is the crucial factor for automotive 
shop customers, for internet users interested in perfumes 
and cosmetics, as well as weapons and military goods. 
About 79% of the users who visited automotive shops in 
a given month also went to price comparison websites. 
This may mean that the internet users used the price 
comparison sites to find the car products and then went 
to a chosen shop, or perhaps they first found a product 
in an e-shop and then checked how attractive the price 
they found in that store is. It is also possible that these 
users visited the price comparison websites in order to 

check prices of some other products, including goods 
from other categories. To sum up, price does matter for 
the Polish internet user and most individuals interested 
in online shopping also go to websites offering tools 
for comparing what different e-shops propose. Users 
associated with some of the e-commerce categories are 
particularly fond of price comparison websites. This is 
why when marketing communication is intended to reach 
internet users of a particular category, e.g. Automotive 
shops, or Perfumes and cosmetics, one should also 
remember that price comparison websites might be the 
way to go.

AUDIENCE DUPLICATION – E-SHOPS VS PRICE COMPARISON WEBSITES

Branch

October 2014

Price comparison websites

audience duplication
(number of internet users)

audience duplication
(% of users who also visited 
price comparison websites)

Automotive shops 638 700 79.04%

Perfumes and cosmetics 802 773 75.34%

Weapons and military products  228 144 75.20%

Online pharmacies 1 385 147 73.02%

Children’s products and toys  741 815 70.79%

Photo banks, developing photos and gadgets with photos  357 800 68.85%

Household appliances/Audio & video equipment/Electronics/
Photography/Computers

4 003 659 68.27%

Jewellery 490 845 66.84%

Other shops of specified profile 3 136 319 66.70%

Literature, music, films 2 643 082 63.55%

Department stores 4 228 877 62.53%

Flowers 57 096 60.31%

Tickets 439 574 59.62%

Clothes 3 788 634 56.15%

Erotic 201 450 49.87%

Advertisement

http://facebook.com/blueffect
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Advertisement

https://ecommerce.poczta-polska.pl/en/home-page
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Online department 
stores

stores operating on the world wide web are: Tesco 
(ezakupy.tesco.pl), and strictly online stores such as 
bdsklep.pl, frisco.pl, as well as the e-version of Alma 
(alma24.pl) and Piotr i Paweł (piotripawel.pl). 

Among the five department stores most frequently visited 
by the Polish internet users are three websites with no 
Polish language version. Alibaba.com is a B2B platform 
for producers and dealers all over the globe. The Chinese 
store Aliexpress.com, which is part of the Alibaba group, 
unlike alibaba.com, aims to operate in the B2C model. 
In October 2014, Amazon opened a logistics centre in 
Poland, but so far there has been no official news about 
any local branch. Poles may now buy on Amazon.com, 
Amazon.de or Amazon.co.uk. and order delivery to the 
country.

Customers who buy in the online Tchibo store (tchibo.pl) 
– which enjoys about 1 m Polish visits – are offered
a broader range of products than in the brick-and-mortar 
chain. Moreover, they can order new products online 
before they hit the offline stores. The unique concept 
implemented by Tchibo is based on weekly-changing 
collections of goods offered in limited amounts. 

This is the most popular category of e-stores in Poland. 
In October 2014 they were visited by nearly half (48.8 
per cent) of all internet users who went to online shops, 
i.e. 6.8 m individuals. Just a year before, the category 
enjoyed 4.8 m internet users, which translates into a 
40% increase in the number of real users year on year. 
The category’s reach on the internet in general increased 
within that time from 22.69% to 31.40%, i.e. 38.39%. 

Many global store brands have successfully ventured into 
the online realm in the recent years. LeroyMerlin is one 
of them: it took the shop slightly more than 2 years to 
win about 1.3 m real users on the website and become 
the market leader. The upturn in the department stores 
category is also attributable to the involvement of food 
chains in online sales. Presently, the most popular food 

TOP 5 – ONLINE DEPARTMENT STORES

Real users Reach

leroymerlin.pl 1 474 878 6.85%

alibaba.com 1 290 312 5.99%

aliexpress.com 1 146 279 5.32%

tchibo.pl 1 039 197 4.82%

amazon.com 668 463 3.10%
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62.5% of users in the Department stores category also visit price comparison websites. Department stores are visited 
by a slightly larger share of women compared to men (51.8 per cent vs. 48.2 per cent). The structure resembles the 
general structure of e-stores in Poland, though just a year before, i.e. in October 2013, women in this category were 
more prevalent (56.6 per cent).

Grzegorz Bielecki
Vice President
Frisco.pl

The e-grocery market in Poland is still at a relatively early stage of development, which is 
even more visible when compared to the western European countries. While in Great Britain 
or France the share of online food sales in all FMCG is at a level of 5-7%, in Poland it is 
barely 1%, so there is still a lot of potential in this area. Especially that over the last few years 
e-grocery has been considered one of the most dynamic and rapidly developing segment 
of e-commerce. Furthermore, with a wider access to the internet and the growing popularity 
of new technologies the companies operating on that market are offered new possibilities. 
This triggers a change in consumer behavior on the internet. It is even more important 
since consumer habits might be still a sort of a barrier in e-grocery business. Looking a few 
years back, clients were skeptical towards e-shopping and not eager to buy things they 
could not check with their own hands. Similar was the case of online grocery. As a result, 
clients mostly bought goods with a longer shelf-life, as they were afraid of ordering fresh, 
perishable products over the internet. Nevertheless, the situation is slowly changing, and 
nowadays an online shopping basket resembles more the one from a traditional store. It 
is still extremely important, however, to strengthen the clients’ trust by consistently offering 
the highest quality of both products and service. For those who plan to start their business 
in the e-grocery market, another challenge might be the infrastructure and equipment 
costs that need to be covered in order to provide service at the appropriate, satisfactory 
level. Such companies will have to face a few tough choices which later might influence 
their business to a great extent. For example, one question to be answered is: should the 
process of order completion involve store shelves or a dedicated warehouse. This decision 
will have an impact not only on the completeness of orders but also on how effectively 
they are processed. Another issue refers to the range of goods – should the offer include 
refrigerated and frozen products or only those that do not require special storage conditions 
during transport. This will in turn determine the method of delivery. Today in Poland there 
is no company providing services that would involve delivering refrigerated products so a 
new e-grocery store would have to create its own proper transport fleet and provide courier 
service for such orders.
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Clothes

Shops offering clothes are the most popular category of e-shops in Poland. They are visited by 38 per cent of all 
internet users who go to online stores, i.e. 6.7 m internet users. From 10.2013 to 10.2014 the reach of these stores 
dropped from 32.46% to 31.33%m, which is around 1%. The decrease may be caused by the emergence of a 
significant number of smaller players, who have not yet been included in the research or do not meet the minimum 
criteria to enter the research

TOP 5 – ONLINE CLOTHING STORES

Real users Reach

zalando.pl 2 398 928 11.14%

bonprix.pl 1 368 473 6.35%

deichmann.com 768 599 3.57%

sizeer.com 717 294 3.33%

reserved.com 686 858 3.19%

The unquestionable leader is Zalando.pl, which recorded 
2 398 928 Real Users according to the October 2014 
data. The store offers the possibility to return the goods 
within 100 days. The two top players in this category 
may boast quite a broad offer – internet users can buy 
clothes, shoes and accessories. One of them is bonprix.
pl, which has an option to buy online or from a catalogue, 
conducting mail order sales only. In the third position is 
deichmann.com, which sells both online and in offline 
shops, handling returns or complaints in the brick-and-
mortar shops. In the Clothes category, the peak period 
is Autumn, with particularly high results in October, while 
the biggest slumps take place in February. As far as 
the socio-demographic composition is concerned, the 
category enjoys much more interest from women (59.5% 
per cent) then men (40.5 per cent).
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Robert Shuetze
Country Manager Poland & United Kingdom bei Zalando SE
zalando.pl

All pure play fashion companies have to overcome one common barrier: products are only 
presented in an online environment. This limitation is particularly relevant in a market such 
as Poland, where the issue of trust in e-commerce is a prominent one, but by exploiting the 
chance to provide more information for each item than can ever be available offline, it can 
be turned into an opportunity. Due to this, we strive to reinforce product presentation with 
text, pictures or 360° views. For the same reason, it is important to give the customer the 
chance to try the product on with an extensive return period, free of charge. Once again, 
this is advantageous compared to the offline experience, where you try the product on 
in the shop but you can’t, for instance, combine it with outfits you already have at home. 
In addition, we see the growth of m-commerce as a drive to further closing the gap with 
offline: this will be particularly relevant in markets such as Poland, where many customers 
will probably experience their first online purchases directly from mobile.

One of the risks connected with our business is the possibility of having an assortment 
that doesn’t reflect the needs of customers, leading to situations such as unsold end-of-
season stock. Here it is essential to know the customer: Polish tastes in fashion can be 
quite specific compared to customers in the other markets where we operate, therefore we 
need to localise our offer. In addition, to enable each customer to access the assortment in 
a highly personalised way, we have been working on features such as a personal fashion 
feed.

Selling fashion online does not only constitute a challenge: it also brings opportunities. The 
fashion market in Europe is worth more than €400bn, with the online segment still relatively 
small but growing quickly. If you look at Poland, the situation is similar, with e-commerce 
quickly catching up, allowing room for a number of different players. In conclusion, we 
see room for new players to enter the market and for existing players to grow, creating an 
advantageous situation for the customer who benefits from increasing choice and getting 
more used to online shopping.
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Household appliances/
audio&video equipment/
electronics/photography/
computers

The groups that refer to price comparison websites more 
often are the users from the categories: Automotive 
shops, Perfumes and cosmetics, Weapons and military 
products, Online pharmacies, Children’s products and 
toys, as well as Photo banks, developing photos and 
gadgets with photos.

The household appliances and audio & video equipment 
category is particularly popular in the Christmas period 
and it records the fewest users around the beginning of 
every year.

According to the October 2014 data, shops in the Electronics category are the third most popular e-store type in 
Poland, closely following department and apparel stores. They are visited by 42.3 per cent of all internet users who 
enter online shops, which is 5.9 m users in total. Between 10.2013 and 10.2014 the reach of these shops increased 
from 25.96% to 27.23%, i.e. by 4.89%. This result is better than 5 years ago, when the reach was 22.45%. 
This category is dominated by a stable group of brands which are mostly rooted in the offline realm. The leaders are 
the Polish chain Euro RTV AGD (euro.com.pl), which runs 216 brock-and-mortar shops in Poland, located in the 
largest malls, and the international chain Media Saturn Holding, with 48 stores of Media Markt brand and 23 stores 
known as Saturn operating in Poland’s largest cities. Among the top players is also agito.pl, which is an exclusively 
online business, and MediaExpert – a Polish chain focusing on smaller cities. The second five most popular shops in 
this category are as follows: komputronik.pl, oleole.pl, morele.net, electro.pl and neonet.pl.

Online stores offer the same services as the offline ones, 
enabling the customers to can pay in instalments, and 
even order a front door service, or extra insurance. The 
users in this category are particularly aware of the price, 
so they refer to price comparisons websites. Around 68.3 
per cent of users in this category compare product prices 
and visit websites offering such tools, which constitutes 
a larger share than in categories like: Jewellery, Other 
stores of specified profile, Literature, music, films, 
Department stores, Flowers, Tickets, Clothes or Erotic. 

TOP 5 – ONLINE ELECTRONICS STORES

Real users Reach

euro.com.pl 1 824 977 8.47%

mediamarkt.pl 1 320 318 6.13%

agito.pl 1 162 050 5.40%

mediaexpert.pl 1 123 918 5.22%

saturn.pl 921 213 4.28%
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Men are interested in goods from this category slightly more than women (52.9 per cent vs. 47.2 per cent), but the 
sex distribution is no different from the e-stores in general, and the internet as such. Just a year before (10.2014) it 
was women who paid more visits to websites devoted to electronic goods (52.2 per cent vs. 47.8%). Some other 
categories of e-stores where men also prevail are Automotive shops, Flowers, Erotic, Weapons and military products. 

Tomasz Kabarowski
CEO
Neo24.pl

What are the obstacles/ opportunities/ threats that need to be addressed when 
starting e-commerce business in your branch of industry? 

Obstacles
The main challenge for small companies who want to enter the Household appliances/Audio 
and video/IT market is that they must have a large stock readily available. The characteristic 
features of these fields are the extraordinarily broad range of the offer (thousands of different 
product types) and the relatively high price of the items. If a company wants to establish 
its presence on the market, it needs to ensure availability of the products they sell. Any 
attempts at ad hoc acquisition of the items bought by the customer must fail in a longer 
perspective and by default extend delivery date by many days. Another large obstacle may 
be the low margins, which means massive turnover is necessary to ensure profitability of the 
business.

Possibilities 
A huge chance for small companies lies in the growing market and the extent of the 
offer. There are new categories of devices sprouting all the time, providing a splendid 
niche for small entrepreneurs at the early stage – e.g. one such current trend is ‘wearable 
electronics’. This way a small company gets a chance to specialise in a particular category, 
build brand awareness and then gradually extend the offer. Another possibility is to narrowly 
focus on a selected category and fight large shops like NEO24 or Agito by simply building 
a vertical profile store. Presently, this is the way the largest shops in such categories as 
PHOTO, which is dominated by highly specialised stores, now operate.

Threats
Paradoxically, the main threat for new shops are the shops themselves. In their pursuit of a 
market presence, a lot of small businesses offer goods they don’t have in stock, counting 
on their ability to quickly acquire the required product when the order is made. This may 
work for a while, but sooner or later some link in this chain will break and the shop will not 
be able to fulfil the promise made to the customer. In a long run, customers will drift away 
to the large stores that guarantee delivery, even if the price is higher. Such attitude may also 
result in the customers’ loss of trust in small online stores, which could have negative effect 
on the entire market segment.
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Literature, Music, Film

Users in this category also pay attention to the price: 
about 63.6% refer to price comparison sites. 
Over the last 5 years, the category Books, music, 
films experiences the biggest increase in interest in the 
Christmas period, with a particularly notable hype in 
December. The down period in this branch is July. This 
category enjoys more interest of women (55.4 per cent) 
than men (44.6 per cent).

Shops in the category Literature, music, film are the fifth most popular category of e-stores in Poland among the 15 
categories, right after Other of specified profile. They are visited by 30 per cent of all internet users who enter e-stores, 
i.e. 4.2 m internet users. Between 10.2013 and 10.2014 the reach of this kind of shops on the internet increased from 
18.9% to 19.3%, i.e. by 2%. The year on year increase in this category is good news, as from October 2009, when 
the category was the single most popular e-commerce branch with 31.5%, it only recorded falls.

The leader in this category is the chain retailer Empik 
(empik.com), which has nearly 190 brick-and-mortar 
stores (as of 01.01.2013). In the top 5 shops in this 
category, as many as three are exclusively online 
businesses. Among them, merlin.pl, which offers the 
a possibility to pick up a parcel at one of over 300 
points of the brand all over the country. Another one 
is gandalf.com.pl, which is a strictly online bookstore 
and audioteka.pl, dealing solely with online sale of 
audiobooks. Coming third in this category in terms of 
popularity is the chain bookstore Matras, which runs 180 
outlets in 2013 all over the country.

TOP 5 – ONLINE BOOKSTORES

Real users Reach

empik.com 1 824 977 8.47%

merlin.pl 1 320 318 6.13%

matras.pl 1 162 050 5.40%

gandalf.com.pl 1 123 918 5.22%

audioteka.pl 921 213 4.28%
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Szymon Martenka
e-commerce specialist
Matras

SWOT ANALYSIS (Strengths, Weaknesses, Opportunities and Threats)

Online bookstore sales is considered to be one one of the fastest growing e-commerce 
sectors in Poland. The percentage of customes who prefer to buy books on line has seen a 
steady year on year over the past 10 years. However, the overall only 30 in 100 purchased 
has been sold online, which begs a question: is it a lot or not enough? Looking closer at 
the Polish consumer habits it transpires that almost 47% of respondents declared at least 
one purchase online each year. It means, that still there is lot of room for improvement and 
growth for online bookstore sites.

Having said that, a due consideration must be given to the aparent shrinking trend in book 
sales overall in favour of digital book sales following the rise in popularity of Amazon Kindle 
devices and the likes as well as annual decrese in people who enjoy reading books. 

There seems to be a big difference between ‘reading a book’ and ‘buying a book’. 
According to a recent market research only 20% precent of respondents declared reading 
at least one book a year, actually bought a book. The reason is not necessarily rising book 
prices in the recent years, on the whole the leisue habits have been changing dramatically 
and adults appear prefer watching to reading, and fit the former more convenient. This trend 
affects not just the online and offline bookstores, but athe whole of Polish market, both 
online and brick and mortar. Year on year it is more and more difficult to reach the potential 
customers and develop the reach of the brand. In my view the combination of these factors 
makes it increadibly challenging to sucessfully compete in online bookstore market and this 
situation leads to aggressive price cutting

Customers have become very savvy and dissilusioned with all the marketing tricks including 
sales, savings, extra deals and so on. The more succesful campaigns have clearly proven to 
be the result of Innovative, outside the box” thinking. Despite these challenges and threats 
I can still see at least one opportunity in Polish e-commerce market, namely a supply of 
books in variety of different formats such as an e-book, pdf and free samples which may 
provide a huge marketing advantage. This opportunity should be closely considered and 
related to the nation’s tremendous uptake of broadband internet and the popularity of 
social media use, such as Facebook, Twitter, Twitch etc.. With the rise of the use of social 
platforms Polish just as international consumers are transforming and evolving into digital
or cyber consumer society and this modern phenomenon offers a huge potential to exploit.
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Online pharmacies

Shops in the category Online pharmacies are the sixth 
most popular category among the e-stores in Poland, 
following shops selling books, music and films. They are 
visited by 13.7 per cent of all internet users who enter 
e-stores, i.e. 1.9 m internet users. Between 10.2013 and 
10.2014 the reach of these stores increased from 8.56% 
to 8.81%, i.e. by 2.92%. According to the Megapanel 
PBI/Gemius research results from 10.2014, only 5 
online pharmacies got enough visits to be enrolled in 
the research. The number of businesses in this category 
that are popular with internet users is considerably lower 
than in such categories as Clothes or Electronics, where 

Users in this category are particularly price-sensitive: 73% 
of them use price comparison websites. Only the users in 
categories Automotive shops, Perfumes and cosmetics, 
Weapons and military products are more frequent visitors 
to price comparisons websites.

Within the last 13 months, only in January and July 
the number of internet users visiting online pharmacies 
exceeded 2 m. Since the category is dominated by 

one player, seasonal trends in this category are a 
difficult subject. All the recorded peaks and falls would 
predominantly concern one website and could well 
be related to the marketing activity and development 
strategies undertaken by that business.
Online pharmacies is more popular among women 
(61.8 per cent) than men (38.2 per cent). The only more 
“feminised” categories are Photo banks, Jewellery, 
Perfumes and cosmetics.

the research results are noted for 50 and 25 stores, 
respectively.

Online pharmacies is a category dominated by Dbam 
o Zdrowie, which is an online combination of a portal 
devoted to the health issues, presenting professional 
knowledge about prophylactics, a medical and 
pharmaceutic help source, and an e-store offering a wide 
range of products The pharmacy offers a parcel pick-up 
option in 1735 points in the entire country: 600 own-
brand drug stores, over 400 franchises, and associated 
partners. As much as 83% of the internet users who visit 
online pharmacies, went to doz.pl as well.

TOP 5 – ONLINE PHARMACIES

Real users Reach

doz.pl 1 588 116 7.37%

i-apteka.pl 201 009 0.93%

aptekagemini.pl 180 599 0.84%

cefarm24.pl 152 887 0.71%

aptekaslonik.pl 106 598 0.49%
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Olgierd Hutter
Co-owner
Gemini

When opening a new online pharmacy, two basic obstacles must be faced: first, this type 
of business can’t be advertised; second, such investment requires large means to ensure 
even minimum market presence. A threat to the branch is the increasingly radical attempts 
at tightening the Pharmaceutical Law, which also regulates online pharmacies; some of 
these proposals involve further restraint of the range of products allowed for distance selling. 
Without a doubt, opening online operations is a chance for local chains of pharmacies to go 
nation-wide without the need to set up new stores.
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Perfumes
and Cosmetics

The shops in Perfumes and cosmetics category are the seventh most popular e-store category in Poland, closely 
following online pharmacies and preceding Children’s products and toys. They are visited by 7.7 per cent of all internet 
users who enter e-stores.

Perfumes and cosmetics is a category that recorded the 
third largest increase in reach over the last year, right 
after Erotic and Jewellery. It rose from 2.97% in October 
2013 to 4.95% in October 2014 – a 66,67% increase. In 
this category, the upsurge is mainly associated with the 
2014 launch of the online shop Sephora.pl, which came 
third in the category’s popularity ranking within less than 
a year. Also the increase in the popularity of douglas.
pl, offering e-shopping since late 2010, is significant. 
The online perfume store Iperfumy.pl is a purely online 
business, and its branches are also available in the Czech 
Republic, Hungary and Slovakia. The e-store beglossy.
pl stands out among this category with the type of the 
products. Established in Poland in 2012, the company 
managed to build a strong position on the market and 
is now the leader in the beauty box segment. On the 
website, customers can order a subscription for a variety 
of surprise boxes containing cosmetics.

The research results from October 2014 didn’t include 
sklep.rossnet.pl, as Rossmann didn’t launch its online 
sales before October 2014. At the end of 2014, 
Rossmann introduced online sales only for Łódź and 
Masovian Voivodeships. Not long after, in February 2015, 
the company began its cooperation with the operator of 
Stacja z Paczką – a 24/7 service which enables sending 
and receiving parcels at Orlen petrol stations throughout 
the country. The service operates as a delivery services 
multibroker. Now the portal rossnet.pl is visited by nearly 
1.2 m internet users, which will certainly be reflected in the 
audience results of the chain’s e-store.

At present, many cosmetics chains don’t have their online 
stores, so if such brands as hebe, Drogeria Natura, Jasmin 
or Superpharm entered the world wide web market, 
this may be a major development and a shake-up in the 
category.

 TOP 5 – ONLINE PERFUMES AND COSMETICS STORES

Real users Reach

douglas.pl 330 318 1.53%

iperfumy.pl 315 107 1.46%

sephora.pl 200 021 0.93%

yves-rocher.pl 145 421 0.68%

beglossy.pl 95 484 0.44%
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The category Perfumes and cosmetics is one where 
users are unusually keen on price comparison websites. 
As much as 75.3% of users in this category visited price 
comparison websites in October 2014. 

Now the Perfumes and cosmetics category is most 
popular with women (67 per cent of women vs. 33 per 
cent men). The only category more dominated by women 
is Jewelley.

Jakub Jasinski
E-Commerce Local Leader
Sephora

Selective online market is a complex environment. The first challenge for honest e-retailer 
is to get authorization from all brands, usually it’s combined with the need to have a brick-
and-mortar sales network. On top of that, each e-seller should fulfil qualitative requirements 
regarding the look&feel, product presentation, other assortment and customer service,
of course.

The key challenge regarding customers is to break the barrier connected with the issue 
of product originality. Unfortunately, it’s the result of sales activities of non-authorized 
perfumeries that have been present on the market for many years. For us, it was quite easy, 
as the Sephora brand is well known and customers associate us with the best place to do 
online shopping.

The next challenge is the proper presentation of products, especially when it comes to 
make-up products, where the differences in shades are small, but really relevant for a user. 
Thanks to many usability studies, we manage to develop the best solutions helping our 
customers to choose the desired colour of product quickly and easily. 

A big chance for every e-retailer in the cosmetic business is to overcome the mistrust 
related to online shopping in general. The helpful tools could be: customer reviews on 
product pages, emotional content and inspiring beauty tips. In order to build emotions in 
online shopping, we develop prestigious packaging, free of charge gift wrapping service, 
free of charge sampling for each order and really fast and convenient shipping methods. 
Thanks to that, we manage to extend Sephora world and style from brick-and-mortar 
perfumeries into online world.
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Children’s products
and toys

The shops in Children’s products and toys category are visited by 6 per cent of all internet users who enter e-stores, 
i.e. 1 m internet users. Between 10.2013 and 10.2014 the reach of these stores increased from 3.29% to 4.87% i.e. 
by 1.5%.

The most popular store in this category is smyk.com, 
which runs 35 brick-and-mortar shops in Poland (as of 
07.2013). All shops in the category operate offline as well. 
One of them is 5.10.15, which offers delivery within 24 
hours or free-of-charge delivery in RUCH newsstands. 
The third most popular shop in this category is the chain 
Endo.pl, which decided to move all its operations to 
online in 2013, giving up all offline sales.

The largest increases in the category Children’s products 
and toys are noted in the Christmas period, particularly in 
December. The worst time for this category is April.

Considering the socio-demographic profile, this category 
enjoys greater interest of women (66.03% per cent) than 
men (33.97% per cent). The users in this category are 
also price-conscious: 70.79% go to price comparison 
websites.

TOP 3 – STORES WITH CHILDREN’S PRODUCTS

Real users Reach

smyk.com 598 503 2.78%

51015kids.eu 251 584 1.17%

endo.pl 158 255 0.73%
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Tomasz Sulejewski
e-commerce manager
5.10.15

Companies selling products for kids have a market full of baby boomers. Today’s parents 
are aware of the internet and like buying online. It’s fast, it’s easy and it’s cheaper. This poses 
a challenge to companies, as they must attract the customers’ attention, struggle to cut 
through the information noise and then present products better than the competition does. 
By ‘present’ I don’t only mean photos and description: it’s also about product reviews and 
opinions. There is a lot to win in this area.

The big risk for every company selling fashion in more than one channel is that the stock 
they have (model, size, color) is poorly adapted to customer needs. Often in one store 
we don’t have the proper size sought by a client but this same size won’t find a buyer 
in another one. We see that the ROPO effect is growing stronger thanks to that, but it’s 
obvious that there is a lot of room for the omnichannel model, which is still quite new in 
Poland. It turns risk into opportunity to increase sales in all channels.

One of the untapped opportunities in children’s products are toys. The market is atomized, 
a few companies stand out, but mostly in brick-and-mortar shops in big cities. There is still 
space for an online leader with an interesting offer.

Every trend that can be observed in Europe is reflected on our market. To win you have to 
focus on mobile, omnichannel and marketing automation.
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Online buyers
– gemiusShopMonitor 
results for Fashion and 
Online pharmacies

Fashion
An average Pole spends 50 euro on one transaction, 
while the average price of goods bought is PLN 146. 
Over 61% of visits conclude with abandonment of the 
cart, but the chosen items are actually purchased by
39 per cent of consumers.

Moreover, Gemius research also suggests that the 
average duration of a visit on clothes-selling websites
is nearly seven minutes (6 min 45 s). Within one visit, the 
e-customer generates an average of 6.1 page views.
The abandonment rate, which shows the share of 
customers who leave a site having generated only
one page view, is 42 per cent.

It turns out that e-custmers in the analyzed industry most 
often buy 2 items on one shopping event. 

gemiusShopMonitor results for Fashion

CONVERSION: MARKET (AVERAGE):

VALUE OF ORDER: MARKET (AVERAGE):
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gemiusShopMonitor results for Fashion
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Online pharmacies 
Poles spend on average 34 euro on one transaction, with 
the average price of an item slightly more than 5 euro. 
Among the internet users who drop goods into the e-cart, 
a significant majority leave e-shops without finalizing the 
transaction (67 per cent), while every third internet user 
actually buys the selected items (33 per cent).

The average duration of a visit to an online pharmacy 
website is slightly more than seven minutes (7 min 11 s), 
and within one visit the e-customer generates an average 
of 4.5 page views. In this category, the abandonment 
rate, which is a measure of the share of customers who 
leave the website having made only one page view, 
accounts for 58 per cent. It is considerably higher than in 
case of e-stores selling apparel.

Most often, the customers of e-shops in the analyzed 
branch buy 7 items. This large number of products may 
mean they want to become eligible to free delivery.

The data originates from the pilot research programme GemiusShopMonitor, which was conducted in December 2014
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gemiusShopMonitor results for Online pharmacies

CONVERSION: MARKET (AVERAGE):

MARKET (AVERAGE):

Conversion rate (visit)

Conversion rate (customer)

2.88%

3.65%

Cart start rate 7.63%

Cart abandonment rate 67.43%

Cart confirmation rate 32.55%

Average value of order

Average volume of order

34 euro

6.90

Average value of item 5,3 euro

Average value of visit 1,1 euro

Average value of user 1,6 euro

Average value of customer 37 euro

MARKET (AVERAGE):

Rejection rate

Page views / Visits

58.06%

4.48

Average duration of visit 07 min 11s

VALUE OF ORDER:

TRAFFIC:

CLOSE

The data originates from the pilot research programme GemiusShopMonitor, which was conducted in December 2014
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Analysis of e-shop performance against its competition
GemiusShopMonitor is a globally unique analytical solution dedicated to e-commerce. It enables businesses to 
compare their results against competition. With the use of this tool, e-commerce entrepreneurs can correlate their 
websites’ performance with aggregated market data. In Poland there are already 1250 stores throughout all sectors 
enrolled in the research.

Consolidation on agreed level of data exchange brings huge growth stimulus for all participants of the project:

•  Market growth: increased transparency of the market attracts advertisers’ online marketing budgets and generates 
growth for the whole market

•  Benchmarking: each e-shop can compare its KPI’s with the whole market or its predefined part thanks to unified 
categorization

•  Anonymity and data protection: participants of the project don’t reveal their data to the market. Comparative analysis 
is always based on confrontation of a given e-shop data with aggregated data of its competition. The e-shop remains the 
owner of its data.

•  Deep knowledge: gemiusShopMonitor generates a wide range of useful data that can boost e-shop performance, 
such as traffic on the website, conversions, value and number of orders, analysis of shopping cart, etc. All data can be 
analysed by traffic sources, geolocation, or users’ device, and compared with the rest of the market or a given category.

Interested in launching the project in your country? Contact us! www.shopmonitor.pl

Advertisement

http://www.shopmonitor.pl
http://premium.bluerank.pl/en
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Trends in e-commerce:
the social media 
perspective

We used internet monitoring solutions to analyse the social media buzz about

the five biggest e-commerce brands to compile a profile of the industry.

FACEBOOK
a s  t h e  k e y 
s o u r c e  o f
D I S C U S S I O N S
a b o u t 
e-commerce

W h a t  m a t t e r s  i s 
A  B R O A D 
R A N G E  o f 
P R O D U C T S

QUALITY
user-friendliness

I N T E R N E T
u s e r s  h a v e 
G O O D 
O P I N I O N  a b o u t 
E - C O M M E R C E 
B R A N D S

E - c o m m e r c e 
S T A T I S T I C S
i n  s o c i a l  m e d i a
s c o r e

H I G H o r
A V E R A G E

The analysis was prepared by Brand24
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0
Agito

0,0%

22,5%

45,0%

90,0%

67,5%

Zalando Empik Merlin Allegro General

Facebook

Microblogs

Blogs

Forums

News

Video

Photo

Other

Facebook as the main source of discussion
Despite the fact that Facebook is not always the main sour ce of the content, it remains the leader in the amount of 
content concerning e-commerce.

SOURCES OF DISCUSSION

What matters most is: broad range, product quality and user-friendliness
The social media users have a high regard for the e-commerce brands, products they offer and customer service. 
Yet some factors are more important for the Polish internet users than other. Below is a list of the key values of the 
brands, according to the customers:

Broad range of products
(1st place – Allegro)

Customer service
(1st place – Empik)

Product quality
(1st place – Zalando)

Product availability
(1st place – Merlin)

Prices
(1st place – Agito)

KEY VALUES

OF THE BRANDS,

ACCORDING

TO THE

CUSTOMERS
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Internet users speak highly of e-commerce
Nearly a quarter of the content concerning the analysed brands is positive. Empik scores best compared to the 
competitors, winning 31% of positive content. 

Agito

0%

10%

20%

40%

30%

Zalando Empik Merlin Allegro General

Positive

Negative

CONTENT SENTIMENT

Social media statistics are average or high
The buzz was high in most analysed brands (except Agito 
and Merlin). In terms of content reach in the social media, 
all the brands, excluding Merlin, scored high. Although 
the most prolific content generator was Allegro, this 
company didn’t lead in reach or number of interaction, 
losing ground to Empik.

SOCIAL MEDIA STATISTICS

Brand  Agito Zalando Empik.com Merlin.pl Allegro

Content instances 894 2,919 10,717 1 185 147,255

Social media reach  1,765,761 12,573,882 59,183,827 504,790 37,035,979

Number of interactions* 121,076 25,128 326,329 4,707 112,682
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Online shopping is increasingly popular, and customers are clearly fond of this mode of transacting. 
The social media analysis allows us to identify problems that buyers mention. The obstacles and 
problems most often pointed out by social media users are: 

Excessive prices Problems with
complaints procedure

Problems with payment

Disapproved! social media users complain
The 3 problems with e-commerce brands most often mentioned by users:
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What should be considered 
when choosing a partner 
that specializes in search 
engine marketing on Polish 
market?

1. RFI – request for information
First, send a client inquiry to a dozen or so vibrant 
companies. In return, the company should provide 
you with its credentials and some relevant information 
concerning its activity. The document should provide 
references from clients, case studies, the information 
concerning the key employers and the company’s 
achievements. Having accomplished that stage, choose 
3–5 companies.

2. RFP – request for proposal
Put forward the goals you would like to achieve and the 
criteria relevant to you, while choosing the right offer. Be 
specific about the preferred settlement conditions and 
the cost structure, which would make comparing different 
offers so much easier. Again, having finished that stage, 
choose 2–3 agencies.

The strategy of choosing a partner that specializes in search engine marketing 

looks pretty similar all over the world and it can be assumed that Polish 

market is no different in that respect. 

Zbigniew Nowicki
Managing Director
Bluerank
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3. Experience
Verify the company’s experience in the area of carrying 
out international business projects. It is important for the 
companies planning to introduce their services on the 
Polish market and trying to figure out not only the binding 
laws and rules, but also the language, the needs and 
expectations of the foreign business partner.

4. Transparency
Stay alert if the bidder comes forward with the unclear 
settlement conditions and lack of transparency in 
implemented activities. Be firm about assessing the 
results of SEM projects – it needs to be based on hard 
data and statistics.

5. The most important criteria

•  the portfolio including testimonials from satisfied clients

•  experience in the area of working with the foreign 
business clients

•  competence of the management and specialists 
responsible for the project

•  certificates held by the company and the individual 
specialists

•  clear rules of cooperation

•  clear settlement conditions

•  the company’s reputation and obeying the code of ethics 
and business conduct
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How to choose an
effective RTB partner?

Mateusz Gordon
International eCommerce
Segment Manager
Gemius

I would like to begin this article by dispelling the biggest 
misconception about programmatic marketing. Some 
experts still equate RTB with Programmatic Marketing.

The ongoing silent revolution in the online advertising 
landscape has its beginning in real-time bidding. So what 
exactly is RTB? It is a relatively new model of buying 
media. In the past, it was all about buying impressions 
in bulk. Now, an advertiser pays on an impression-by-
impression basis.

There are plenty of solutions around for your business, so your first task is to 

find a technology partner that will help you structure your own data base, will 

develop your skills in data collection, add valuable 3rd party data and – last 

but not least – will provide the technology to make it work together for your 

benefit. Winners will be those who have access to more data and have the 

technology to translate this data into automatic and personalized actions

– Mateusz Gordon advices.
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The process of matching a specific cookie with the advertiser’s need and willingness to pay a certain amount of 
money for reaching this cookie takes about 100 milliseconds. This is what the technology we currently have allows. 
The diagram below illustrates the typical RTB approach.

Is the cost lower this way? Not necessarily. It could even 
be higher, but, it is not the price that determines success 
here. Highly effective targeting is a real game changer 
that leads to more conversions and better ROI.

Pillar no. 1 Integrated data management
Algorithms need data to be effective. When introducing 
programmatic to your organization, you should first 
answer this crucial question: What is my data strategy? 
Most likely, the conclusion will be that you have many, 
non-integrated data silos: CRM, web analytics, loyalty 
programmes, call center data, customer satisfaction 
survey data, etc

So, targeting is a key word in programmatic marketing, 
and it’s not how media buying transactions are made. 
Effective targeting of specific cookies would not be 
possible without the cutting edge technology and modern 
algorithms that that deliver the most relevant message to 
the right person, on the right device, at the right time to 
achieve a desired action.

A good programmatic marketing partner should help you 
integrate and centralise all this data by matching cookies 
with real users, offline data with online data and your own 
data with 3rd party sources.

The more data is put together in a structure that could 
feed the algorithms, the more effective the results will be. 
Research shows that it’s very important to integrate local 
and 3rd party data providers, especially since users are 
highlydiversified even within the CEE region.

ADVERTISER

CLIENTS DEMAND MARKET SUPPLY OF
INVENTORY

SSP

SSP

SSP

ADVERTISER

ADVERTISER AGENCY

TRADING DESK DSP

DSP

DSP

AD
EXCHANGE

AD
EXCHANGE

FB AD
EXCHANGE

PUBLISHER

PUBLISHER

PUBLISHER

PUBLISHERS

USERS

WHAT MAKES PROGRAMMATIC MARKETING REALLY EFFECTIVE?

STRATEGY / MARKETING / COMMUNICATION

CUSTOMERS

Internal data
(e-mails

purchase
data)

Behavioral
Data (historical
campaigns,...)

Local (third)
party data

(demography,
interests)

Actions

Insights

Data
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Pillar no. 6 Personalization  
What is happening on your website and with your own systems should also be a part of your strategy. On each and 
every possible level, try to target your actions to a particular user. Personalized recommendations, personalized 
landing pages, automated mailing campaigns, just to name a few, are all crucial to effective programmatic 
marketing. And here we come back to pillar no. 1 – integrated data management – without which none of the above 
mentioned systems will reach its real potential.

Pillar no. 2. One algorithm is just not enough
It is often said that if something is good for everything it is 
good for nothing. the same can be said about algorithms. 
Most companies that offer programmatic marketing 
technology, brag about howeffective their algorithm is. 
The truth is that in such a complex environment, one 
algorithm is just not enough. These should be based on 
individual advertiser needs and the specific objectives of 
the campaign. It is not a big achievement what most of 
RTB players are currently doing, i.e. selling cheap CTR 
(click-through rate) or even CPS (cost per sale) – to a 
large extent all they do is just attract the same cookies 
that would decide to buy anyway. Retargeting may be 
effective, but it does not bring long term growth.

Pillar no. 3 Expanding reach through prospecting 
Dedicating large portions of a budget to remarketing 
retargeting brings good resultsby boosting short-term 
effectiveness metrics, but fails to guarantee long-term 
growth. If you want your e-shop to grow, you need 
to effectively target prospecting cookies. What is a 
prospecting cookie? One that shows a high probability 
to make a purchase from you. How do we know which 
cookie is prospecting one? A load of 3rd party gives us 
information on thebehavioral and socio-demographic 
profile of this cookie, the scope of its interest, what it 
is looking for, etc If we merge this with data obtained 
from an advertiser’s web analytics platform, then we are 

able to identify whether this cookie is similar to those 
that have made a purchase in your e-business. The 
right programmatic partner will be able to integrate this 
data with insights obtained from a display campaign, for 
example, to see post-view and dwell time information.

Pillar no. 4 Access to inventory
Only the biggest programmatic marketing partners 
with broad market coveragecan reach your audience – 
through both retargeting and prospecting – in the most 
effective way. In programmatic marketing frequency 
capping is relatively high, sometimes involving dozens 
of campaign exposures before a conversion. This is why 
it is so important to follow your audience throughout 
their daily online journeys. So the chosen programmatic 
provider should be connected to all global and local ad 
exchanges enabling advertisers to appear anywhere 
existing and potential clientscould be. 

Pillar no. 5 Omni-channel approach
“Mobile” is not the buzzword any more. In Denmark, the 
most developed market Gemius is measuring, the total 
amount of page views generated through mobile devices 
has already exceeded the PC results. The same tendency 
is being observed in the CEE region. Users are accessing 
the internet via multiple devices so it is impossible to be 
effective without an omni-channel approach and cross-
channel retargeting.

Social
Mobile

Apps

Search

Video

Display
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Entering Polish market 
– legal and tax threats 
and chances

Entering any e-commerce market may entail plenty of 
potential obstacles, requiring investors to plan their strategy 
thoroughly. Especially when it comes to deciding about the 
optimal form of incorporation and the manner of conducting 
their business activity, both from the legal and tax 
perspective. A deep understanding of the local environment 
is a way to mitigate the risk and neutralize any problematic 
issues.

Forms of conducting business activity in Poland
A foreign entrepreneur entering the Polish market may either 
set up a company or perform business activity directly (e.g. 
by a registered branch).

According to the Polish Law (Commercial Companies 
Code), economic activity can be performed by 
entrepreneurs in the form of a company, which can be 
identified into one of the following categories:

•  General partnership: two or more partners, with unlimited 
liability of partners,

•  Limited partnership: two categories of partners 
– a limited partner, responsible for liabilities up to 
the amount of his contribution, a general partner 
with unlimited liability,

•  Partnership limited by shares: two categories of partners 
– a shareholder and a general partner (unlimited liability), 
share capital of at least PLN 50,000,

•  Limited liability company: share capital of at least 
PLN 5,000,

•  Joint-stock company: share capital of at least 
PLN 100,000.

Setting up a business in Poland
To form a company, businesses must undergo some of 
bureaucratic and legal steps. First of all, an entrepreneur 
should sign a company agreement (or articles of association) 
and then, according to the Polish law – notarize it. The next 
step in company formation is registration in the National 
Court Register (KRS), which is done by submitting relevant 
forms. Moreover, entrepreneurs who want to set up their 
businesses in Poland are required to obtain a statistical 
number (REGON) and a Tax Identification Number (NIP).
A company must also register as a VAT payer before it 
provides VAT-taxable activities for the first time.

VAT regulations for e-commerce
When selling and delivering goods from another EU Member 
State to customers in Polandwho are not registered VAT 
payers (so-called distance selling), foreign companies don’t 
have to register for VAT in Poland, provided the value of 
those sales does not exceed PLN 160K. If the amount is 
exceeded, the business must register and pay VAT within 
the Polish territory.
 
Moreover, since 1st January 2015, new rules regarding 
the place of taxation on telecommunication, broadcasting 
and electronic services became enforceable. VAT due on 
services mentioned above is payable in the country where 
the service receiver (consumer) is located (in case of foreign 
companies selling to Polish consumers – this would be 
Poland). In order to simplify VAT settlements, entrepreneurs 
may opt for the so called mini one stop shop system 
(MOSS) procedure. Taxpayers who pay VAT via MOSS may 
register in a chosen EU country, i.e. in identification country 
where taxpayer submit VAT e-returns electronically and pay 
VAT due within all EU.

Katarzyna
Klimkiewicz-Deplano
Tax Adviser, Partner 
Advicero Tax

Aleksandra Kozłowska
Tax Adviser, Manager
Advicero Tax
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As the next step, the deposited VAT will be transferred to 
the so-called consumption countries – countries where the 
telecommunication, broadcasting and electronic services 
found their receivers.

Recording sales in e-commerce
Generally, taxpayers effecting sales (goods and/or services) 
to natural persons who don’t conduct business activities, 
also via the e-commerce channel, are obliged to keep 
records of the turnover and amounts of output VAT using 
cash registers. The buyer then receives a cash receipt as 
a proof of sale. There are some exceptions to the above 
general rule (e.g. low turnover amount). If an item is sold to 
another entrepreneur, the transaction must be documented 
with an invoice (in a paper or electronic form). A natural 
person may also request for an invoice, apart from the cash 
receipt.

Returning goods
If a consumer wants to return a bought item, it is necessary 
to correct tax settlements with regard to both: the corporate 
income tax (CIT) and the tax on goods and services (VAT). 
If the sale was documented with a cash receipt, special 
evidence of returns should be prepared. In other cases, a so 
called corrective invoice should be issued.

Advertising / promotional costs
Expenses borne on advertising or promotional campaigns 
can generally be recognised as tax deductible costs. As 
such services are often of intangible nature, particular 
attention should be devoted to appropriate documentation, 
so that in case of disputes with tax authorities, it can be 
easily proven that the services where in fact provided (were 
not fictional).

Customer lotteries and contests
When organising a lottery or contest for customers 
where prices are handed out to the winners, as a rule the 
organiser should withhold tax on lottery gains. There are 
certain exemptions allowing winners to be excused from 
taxation. Moreover, certain types of lotteries may only be 
organised when special permit has been obtained from the 
Polish Minister of Finance beforehand. In case the lottery 
is organised without such a permit, there are penalties 
imposed on the organiser as well as on the winner.

Tax rulings
Taxpayers are entitled to request a confirmation – in 
form of a written interpretation of tax law issued either by 
the Minister of Finance or another authorized body – if 
they understand selected provisions of tax law properly. 
Individual tax rulings are issued upon a written application 
that contains a description of the actual facts or planned 
events, the question and the applicant’s own opinion on 
the issue. The interpretation remains valid until changed by 
tax authorities or when the underlying provision of law is a 
changed in a manner making the interpretation irrelevant.

Advertisement

http://divante.co/
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GENERAL TAXATION RULES IN POLAND

CIT

Legal form Description Resident corporation Permanent establishment (PE)

General description Tax on income of legal persons and organisational units with legal personality. 

Taxable income Worldwide income Income derived by a PE in Poland

Calculation of taxable profits Taxable profit is based on accounting profit adjusted under the tax law.

Interest payments Generally, interest may be considered tax deductible when paid or capitalized. 

However, deduction of interest is limited (so called thin capitalization rules) with regard to:

•  loans granted by a related party (i.e. all direct and indirect shareholders having at least 25% 
share participation) in case of interest on indebtedness exceeding debt-to-equity (1:1) ratio;

•  alternatively (solution chosen by taxpayer):  
all loans granted by both related and unrelated companies (in this case special calculation of 
interest based on the (i) value of assets (ii) reference interest rate of National Bank of Poland 
should be prepared)

Related party transactions Transfer pricing at arm´s length required. Transfer pricing documentation concerning related party 
transactions (both domestic and cross-border) is required, if the joint contract price (or its equivalent) 
or the amount for services actually paid in the tax year exceeds the Polish zloty equivalent of:

•  €100,000 – if the transaction value does not exceed 20% of the share capital

•  €30,000 – in case of rendering services and sale of intangibles

•  €50,000 – in other cases
Transfer pricing documentation is required in case of transactions concluded with entities from tax 
havens if their annual value exceeds €20,000.

Tax year, return and payment Tax year - calendar year or different business year.
Annual return filed within 3 months after the end of the tax year.
Tax advance payments due monthly/quarterly. Simplified tax advance payments possible upon
certain conditions.

Losses Losses may be carried forward for 5 years, up to 50% of the loss may be set off in each year.
Loss carry back is not allowed.

Tax group Resident companies with an average share capital of at least PLN 1m may form a tax group.
A tax group must be formed for a period of at least 3 years.

Tax rate 19%
Penalty tax rate of 50% may be applied for profit adjustment in relation to transaction concluded with 
related parties (transfer pricing).

General description There are three indirect taxes in Poland: tax on goods and services (VAT), excise duty, game tax

VAT

Taxable activities Supply of goods for consideration inside the territory of Poland defined as the transfer of economic 
ownership.
Rendering services for consideration inside the territory of Poland.
Also taxable e.g. the free of charge rendering of services for the taxpayer’s personal needs or the 
personal needs of its current and former employees, partners, shareholders, etc.

Taxable activities – zero rated 
(examples)

•  Export of goods and services

•  Intra-Community supply transactions

•  Some international transportation services

Exemptions (examples) •  Financial and Banking services

•  Land which has not been built on, other than building land or land designated for development

•  Buildings or their part (in specified cases)

•  Educational services

•  Development of technology
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Refund of VAT •  Usually within 60 days from submission of tax return;

•  In some cases these period could be shorted to 25 days (all purchase invoices should be paid) 

•  In case that a tax payer does not declare any output VAT in a given return, than VAT refund is 
executed within 180 days,

Tax liability • Normally the supplier of goods and services is responsible for charging VAT

•  Reverse charge for certain supplies of goods and services (e.g. factoring services received from 
businesses established outside Poland)

Tax rates The standard tax rate is 23%. There are three reduced rates (5%, 8%).

Administrative obligations •  Monthly or quarterly self-assessment VAT return,

•  Monthly VAT payments (for small entities possible quarterly payments)

•  Obligation to formal registration before the execution of first activity being subject to VAT (in practice 
possible also backward registration, however, not in case of cross border supplies of goods) 

•  Formal requirements concerning invoices.

•  VAT identification number must be indicated on all invoices

•  In case of purchase invoices not paid within 150 days from payment deadline no possibility to 
deduct a relevant input VAT
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B2B Consulting Sp. z o.o.
(RZETELNY REGULAMIN)

Ratuszowa 11/628
03-450 Warszawa

www.rzetelnyregulamin.pl

CERTIFICATION / CONSULTING

Biuro Informacji Gospodarczej 
InfoMonitor S.A. (BIG InfoMonitor)

Modzelewskiego 77
02-679 Warszawa

www.big.pl

E-COMMERCE PLATFORMS

ANNA HAŃĆ-ORACZ
INTELLIVE (loopa)

Rodła 4 lok. 6
01-496 Warszawa

www.loopa.eu

E-COMMERCE PLATFORMS

BDSKLEP.PL Sp. z o.o.

Złota 59
00-120 Warszawa

www.bdsklep.pl

RETAIL SELLERS
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Currency One S.A.

Szyperska 14
61-754 Poznań

www.currency-one.com

ON-LINE PAYMENTS

Cloudpack Sp. z o.o.

Prymasa Tysiąclecia 60/62
01-424 Warszawa

www.cloudpack.pl

E-COMMERCE PLATFORMS

Descom Sp. z o.o.

Ujazdowskie 41
00-540 Warszawa

www.descom.fi/pl

E-COMMERCE PLATFORMS

ConTrust Communication
Renata Syperek-Komar

Grójecka 194/169
02-390 Warszawa

www.contrust.pl

PR

DAZUMI Sp. z o.o.

Niemcewicza 7/9/185
02-022 Warszawa

www.dazumi.pl

IT FOR E-COMMERCE

Codemedia S.A.

Rolna 175B
02-729 Warszawa

www.codemedia.pl

E-COMMERCE PLATFORMS

DialCom24 Sp. z o.o.
(Przelewy24)

Kanclerska 15
60-327 Poznań

www.przelewy24.pl

ON-LINE PAYMENTS

Conversion Sp. z o.o.

Bukowińska 22/17
02-703 Warszawa

www.conversion.pl

WEB ANALYTICS

Deltavista Services Sp. z o.o.

Lublańska 38
31-476 Kraków

www.deltavista.pl/en

IT FOR E-COMMERCE

Conrad Electronic Sp. z o.o.

Kniaźnina 12
31-637 Kraków

www.conrad.pl

RETAIL SELLERS

Creative Products Hanna Zasada 
(Czerwona maszyna)

Zablocie 23
30-701 Kraków

www.czerwonamaszyna.pl

RETAIL SELLERS

Ceneo.pl
(członek z grupy Allegro)

Grunwaldzka 182
60-166 Poznań

www.ceneo.pl

E-COMMERCE PLATFORMS
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Dotpay S.A.

Wielicka 72
30-552 Kraków

www.dotpay.pl

ON-LINE PAYMENTS

Euro-Net Sp. z o.o.

ul. Muszkieterów 15
02-273 Warszawa

www.euro.com.pl

RETAIL SELLERS

Duet Development Sp. z o.o. 
(Balladine)

J. Zaruby 9/83
02-796 Warszawa

www.balladine.com

RETAIL SELLERS

FIEGE Sp. z o.o.

Ługowa 85
96-320 Mszczonów

www.fiege.pl/pl/home

E-COMMERCE PLATFORMS

Empik Media&Fashion S.A.

Marszałkowska 104/122
00-017 Warszawa

www.empik.com

RETAIL SELLERS

Evigo Sp. z o.o. S.K.

Zielna 37
00-108 Warszawa

www.evigo.pl

PRESS / INFO SERVICE

Eklektika Sp. z o.o.

Opaczewska 15/31
02-368 Warszawa

www.eklektika.pl

E-LEARNING

Firma Handlowo-Usługowa VMP 
Piotr Grochowski (Olive)

Witosa 33/52
30-612 Kraków

www.olive.pl/index.html

RETAIL SELLERS

e-muzyka S.A. 
(członek z Grupy Empik)

Zwycięzców 18
03-941 Warszawa

www.e-muzyka.pl

DIGITAL CONTENTS

Fast White Cat S.A.

Św. Mikołaja 8-11
50-125 Wrocław

www.fastwhitecat.com

E-COMMERCE PLATFORMS

eMagenio Sp. z o.o.

K. Pużaka 61
45-273 Opole

www.emagenio.pl/en

IT FOR E-COMMERCE

Estoremedia Sp. z o.o.

Willowa 8/10
00-790 Warszawa

www.estoremedia.com

CONTENT MANAGEMENT
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Grupa Allegro Sp. z o.o.

Grunwaldzka 182
60-166 Poznań

www.allegro.pl

E-COMMERCE PLATFORMS

Fly.pl

Nowogrodzka 42
00-695 Warszawa

www.fly.pl

TRAVEL AGENCY

Honeste Sp. z o.o.

Rynek Główny 39-40/07
31-013 Kraków

www.honeste.pl

E-COMMERCE PLATFORMS

Fundacja Rozwoju
Gospodarki Elektronicznej

Święty Marcin 29/8
61-806 Poznań

www.dmdf.org

NON-PROFIT

Grupa Nokaut S.A.

Sportowa 8B
81-300 Gdynia

www.nokaut.pl

E-COMMERCE PLATFORMS

Freshmail Sp. z o.o.

29 listopada 155C
31-406 Kraków

www.freshmail.pl

E-MAIL MARKETING

Hostersi Sp. z o.o.

Dworek 23
44-200 Rybnik

www.hostersi.pl

IT FOR E-COMMERCE

Gandalf Sp. z o.o. 

Piłsudskiego 135
92-318 Łódź

www.gandalf.com.pl

RETAIL SELLERS

Grupa Okazje Sp. z o.o.

Tadeusza Kościuszki 23/25
90-418 Łódź

www.okazje.info.pl

E-COMMERCE PLATFORMS

Fundacja Polak 2.0

Truskawiecka 13
60-478 Poznań

www.fp20.org

NON-PROFIT

Gorseciarka.pl
Małgorzata Chubobińska

Bursztynowa 2
95-050 Konstantynów Łódzki

www.gorseciarka.pl

RETAIL SELLERS

First Data Polska S. A.

Jerozolimskie 92
00-807 Warszawa

www.firstdata.com/en_pl/home.html

ON-LINE PAYMENTS
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hurtowniasportowa.net S.C.

Kożuchowska 20d
65-001 Zielona Góra

www.hurtowniasportowa.net

RETAIL SELLERS

Komputronik S.A.

Wołczyńska 37
60-003 Poznań

www.komputronik.pl

RETAIL SELLERS

HYBRIS Sp. z o.o.

Zygmunta Starego 11A
44-100 Gliwice

www.hybris.com/en

IT FOR E-COMMERCE

L&M Trade
Marietta Pilarska

Daleka 6
87-800 Włocławek

www.wysylkowo24.com

RETAIL SELLERS

iStore.pl 
(członek z grupy Allegro)

Grunwaldzka 182
60-166 Poznań

www.istore.pl

E-COMMERCE PLATFORMS

Kornel Dulęba SEM
Usługi Marketingowe (Semahead)

Dobrego Pasterza 110/90
31-416 Kraków

www.semahead.pl

SEM

Hypermedia Sp. z o.o.

Domaniewska 49
02-672 Warszawa

www.isobar.com/pl/home

IT FOR E-COMMERCE

LDP Logistics Distribution
Partners Sp. z o. o.

Moszna Parcela 29/B4
05-840 Brwinów

www.ldp.com.pl

E-COMMERCE PLATFORMS

JASH TECHNOLOGIE Sp. z o.o.

Wiśniowa 1
87-148 Łysomice

www.jash.pl

E-COMMERCE PLATFORMS

Krajowy Integrator Płatności

Św. Marcin 73/6
61-808 Poznań

www.transferuj.pl

automatyczna obsługa płatności

ON-LINE PAYMENTS

IMJ Maciej Jankowski

Naramowicka 219C/30
61-611 Poznań

www.imj.pl

IT FOR E-COMMERCE

KKVLAB Jacek Popko

Ostrowskiego 30
53-238 Wrocław

www.kkvlab.com/#home

IT FOR E-COMMERCE
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MniamMniam.pl S.C.
M. Zakrzewski, W. Ostrowska,
G. Ostrowski
Polskiej Organizacji Wojskowej 20
05-250 Radzymin

www.mniammniam.com

RETAIL SELLERS

LIZARD MEDIA
Justyna Owczarz-Bilińska

Zmożka 8
43-300 Bielsko-Biała

www.lizardmedia.pl

MEDIA HOUSE

Optivo GmbH / Sp. z o.o.
Oddział w Polsce

Pokorna 2/1409
00-199 Warszawa

www.optivo.pl

IT FOR E-COMMERCE

Medien Service S. Cieśliński

Kombatantów 24
Julianów
05-500 Piaseczno

www.medienservice.com.pl

LOBBING / EVENTS

nazwa.pl S.A.

Cystersów 20a
31-553 Kraków

www.nazwa.pl

DOMAINS

MARIUSZWESOLOWSKI.PL 
Wesołowski

Sielska 38/23
60-129 Poznań

www.mariuszwesolowski.pl

CONSULTING / TECHNOLOGY

ORBA Sp. z o.o.

Bukowińska 10/170
02-703 Warszawa

www.orba.pl

IT FOR E-COMMERCE

Merlin.pl

Postępu 18 Neptun
02-676 Warszawa

www.merlin.pl

RETAIL SELLERS

NoNoobs.pl S.A.

A. Mickiewicza 27/38
01-562 Warszawa

www.nonoobs.pl

EVENTS

MASSPAY S.A.

Polna 40 lok. 412
00-635 Warszawa

www.masspay.eu/index.htm

ON-LINE PAYMENTS

Microfinance Sp. z o.o.

Płocka 15
01-231 Warszawa

www.banfi.pl/pl

TAX CONSULTING

Learn Up Sp. z o.o.

Grodziska 26
60-363 Poznań

www.learnup.pl/home

DIGITAL CONTENTS

64 |  E-commerce in Poland 2014

http://www.mniammniam.com/
http://www.lizardmedia.pl/
https://www.optivo.pl/
http://www.medienservice.com.pl/
http://www.nazwa.pl/
http://mariuszwesolowski.pl/
http://orba.pl/
http://merlin.pl/
http://www.nonoobs.pl/
http://www.masspay.eu/index.htm
http://banfi.pl/pl
http://learnup.pl/home/


ORBITVU Sp. z o.o.

Sienkiewicza 48
42-600 Tarnowskie Góry

www.orbitvu.pl

IT FOR E-COMMERCE

Satysfakcja Sp. z o.o.

Krakowska 45/56a
42-202 Częstochowa

www.x-kom.pl

RETAIL SELLERS

PayU S.A.

Grunwaldzka 182
60-166 Poznań

www.payu.pl

ON-LINE PAYMENTS

Simply User Sp. z o.o.

Lwowska 17/4
30-548 Kraków

www.simplyuser.pl

CONSULTING / TECHNOLOGY

Pronike Abramowicz S.J.
(Spec prawnik)

Nagórskiego 3
60-408 Poznań

www.specprawnik.pl

ON-LINE PAYMENTS

Sephora Polska Sp. z o.o.

Jerozolimskie 92
00-807 Warszawa

www.sephora.pl

RETAIL SELLERS

Poczta Polska
Spółka Akcyjna

Stawki 2
00-940 Warszawa

www.poczta-polska.pl

POSTAL SERVICES

Skąpiec.pl Sp. z o.o.

Powstańców Śląskich 2-4
53-333 Wrocław

www.skapiec.pl

E-COMMERCE PLATFORMS

Ravelo Sp. z o.o.

Gottlieba Daimlera 2
02-460 Warszawa

www.ravelo.pl

RETAIL SELLERS

Sheepla S.A.

Żelazna 67/77
00-871 Warszawa

www.sheepla.pl

IT FOR E-COMMERCE

Profeina Magdalena Górak

Wawerska 1B/1
05-410 Józefów

www.profeina.pl

PR

Rhythm Enterprise Sp. z o.o. 
(Composer)

Puławska 182
02-670 Warszawa

www.composercpq.com/pl

E-COMMERCE PLATFORMS
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TIM Spółka Akcyjna

E. Kwiatkowskiego 24
55-011 Siechnice

www.tim.pl

RETAIL SELLERS

Softhis Sp. z o.o.

Fabryczna 20A
31-553 Kraków

www.softhis.com

IT FOR E-COMMERCE

Trade Tracker Poland Sp. z o.o.

Rolna 175B
02-729 Warszawa

www.tradetracker.com/pl

CONSULTING / WEBMASTER

STRALFORS Spółka z o.o.

Parkowa 56
86-130 Laskowice

www.stralfors.pl

RETAIL SELLERS

TOYS „R” US Poland Sp. z o.o.

Marynarska 19 A
02-674 Warszawa

www.toysrus.pl/toys

RETAIL SELLERS

Sortmund Joanna Pieniążek-Basta

Montwiłła-Mireckiego 23
30-426 Kraków

www.sortmund.pl

RETAIL SELLERS

Value Media Sp. z o.o.

Prosta 51
00-838 Warszawa

www.valuemedia.pl

E-COMMERCE PLATFORMS

Superksięgowa S.A.

Wyrzyska 9A
02-455 Warszawa

www.superksiegowa.pl

TAX CONSULTING

Trade Doubler Sp. z o.o.

Piękna 28/34
00-547 Warszawa

www.tradedoubler.com/pl-pl

RETAIL SELLERS

Splio Polska Sp. z o.o.

Ursynowska 72
02-605 Warszawa

www.splio.pl

IT FOR E-COMMERCE

Techsecure Sp. z o.o.
(Segido)

Żurawia 43/202
00-680 Warszawa

www.segido.pl

IT FOR E-COMMERCE

Smyk.pl
(członek z Grupy Empik)

Marszałkowska 104/122
00-017 Warszawa

www.smyk.com

RETAIL SELLERS
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VISCIOLAFASHION

Słoneczna 10/9
05-200 Wołomin

www.visciolafashion.com

RETAIL SELLERS

Wearco Sp. z o.o.

Rybitwy 2
30-722 Kraków

www.answear.com

RETAIL SELLERS

WZSAM S.A.

Armii Krajowej 220
43-316 Bielsko-Biała

www.wzsam.pl

E-COMMERCE PLATFORMS

Węc-Twój Jubiler
G. Węc, A. Węc

Kurczaba 3
30-388 Kraków

www.wec.com.pl

RETAIL SELLERS

X-PRESS Couriers Sp. z o.o.

Jana Pawła II 25
00-854 Warszawa

www.x-press.com.pl

COURIER

WONGA.PL Sp. zo.o.

Czerniakowska 71/511
00-807 Warszawa

www.wonga.pl

ON-LINE PAYMENTS

Zanox Sp. z o.o.

Domaniewska 45
02-672 Warszawa

www.zanox.com/pl

E-COMMERCE PLATFORMS
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Gemius Polska
ok@gemius.com
www.gemius.com
18 B Postępu Street
Orion Building, 9. floor
02–676 Warsaw
Poland

The Chamber of Digital Economy
e-Commerce Polska
biuro@ecommercepolska.pl
www.ecommercepolska.pl/en
1 Mokotowska Street
00–640 Warsaw
Poland
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