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Results of the BOSS 2025.
Belgian Online Shopper Survey



How important is sustainability to consumers & what role do 
companies have in this? 

Commissioned by 

Performed by 

Sustainability.



Insights are (mainly) part of the BOSS report  

Online shopping 
popularity 

Online shopping 
process 

E-commerce trust 
& security  

Priorities & ideals
of an online store 

Online 
marketplaces 

Sustainability  

Technology

Insights on the online behaviours and attitudes of Belgians aged between 18 and 64 (making online purchases)
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Consumers & Sustainability.
Do consumers care about sustainability & take it into
account when shopping online? 



Sustainability is definitely present in Belgians’ minds

69% 61%

Importance of Sustainability

considers environmental pollution
as a very serious issue nowadays

considers global warming/ 
climate change as a very serious 

issue nowadays

NIQ Consumer Life

Base: Belgian respondents (n=1025)   



And most Belgian adults say that they are willing to take action 

87%
say they are willing to take action to be 
more sustainable when shopping online

Q: Which action(s) are you willing to take to contribute to more sustainability in online shopping?
Base: Belgians aged between 18-64, n=518



What actions are they willing to take? 

Top 5 actions to be more sustainable when shopping online

1

Bundling
purchases

2

Buying more 
carefully

3

Buy 

less

4

Buy second-
hand product

5

Buy from local
webshops

47% 29% 28% 27% 23%

Q: Which action(s) are you willing to take to contribute to more sustainability in online shopping?
Base: Belgians aged between 18-64, n=518



21% 21% 22%

14% 16% 16%

27%
28% 28%

31% 27% 28%

8% 7% 7%

Not at all willing Not willing Neither willing nor unwilling Willing Completely willing

Sustainable shipping/transport 

A significant part of Belgians even says that they are willing to pay!

Willingness to pay more for sustainable actions when shopping online

Sustainable products Sustainable packaging 

39%

35%

34%

37%

35%

38%

Q: Please indicate to what extent you are willing to pay more during online shopping for …
Base: Belgians aged between 18-64, n=518



Younger generations are overall more willing to pay for sustainability 

26% 27%
36% 36%

43%

25% 27%
23%

32%
27%

49% 45% 41%
32% 30%

18-24 25-34 35-44 45-54 55-64

Sustainable products 

29% 26%

44% 39%
46%

19%
33%

23% 34%
29%

52%
42%

34%
28% 25%

18-24 25-34 35-44 45-54 55-64

29% 28%
42% 40%

48%

21%
37%

28%
25%

26%

50%

35% 31% 35%
27%

18-24 25-34 35-44 45-54 55-64

Sustainable shipping/transport 

Willingness to pay more for sustainable actions when shopping online

Sustainable packaging 

Q: Please indicate to what extent you are willing to pay more during online shopping for …
Base: Belgians aged between 18-24 (n=31), 25-34 (n=103), 35-44 (n=125), 45-54 (n=126), 55-64 (n=133) 



The highest social class, however, states significantly more often that they are not 
willing to pay more for sustainable product and shipping/transport  

Sustainable products 

44%

28% 33% 33%

24%

32% 27% 26%

32%
40% 40% 42%

Upper
class

Upper middle
class

Lower middle
class

Lower
class

Sustainable shipping/transport 

Willingness to pay more for sustainable actions when shopping online

50%

30% 34% 35%

21%

33% 26%
32%

29%
37% 40%

33%

Upper
class

Upper middle
class

Lower middle
class

Lower
class

Sustainable packaging 

43%
35% 39% 36%

24%
34% 27%

26%

33% 31% 35% 38%

Upper
class

Upper middle
class

Lower middle
class

Lower
class

Q: Please indicate to what extent you are willing to pay more during online shopping for …
Base: Belgians aged between upper class (n=123), upper middle class (n=136), lower middle class (n=120), lower class (n=139)



The growing popularity of Chinese marketplaces, often criticized for their lack of sustainable practices, illustrates that 
affordability and convenience still outweigh environmental considerations for many.

While sustainability is gaining traction, it is not yet a primary concern for all Belgians

Chinese
marketplaces are 

popular in Belgium

% of Belgian shoppers who made a 
purchase on these marketplaces

40% 39% 36% 

Chinese platforms are taking Europe by storm
      

Source: Digital Purchase data

Q: And on which of the following online marketplaces have you ever made a purchase?
Base: Belgian respondents aged 18-64 (n=512)



Deepdive: 
What is the potential of second-hand?



Among those who purchased second-hand items, most did so either online or through 
a combination of online and offline channels over the past year

% of consumers who have bought second-hand products 
in the last 12 months

Q: Which of the following products and/or services have you purchased in the past 12 months?
Base: Belgians aged between 18-64, n=1030

21%

13% 13%

54%

Has bought this online Has bought this offline Has bought this both
online and offline

Did not buy this



18–34-year-olds are more likely to purchase second-hand items exclusively offline.

Buying second hand is more popular among younger generations 

20%
28%

18%

17%
10%

10%

17% 13%

9%

45% 49%
63%

18-34 35-44 45-64

Only online Only offline Both online and offline Did not buy this

Q: Which of the following products and/or services have you purchased in the past 12 months?
Base: Belgians aged between 18-64, n=1030

% of consumers who have bought second-hand products 
in the last 12 months



More than one in four Belgians express an 
intention to buy second-hand items instead of 
new ones as a way to be more sustainable

27%

Second-Hand Popularity 

of Belgians is willing to buy second-
hand items in order to be more 
sustainable 

• 12% among those who haven’t bought any second-
hand items in the last 12 months

• 39% for those who have bought something second-
hand

• 43% for those who have bought something second-
hand online



Companies & Sustainability.
What role do companies have when it comes to 
sustainability (according to consumers)? 



Most online shoppers believe that the responsibility for sustainable practices 
shouldn't rest solely on their shoulders

73%
thinks it is important that companies 

take environmentally responsible 
actions

Source: NIQ Consumer Life data | Base: Belgian respondents (n=1025)



So, what should online stores focus on to become more sustainable?

Top 5 focus points to be more sustainable for companies 

1

Efficient 
shipping

2

Efficient 
packaging

3

Offering delivery 
to pick-up point

4

Using sustainable 
packaging

5

Ensuring recycling
of old products

40% 40% 35% 33% 29%

Q: What should an online store focus on to be sustainable, according to you? 
Base: Belgians aged between 18-64, n=518



Companies are taking action already … 



However, the majority of Belgians is not able to associate an online store to 
sustainability 

cannot spontaneously 
name an online store 
they associate with 

sustainability

66%

Even among the 34% who 
can, the stores mentioned 

tend to be those with 
strong overall brand 
awareness, and the 

references also remain low 
for each company.

This indicates that most online 
companies are failing to 
clearly communicate or 

differentiate their 
sustainability efforts.

14%

10%

6%

4%

2%

20%

66%

Q: We would now like to talk about online stores and sustainability. Which online store(s) come to mind spontaneously when you hear the term sustainability? 
Base: Belgians aged between 18-64, n=518

Other

I don’t know



Key Take-Aways.



Key Take-Aways

Consumer do care about sustainabilty

Consumers indicate they’re willing to take action (e.g., by bundling purchases,
buying more carefully , and even buying less). Moreover, a significant portion is
open to paying extra! Unfortunately, we still observe that sustainability is not
consistently taken into account in actual purchasing behavior.

Buying second-hand is not uncommon in Belgium 

A considerable number of Belgians report having purchased second-hand
items in the past 12 months, most often through online platforms. Additionally,
about 1 in 4 indicate they would consider buying second-hand more often in
the future as a more sustainable choice.

Consumer want companies to be sustainable as well 

Around three in four Belgians believe that the responsibility for sustainable practices
shouldn't lie solely with consumers. According to them, sustainable packaging and
shipping are the most important focus points. While many businesses are already
making efforts in sustainability, these initiatives often go unnoticed, possibly due to a
lack of clear communication towards customers.



Thank you! 
Kiana.Vanbuel@nielseniq.com

Okke.Crijns@nielseniq.com



Results of the BOSB 2025.
Belgian Online Sustainability Barometer
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Methodology.



Research KUL

• To what extent do Belgian online companies and SMEs 
implement sustainable practices in their business 
management?

• Objectives:
o New insights in sustainable e-commerce

o Comparison with the study from 2021

• What?
1. Literature Study

2. Quantitative study
• 153 respondents from various sectors

https://wiki.becom.digital/nl/shop/studies-whitepapers/belgian-online-sustainability-barometer-2025-full/
https://wiki.becom.digital/nl/shop/studies-whitepapers/belgian-online-sustainability-barometer-2025-full/


Analysis.



In general.



General Characteristics

141 Dutch, 12 French

62.5%: only products or a mix of products & services

Sectors: diverse
✓ Most represented: clothing & fashion, food & beverages

Majority: external logistics partners
✓ 16%: in-house logistics



General assessment of sustainability

Importance of sustainability
✓ Large companies > SMEs

Implementation of sustainability measures
✓ Large companies > SMEs

Main drivers
✓ Regulations and customer expectations

✓ Internal motivation

Barriers
✓ High costs



Product offering.



Product offering.

Answer Count Percentage

Collaborating with sustainable suppliers 50 66,7%

Developing own sustainable products 24 32,0%

Adjusting existing products 17 22,7%

Phasing out non-sustainable products 17 22,7%

Investing in research 11 14,7%

Avoiding product destruction 39 52%

Promoting circularity 33 44%

Offering second-hand products 13 17,3%

No specific measures taken 7 9,3%

Other answers 5 6,67%

Developing a new reuse business model

Sustainable options in the loyalty card, workshops



Packaging.



Importance

10.94%

6.26%

14.06%

28.12%

40.26%

not at all
important

Less
important

Neutral Belangrijk Zeer
belangrijk

Importance of sustainable packaging 
for business operations



5.80%

24.60%

36.20%

42.00%

44.90%

46.40%

50.70%

53.60%

63.80%

65.20%

No sustainable initiatives taken

Use of compostable/biodegradable packaging

Conscious use of plastic

Minimizing plastic use

Reducing the volume of the packaging

Use of sustainable/limited filling materials

Use of reusable packaging

Consolidation of shipments into one package

Use of recyclable packaging

Reduction of packaging material quantity

Already implemented sustainable 
packaging initiatives



Motivation

• Envriomental awareness= most important

• Intrinsic > Extrinsic motivation

1.56%

1.56%

4.69%

4.69%

6.25%

14.06%

25.00%

42.19%

Avoiding packaging tax

Competitive advantage

Other

Customer demand

Legal requirements

Long-term cost savings

Corporate values or mission

Environmental awareness

The main reason for implementing sustainable 
packaging



Estimation of willingness to pay

51.56%

23.44%

12.50%

0.13%

Unwilling Neutral Willing Do not know

Estimating customer willingness to pay 
more for sustainable packaging



Transport & logistics.



Transport & logistics

Monitoring

- 66,7%  monitors informally

- 0% without monitoring 
plans improvement

- 10,2% has formal 
monitoring

Sustainable Delivery Options

- 59,7% finds this important

- 3,2% doesn't think it's 
important

Expectations of Partners

63,6% expects green 
vehicles

- 47% CO₂-neutral 
shipping

- 50% sufficient pickup 
points



Transport & logistics

60.61%

42.42%

33.33% 33.33%

30.30%

24.24%

21.21%

16.67%
15.15%

9.09%

Reduction of

packaging material

Use of lockers/pick-

up points

Delivery with

ecological

transport

Sustainable

procurement of

materials and

services

Optimization of

delivery routes

Reduction of empty

return trips

Waste reduction

and recycling

programs

Delivery by bicycle

transport

CO2 compensation

programs

None of the above

Implemented sustainable logistics practices



Returns.



Returns

1.60%

9.40%

12.50%

34.40%

35.90%

37.50%

39.10%

42.20%

50.00%

57.80%

Offer virtual fitting rooms or product visualization

Implementing a circular economy approach

Implementation of returns management software

Showing customer reviews and feedback

Clearly state dimensions and measurements

Educating customers about product use

Setting up return policy

Monetary measures

Improve customer service before purchase

Detailed product information

Measures implemented to reduce returns



Returns

67.19%

34.38%

28.12%

20.31%

14.06%

10.94%

7.81%

Handling of returned products

Are re-sold as new Are sold as secondhand or outlet products

Are donated to charities Are repaired or refurbished

Are destroyed or discarded Are recycled

Other



Communication.

Communication.



Frequency

39.68%

23.81%

20.63%

7.94%

7.94%

Communication of Sustainability Initiatives to 
Customers

Seldom or never Regularly (e.g., via newsletters)

Only for specific campaigns With every sale

No answer



Communication to consumers.
Encouraging sustainable choices

✓ 55,56%

Communication about efforts
✓ 46,03%

Use of certificates
✓ 32% for complete offer

✓ 20% for specific products

Positive relationship between use of certification and communication  



Legal Framework.



Legal framework.

Legislative knowledge
o 50,10% somewhat familiar

o 31,15% unfamiliar

o 6,65% very well known

Use of subsidies
o 4,92% do

o 77,05% unaware



Legal impact

42.62%

26.23%

16.39%

13.11% 13.11%
11.48%

9.84% 9.84%

Packaging waste
guidelines

CO₂ reduction 
targets

Circularity Transparency on
sustainable strateg

Offering a Digital
Product Passport

(DPP)

Other Energy efficiency
requirements

Repairability (Right
to Repair)

Regulations with the Greatest Impact on Webshop
Activities (perceived)



Recommendations.



Recommendations

• Structural integration

• Bridging knowledge gap between big & small

• Encourage alternative or no-packaging

• Optimize return management

• Systematize communication

• Increase legislative knowledge



wiki.becom.digital

Wiki.
our knowledge center

https://wiki.becom.digital/nl/product-categorie/studies-whitepapers/


Questions.



Upcoming.



Ecommerce Europe report

Digital Trust Index

Next Market Lab.

November 20, 2025

Market Monitor, S1 2025

EBM, S1 2025

Interesting reads.

https://wiki.becom.digital/nl/shop/studies-whitepapers/european-e-commerce-report-2025/
https://www.digitaltrustindex.eu/




asbl Becom vzw

Markiesstraat 1 Rue du Marquis

1000 Brussel - Bruxelles 

www.becom.digital

Info@becom.digital
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