
Omni-commerce. 
Buying comfortably

Survey and analysis:

Content Partners:

Report of Chamber of Digital Economy prepared by Mobile Institute

Author of the report:

2022



Na wstępie

Omni-commerce.  
Buying comfortably

Introduction



3

Dear readers, 

We are pleased to present you the seventh edition of the report "Omni-commerce. Buying 

comfortably”. This time almost 2500 internet users shared their shopping experiences with us.  

As every year, we have followed Poles' shopping paths through various channels - online, mobile, 

social media and stationary stores. We checked the favourite shopping places, asked about the 

used methods of payment and delivery, modern shopping solutions and expectations towards e-

stores. As a result, you can successfully take into account most important, multi-year consumer 

trends when making key business decisions and planning the development of your business. 

Additionally, taking into account the changes that are taking place in e-commerce, this year we 

enriched the report with the areas of deferred payments and cross-border shopping. So we also 

share how consumers are taking advantage of the latest ways to finance their purchases and the 

growing opportunities to buy abroad.  

2022 is a special year for e-commerce. Why? The pandemic is about to end, and we are all aware 

that fully opening up stationary stores and giving consumers back the freedom to choose where 

they buy will be a real test for digital shopping. Have e-shops and platforms made good use of the 

pandemic time and given their customers the kind of shopping experience that will keep them 

coming back for more? Have brands provided their customers with enough shopping consistency 

and care across their various channels, the so-called no-line commerce, so that they will remain 

loyal to them even when they return to malls and supermarkets? 

Katarzyna Czuchaj-Łagód

Managing Director, Mobile Institute

Council Weber, Chamber of Digital Economy

Patrycja Sass-Staniszewska

President

Chamber of Digital Economy
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This publication brings answers to most of these questions. And - fortunately - these answers are 

mainly positive for e-commerce. Already 87% of consumers surveyed buy online. It is by +3 p.p. 

more than a year ago. Poles have increased their e-shopping baskets and the frequency of online 

shopping. However the Internet is not the only place for shopping. Poles want to buy where it is 

convenient, fast, safe and where the best price conditions are. As a result, they want brands to be 

available across multiple shopping channels (61% of respondents vs. 33% in 2021). They also 

demand that stationary stores offer the solutions they have "tasted" in e-commerce (9 in 10).  

In particular, they want to be able to buy a product with home delivery while in a stationary store, 

be recognized as the same customer across multiple brand channels, and take advantage offline 

of previously digital-only promotions (such as Black Week). All this leads to the conclusion that 

perhaps 2022 - the first post-pandemic year - will also be the first year where we will actually see 

the dominance of the omni-commerce phenomenon, i.e. conscious shopping across multiple 

channels. It is also possible that we will see many new and interesting solutions in stationary 

stores, which will be delivered in order to maintain the loyalty and wallets of consumers migrating 

between different shopping channels. The results show that this will be a very interesting year. 

New consumer demands are certainly a big challenge for brands, but also an opportunity to fully 

manage the consumer experience across multiple touchpoints with the brand, communicate more 

effectively, promote and sell more. 

Chamber of Digital Economy intends to continue to actively participate in the process of  

e-commerce development, educate Polish consumers and e-entrepreneurs and support them in 

building business relationships to reach beyond the borders of our country. Continuously for 9 

years, e-Chamber, together with the great affiliates that make up its strength, makes a significant 

contribution to the development of e-commerce in Poland and Europe. We stand guard over the 

interests of both sellers and buyers. 

We invite you to cooperate with us in all ongoing legislative projects and activities within the 

framework of the Same Start, Digital Economy School, Responsible e-commerce project, Contests: 

e-Commerce Poland awards, e-Commerce Director  

of the Year, Performance Marketing Diamonds. More about the activities of the Chamber of the 

Electronic Economy in our last Magazine.   

We encourage you to read the report hoping that you will find it interesting and that it will support 

the development of your digital and multi-channel sales. As every year, we also look forward to 

your questions and hope to have a lively discussion about the results.  

We invite you to be a part of our organization!

Patrycja Sass-Staniszewska  
Katarzyna Czuchaj-Łagód

mailto:kasia@mobileinstitute.eu
https://eizba.pl/wp-content/uploads/2021/12/MAGAZYN-E-IZBY-2021.pdf
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XX%

82%
consumers see the 

advantages of multi-
channel shopping

87%
Internet users have 

made a purchase online

87%
declare that it is 

important to them that 
the brand is available in 

multiple channels

63%
Internet users are 

encouraged to visit  
a stationary store by 

online information
61%

buy the same products 
or brands across 
multiple channels

96%
Internet users have ever 
carried out a shopping 

activity on their  
device

20 e-facts you must know
Key numbers for 2022 
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XX%

67%
Internet users give their 

opinion on online 
shopping

61%
Internet users rate their 

shopping baskets in online 
stores as bigger than in 

stationary stores

56%
Internet users use 
tablet for shopping

53%
Internet users expect  

a brand to answer their 
question within  
a maximum of  

3 hours

78%
of those who do not buy 

online, still carry out various 
online activities around 

shopping

39%
cross-border shopping 
baskets reach a value  

of more than  
500 PLN

58%
mobile consumers buy 

on a mobile device



7

XX%

22%
Internet users made 

use of deferred 
payments

29%
consumers, that is 

significantly fewer than  
a year ago, consider 

stationary stores to be  
their favorite place  

to shop 

23%
Internet users buy 
online because of 

pandemic 19%
Internet users bought 

products abroad via the 
Internet

16%
e-customers buy online 

5 or more times  
a month

22%
Internet users want to start using 

various devices with Internet 
access for shopping

33%
e-buyers bought 

products online from 
abroad
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• Consumers are most likely to use a laptop (85%) and a smartphone (78%) for peri-shopping 

activities. It was similar one and two years ago.  

• Tablet and desktop shopping use has increased this year. The probable reason for this is the 

desire of household members, who were more likely to be together in the household during 

the pandemic, to make the most of all available devices.   

• Cross-device shopping usage is slightly weaker than a year ago. Again - it seems that 

consumers, working and learning from home, have had to learn to share devices with Internet 

access with other household members. 

• In the near future, consumers are most likely to use a smart watch and smart TV for 

shopping. This is especially true for the youngest internet users.   

• In general, every 5th respondent intends to start using various devices with access to the web 

for purchases in the near future.  

• For the second year in a row all mobile consumers use their devices for purposes related 

directly or indirectly to shopping. Above all, they use their devices to find inspiration and 

product information, compare offers and check order status.  

• M-buyers use their mobile devices for shopping-connected activities twice as intensively as 

consumers in general.
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Devices in the purchasing process
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• W sieci zakupu dokonało już 87% internautów. To o +3p.p. więcej niż w ro temu, a o +15p.p. 

więcej niż przed pandemią. 

• Klienci online kupują częściej (77% kupuje 2 lub więcej razy w miesiącu), a ich koszyki zakupowe 

są większe. Przykładowo średni zakup w kategorii elektronika to obecnie 486 zł, a modowy 

290 zł.  

• Najczęściej Polacy kupują wciąż w sklepach internetowych i na platformach zakupowych. 

Wzrosła popularność aplikacji sklepów i marek jako miejsca zakupowego. 

• Ci, którzy nie kupują w Internecie, przeważnie podkreślają, że lubią zakupy stacjonarne oraz 

chcą mieć produkt od razu. W tym roku wzrosła jednak liczba klientów, którzy unikają płatności 

w Internecie.   

• Elektronika i moda to wciąż najpopularniejsze kategorie zakupowe. Silną pozycję utrzymuje 

branża dom i ogród oraz uroda, a bardzo duży wzrost względem zeszłego roku zanotowały 

produkty dziecięce.  

• W tym roku znacząco wzrósł odsetek osób, które deklarują, że ich zakupy internetowe są 

większe niż stacjonarne. Prawidłowość tę widać w każdej z pięciu analizowanych pod tym 

kątem kategorii zakupowych. Najsilniej zaś wzrost liczby wydających więcej w sieci widoczny 

jest w branży moda (29%, +24p.p.) oraz żywność (23%, +16p.p.).  
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• 58% of smartphone owners buy on a mobile device and 60% of online shoppers buy on a 

mobile device. This is +7p.p. and +6p.p., respectively, more than a year ago. It is clear, 

therefore, that the importance of the mobile channel in terms of sales is growing.  

• Games and apps, fashion, home furnishings and children's products are the categories in 

which consumers are most likely to buy on mobile this year. Compared to 12 months ago, 

mobile shopping for entertainment and children's products has increased significantly.  

• Poles buy mobile for very pragmatic reasons - it is convenient, fast and often cheaper.  

The less frequent use this year of dedicated promotions for mobile consumers and novelties 

offered more quickly to mobile customers is worrying. Perhaps there is room for mobile 

brands to increase sales by renewing these purchase triggers in communications to their  

m-customers and m-users.  

• The share of people saying they will increase their mobile spending this year has held up, 

although it is not a large group. Every 20th Internet user wants to spend more on a 

smartphone or tablet, so as every 10th online shopper. On the other hand, the number of 

those who intend to maintain their m-spending has increased significantly. It is 51% of 

Internet users and 64% of e-buyers. 
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M-commerce - mobile shopping
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• The ROPO effect has increased significantly. Information found online encourages 63% of 

consumers to visit a stationary store. This is +22 p.p. more than a year ago.  

• The same brand or product is bought in many different channels by 61% of consumers 

surveyed. This is significantly more than a year ago. The end of the pandemic and the lifting of 

restrictions on stationary trade certainly contributed to this.  

• For 87% of consumers, it is important that the products of the brands they buy are available 

across multiple channels, i.e. offline, online, mobile and social. 

• Stationary stores are the favorite place to shop for only 29% of Poles. The liking for shopping 

in social media and mobile applications of brands or stores has increased significantly. 

• As many as 82% of Internet users see the advantages of omni-channel shopping, which is 

+20 p.p. more than a year ago.  

• As omni-channel shopping has grown, so has the number of consumers who see 

disadvantages to it. Only 6% of e-customers and 4% of m-customers do not experience any 

problems when buying the same brands or products across multiple channels.  

• The main drawbacks of multi-channel shopping for the same brands or products are still 

inconsistent offerings - assortments, prices and promotions. 

15

Omni-commerce - multichannel shopping
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• The last purchase took place in a stationary store for 39% of consumers.  

This is -10p.p. less than a year ago despite the fact that all restrictions on stationary retail 

have been removed, so respondents have complete freedom to choose their shopping place.  

• Low price is not anymore the most important factor in choosing a particular shopping 

destination. Trust in the store (32%) and a wide assortment (24%) are key. Being accustomed 

to the place of purchase begins to play a greater role for electronic shopping than for 

stationary shopping.  

• Only 29% of respondents - despite stores being fully open - completed their last purchase 

completely offline. This is only +3 p.p. more than a year ago. 

• Consumers this year, despite the economic uncertainty caused by the pandemic and high 

inflation (or perhaps because of it) are less likely to compare offers and more likely to make  

a purchase decision quickly - based on advertising or other consumers' opinions.  

• Buying strategies and paths vary from industry to industry. Purchase decisions are made at 

different times and activities lead to them. Differences by shopping category are greater than 

those by gender, age or place of residence of consumers. 
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Shopping process
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• Poles most often pay online using quick transfers (33%) and BLIK (21%). There was an 

increase in deferred payments (14%, +2pp), while cash-on-delivery payments fell significantly 

in popularity. 

• The most comfortable form of online and mobile payment is invariably BLIK, followed by quick 

transfers. In this context, card payments, in particular the option of a card saved in an  

e-store (so called card on file), gained a lot this year.  

• In stationary stores, the popularity of cash payments has significantly decreased. Currently 

only every fourth respondent (26%) declares paying in cash. The most often we pay with 

cards (43%).    

• Poles consider card payments to be the most convenient when in stationary shops, followed 

by contactless payments. Only every 20th consumer considers cash payment to be the most 

comfortable.  
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Payment methods
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• 53% of Internet users are aware of deferred payments, and 22% have already used it.  

• Deferred payments are usually triggered by an unexpected expense, but also a large 

expense such as home renovation or impulse purchases.  

• The most important advantage of deferred payments, indicated by one in four consumers,  

is the increase in purchasing power, i.e. the ability to make a purchase with no money at the 

time. Another important advantage for respondents is the ability to return goods bought 

online without any consequences.  

• Consumers are also aware of the potential disadvantages of deferred payment and know 

what to look out for when using this type of solution. They point out the possibility of getting 

into debt and as a remedy for this drawback, they indicate the need to control the balance of 

the account and have the money to pay on time.  

• The most popular deferred payment solution is AllegroPay. Buy now-pay later and PayPo 

came next.  

• Every 3rd respondent would like to use the deferred payment option when shopping in 

stationary stores.  

• Deferred payments increase the frequency of online shopping and the value of digital 

shopping carts. 
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Deferred payments
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• Various modern shopping solutions, including modern payments and forms of product 

presentation such as product videos, are used by 79% of Internet users. This is +23 p.p. more 

than a year ago.   

• Internet users' tolerance for brands' immobility has increased somewhat. Whether a brand/

store has a mobile site is important to 64% of respondents. However, it is worth noting that 

the group that has not reduced its requirements are m-buyers.  

• Consumers expect both mobile and stationary stores to provide a consistent shopping 

experience regardless of where they are served.  

• Over 40% of consumers want to be able to order a product they find online while  

in a stationary store and pick it up comfortably from the supplier at home.  

• Every 5th Internet user and 6 out of 10 consumers aged <18 years expect stationary stores to 

offer promotions so far available only online.  

• As many as 27% of Internet users say they bought something based on an ad they saw on 

social media.  

• More than half of Internet users (53%) expect a brand to respond to them within a maximum 

of 3 hours. 
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Innovative shopping solutions
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• 19% of consumers surveyed did cross-border shopping online.  

• Poles buy online from abroad because they trust foreign brands and because of low product 

prices and low delivery costs. They also appreciate good after-sales service.  

• The most popular platform is AliExpress, although respondents declare that they most often 

buy in e-stores from the European Union.  

• Poles most often buy home furnishing articles cross-border.  

• The value of cross-border shopping baskets is more varied than in e-commerce in general. 

Either respondents spend a lot (501-1000 PLN, 39%) or their shopping basket reaches  

a maximum of 50 PLN (15%).  

• 8 out of 10 cross-border shoppers buy at least once a month. 
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10 commandments
How to please today's consumer?
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Already 87% of Internet users buy online, +3p.p. more than a year ago.  

It is no longer possible to be absent from the digital shopping channel.  

The economy has fully opened up after the pandemic and consumers are once 

again free to shop where it is most comfortable and there are the most 

attractive buying conditions. This has resulted in more movement between 

shopping channels and increased the complexity of the buying process. During 

the last purchase, 37% of people migrated between channels. As a result, 

consistency in the shopping experience is becoming crucial. 

The ROPO effect reached 63% and the cross-shopping rate for brands and 

products reached 61%. 87% of consumers expect a brand to be available for 

purchase across multiple channels. Being present in multiple places  

is becoming key to Poles' wallets. 
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One in three e-buyers has already bought online from abroad. This shows that 

domestic e-shops have to take into account not only domestic competition. It is 

true especially since - according to the respondents - buying abroad is not only 

determined by the price, but also trust in foreign brands and good after-sales 

service.  

Stationary stores are the favorite shopping destination for only 29% of 

consumers. That's even less than a year ago. Additionally, 9 out of 10 

customers expect to find post-pandemic solutions in offline stores that they 

appreciated while shopping online. If you manage a brand that sells not only 

online but also in stationary stores, you need to think about what modern 

solutions to provide them.

22% of Internet users have already taken advantage of the possibility to 

finance online purchases with deferred payments. According to the 

respondents this form of payment not only increases purchasing power,  

but also gives the opportunity to purchase and return without consequences. 

Definitely the option of deferred payment should not be missing in any  

e- or m-store. 

Half of online shoppers buy on mobile. Your brand simply needs to have a 

presence in this channel to avoid losing out on huge sales potential. Especially 

since 2/3 of consumers will react negatively if you are not there. 
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This year has seen a significant increase in in-store mobile activity. It seems 

that along with the freedom to shop, the propensity for consumers to better 

analyze their purchases, including those made in stationary stores, has 

returned. Allow your customers the freedom to scan product codes, search  

for information, take photos, and consult with loved ones their purchases. 

In case of stationary stores, the importance of habit, which until now reigned 

as the main selection factor, has declined. This element, along with attractive 

conditions for returns and complaints, has instead become crucial for online 

shopping. Apparently, during the pandemic, consumers have managed to 

carve out online shopping paths and have become accustomed to certain 

shopping destinations. For you, this is the last moment to get them used to 

buying from your e-store. 

More than half of consumers expect you to respond to their questions within  

3 hours at most. That means you need to have the tools in place to 

conveniently and quickly respond to your customers' concerns. This is key, 

especially since they are much more likely to share their shopping experience 

with other internet users this year than last year. 
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Methodology

• The report "Omni-commerce. Buying comfortably 2022" was prepared on the basis of  

a market study conducted by Mobile Institute on commission of the Chamber of Digital 

Economy, PayU, Przelewy24, Allegro, tPay, Adyen and MODIVO.  

• We collected opinions of 2466 Internet users using responsive CAWI (Computer-Assisted 

Web Interview) questionnaires emitted on websites and via e-mail. The data were collected 

between April 11-22, 2022.  

• The sample structure in the CAWI survey was adjusted using analytical weighting and 

corresponds to the structure of Polish internet users aged 15 and over in terms of gender, 

age and size of place of residence. In the analysis we took into account only complete 

forms.  

• In the construction of the research questionnaire and interpretation of the results we were 

supported by experts in the fields of strategy, e-commerce, marketing and communication, 

and publication partners. 

• The definitions we use in the publication were also consulted with market experts and 

publication partners. 

• Starting in 2019, the report features a revised cafeteria of answers in questions about the 

forms of electronic payments used, in consultation with members of the Chamber of Digital 

Economy operating in the financial area and partners of the publication. The cafeteria is 

now consistent across all surveys of the Chamber of Digital Economy.
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See our reports

One of the most important areas of e-Chamber activity is market education. We provide reliable 

knowledge and valuable information about the widely understood e-commerce. For this purpose, 

we constantly conduct market, customer and consumer research - both B2C and B2B, and make 

their results available in reports that can be downloaded free of charge from our website. 

You can download reports from here: https://eizba.pl/kategorie_cbw/badania/  

Read on!

https://eizba.pl/kategorie_cbw/badania/
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Chamber of Digital Economy 
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