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A compilation of press releases/articles on policies and best practices from various EU and 
national information sources, and information provided by our members 

 Please note that this update is published more or less on a 2-week basis. 

 

The Global Consumer Insights Pulse Survey, for which PwC surveyed more than 8.700 consumers in 

22 countries, demonstrates that the pandemic and the lockdown associated with it have noticeably 

changed the purchasing behaviour of consumers across the EU. People are shopping more and more online 

regardless of their age. In the fashion sector, almost every second consumer (46 percent) now covers their 

needs mainly on the Internet. When it comes to electronics, more than one in three (38 percent) prefer 

online shopping to traditional in-store shopping. Shopping on the Internet is particularly popular with 

millennials, i.e. the age group of 25 to 39 year olds. According to the survey, not only online retail benefited 

from the pandemic, but also local retailers in the districts away from the city centres. People in home office 

in particular like to shop around the corner.  

According to the survey, the topic of sustainability has also become more important for people in the 

pandemic. More than half of the respondents (56 percent) stated that they should look for products with 

environmentally friendly or reduced packaging when shopping. Around 47 percent say they prefer 

purchasing companies “that are committed to environmental protection”. One in four respondents 

(26 percent) said they were willing to pay a higher price for ethical practices and sustainable production of 

food, fashion and consumer goods. (Source: Lebensmittel Zeitung) 

 

1. EU MEASURES 

Further disbursements from the SURE Instrument1 

On 25 May the European Commission has disbursed €14.137 billion to 12 EU Member States in the seventh 

instalment of financial support under the SURE instrument. As part of these operations, Belgium has 

received €2 billion, Bulgaria €511 million, Cyprus €124 million, Greece €2,54 billion, Spain €3,37 billion, Italy 

€751 million, Lithuania €355 million, Latvia €113 million, Malta €177 million, Poland €1,56 billion, Portugal 

€2,41 billion and Estonia €230 million. This is the first time that Bulgaria and Estonia are receiving funding 

under this instrument. The other ten EU countries have already benefitted from loans under SURE. 

These SURE loans will assist Member States in addressing sudden increases in public expenditure to 

preserve employment following the coronavirus pandemic. Specifically, they will help Member States cover 

the costs directly related to the financing of national short-time work schemes, and other similar measures 

that they have put in place as a response to the coronavirus pandemic, including for the self-employed. 

With this SURE disbursement, the EU has provided nearly €90 billion in back-to-back loans. All EU Member 

States which have asked to benefit from the scheme have received part or all of the requested amount. The 

overview of the amounts disbursed so far is available online, as are the full amounts per Member State.  

Overall, 19 EU Member States are due to receive a total of €94,3 billion in financial support under SURE, 

following approval by the Council of the European Union based on a Commission proposal. Countries can 

still submit requests to receive financial support under SURE which has an overall firepower of up to 

€100 billion and is available until end 2022. 

 
1 Instrument for temporary Support to mitigate Unemployment Risks in an Emergency 

https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey.html
https://www.lebensmittelzeitung.net/handel/PwC-Umfrage-Corona-hilft-Onlinehaendlern-und-Nachbarschaftslaeden-152479?utm_source=%2Fmeta%2Fnewsletter%2Fabonnent&utm_medium=newsletter&utm_campaign=nl6388-abonnent&utm_term=4caf42235d37e6a3bfa72dc77c5c766d
https://ec.europa.eu/info/strategy/eu-budget/eu-borrower-investor-relations/sustainable-bonds-social-bonds-green-bonds_en#eu-sure-disbursements
https://ec.europa.eu/info/business-economy-euro/economic-and-fiscal-policy-coordination/financial-assistance-eu/funding-mechanisms-and-facilities/sure_en
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Progress on EU Recovery Fund 

After six months of parliamentary debates, internal discussions and judicial procedures, all 27 EU countries 

have ratified the legal instrument that underpins the bloc’s €750-billion recovery fund, paving the way for 

money to reach certain national governments by July. 

A majority of EU countries have submitted their recovery plans to the Commission, which has two months 

to assess them and make a funding request to the Council, which then has one month to grant it. These are 

countries’ blueprints for reforms and investments that will be closely monitored in Brussels, as 

disbursements will be linked to the achievement of pre-agreed “milestones” by the EU capitals. There can 

be two disbursements per year up to 2026. 

France, Greece, Portugal and Spain want to see their plans approved before the end of June, after which 

the Council will still be able to question the Commission’s assessment of the plans. In at least six EU 

countries, the procedure also requires a nod by the national parliament, making the June objective for first 

disbursements nearly impossible to achieve. (Source: POLITICO) 

 

Under the State Aid Temporary Framework, the Commission has recently approved: 

• €23 million Danish tax deferral schemes to support SMEs affected by the coronavirus outbreak; 

• a €90 million Dutch scheme to support SMEs in the context of the coronavirus outbreak; 

• a €10 billion German scheme to compensate companies for damages suffered due to the 

coronavirus outbreak; 

• a €25 million Irish scheme to support commercial venues, producers and promoters of live 

performances in the context of the coronavirus outbreak. 

 

2. NATIONAL MEASURES 

For information on the current provisions regarding the crossing of Single Market borders, please consult 

the Commission’s Re-open EU web portal.  

 

CZECH REPUBLIC 

The infection rate has fallen to its lowest level since the end of last summer, so small shops have reopened, 

along with some cultural venues, albeit with limits on numbers. Face masks no longer have to be worn 

outdoors in urban areas, provided 2m social distancing can be maintained. Outside table service in pubs 

and restaurants resumed on 17 May. (Source: BBC) 

 

FRANCE 

Bars, shops and cultural spaces across France have reopened. Following months of closures, restaurants, 

cafes and non-essential shops, cinemas, theatres, museums and sports venues will also be welcoming 

customers. France’s nationwide curfew has also been pushed back from 19.00 to 21.00. Some restrictions 

for businesses will remain. While bars and restaurants can open to the public, they will not be permitted to 

offer seating indoors and must not exceed more than 50% of their usual capacity. (Source: BBC) 

According to a Kantar study, short circuits were never so popular with French consumers as during the 

pandemic. 30% of respondents said they have bought products in short circuit occasionally (at least once or 

https://politico.us8.list-manage.com/track/click?u=e26c1a1c392386a968d02fdbc&id=3b1affa02b&e=67b019d8d6
https://ec.europa.eu/commission/presscorner/detail/en/ip_20_496
https://ec.europa.eu/commission/presscorner/detail/en/MEX_21_2682
https://ec.europa.eu/commission/presscorner/detail/en/MEX_21_2604
https://ec.europa.eu/commission/presscorner/detail/en/IP_21_2701
https://ec.europa.eu/commission/presscorner/detail/en/MEX_21_2744
https://reopen.europa.eu/en
https://www.bbc.com/news/explainers-53640249
https://www.bbc.com/news/world-europe-57165881
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twice a month) during the past year. 24% bought often (between 3 and 5 times per month) and 11% very 

often (more than 5 times per month). The score is highest among 18-24 year olds, 15% of whom say they 

have bought very often in short chain stores. For 82% of respondents, short-circuit product purchases are 

made at a physical point of sale (on the farm, in a producer store, at artisans, in markets). The second most 

used method is online ordering with home delivery. 

The study also reveals that men and women do not have quite the same types of short-circuit purchases 

although the divergences are fairly small. Men will favour meat (52% vs 46% for women), cheese (53% vs 

46%) and cold meats (37% vs 30% for women) in their top 3. Women, on the other hand, buy more fruits 

and vegetables (85% vs. 80% for men). (Source: LSA) 

The Distanceo badge is a kind alert to customers to keep distances in stores. Equipped with a motion 

detector, it is meant to be worn by sales staff. It emits a light signal to be read, as soon as the customer 

approaches within a meter. (Source: LSA) 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

In the first quarter of 2021, online sales jumped 15% over one year in France, reaching 29 billion euros. This 

is 4 billion more than the same period last year, reveals the Federation of e-commerce and distance selling 

(Fevad) in its quarterly barometer. This boom is driven by the clear increase in the sale of physical products 

(+ 30%) while the service sector only climbs by 1%, weighed down by tourism in free fall to -49%. 

Surprisingly, brick and mortar brands are benefiting more from this boom than their pure player 

counterparts. Since the start of the COVID-19 outbreak a year ago, their online sales have increased by 

66%, twice as fast as the market average and three times more than those of pure e-merchants (+18%). 

Before the crisis, their growth levels were identical. In particular, they recorded a peak in sales of 28% in 

April 2021 compared to the previous year, which represents an increase of 163% compared to April 2019, 

indicates the federation.  

This increase partly offsets the drop in turnover recorded by physical retailers due to the restrictions linked 

to the pandemic. Successive confinements, curfews and the installation of in-store gauges, for example, in 

2020 led to a drop in sales of 18% over one year for specialized retailers, and of 31% for department stores, 

whose offerings product was deemed non-essential by the state and therefore had to go out of business 

according to Cushman & Wakefield. 

https://www.lsa-conso.fr/etude-les-francais-de-plus-en-plus-nombreux-a-acheter-en-circuit-court,382128#xtor=EPR-2&email=info@independentretaileurope.eu
https://www.lsa-conso.fr/distanceo-alerte-gentiment-les-clients-au-respect-des-distances-en-magasins,381853#xtor=EPR-2&email=laurence.dessouroux@independentretaileurope.eu


4 
 

To compensate, a number of merchants have created web portals: the number of merchant sites increased 

by 12% during the first three months of the year compared to the same period in 2020, or 18,000 

additional sites (beware, these new e-commerce spaces have also been created by companies where 

individuals do not have stores). They also turned to marketplaces. Sales grew 44% in the first quarter over a 

year. This is the first time since the start of the health crisis that this growth has exceeded that of own sales 

of the sites studied in the iCE 100 panel2 (+ 32%). 

The average basket decreases slightly, to 58 euros against 60 euros in 2020. It is in fact stable for product 

sales and down 5% for services. This fall is offset by the arrival of more than a million new online shoppers 

and by the increase in the number of transactions, which amounted to 499 million against 424 million in 

the first quarter of 2020, an increase of 17,8%. (Source: LSA) 

 

GERMANY  

The German Retail Federation HDE expects a wave of lawsuits from thousands of retailers against the 

“unequal treatment” in relation to the catering industry. Specifically, this concerns the approval for the 

November and December aid as compensation for the state-decreed compulsory closings to contain the 

corona pandemic. According to HDE, the catering industry will receive up to 75 percent of the revenue lost 

due to the corona closings during this period from the state. The retail trade, on the other hand, only 

receives a bridging aid in the form of coverage of fixed cost. In order to avoid a wave of lawsuits, the HDE is 

now calling for “the rapid adjustment and increase of bridging aid or a corresponding settlement of claims 

under EU law for the retail trade”. (Source: Lebensmittel Zeitung) 

The corona pandemic has led to a slump in sales for certain retail companies, while demand is exploding for 

others. How do retailers adapt their marketing strategy in the area of SEA/SEO3 to the changed conditions? 

e-tailment guest author Ivana Nikic explains which channel strategy works best for which demand situation 

and which steps retailers should prioritize. (Source: e-tailment) 

Although the number of customers in the grocery trade decreased significantly in 2020, the average 

purchase amount increased significantly, according to the EHI Retail Institute. The providers with large 

assortments, especially the supermarkets, would have benefited from this. Although discounters and 

drugstores were also able to benefit from the overall market growth, they were well below average. The 

food discounters increased their revenues by an average of around 5,6 percent compared to the previous 

year – but not as strongly as the supermarkets and hypermarkets, whose sales grew by 13,1 and 

11,8 percent. (Source: Lebensmittel Zeitung) 

The German Retail Federation HDE is demanding a “digitization fund” of at least 100 million euros for 

medium-sized non-food retailers to invest in their future. A HDE survey shows that especially medium-

sized retail companies with an annual turnover of less than 500.000 euros are pessimistic for the rest of the 

year. According to this, 40 percent of these companies have not planned any investments for 2021. At the 

same time, however, more than 70 percent of retailers consider further investments in future viability to be 

important. (Source: Lebensmittel Zeitung) 

 

 
2 The iCE 100 panel is made up of 100 sites selling consumer products, 15 e-tourism sites and 20 sales portals for 
professionals. It measures the revenue generated directly by these companies over the fixed and mobile internet. The 
sites that publish a marketplace do not count the volume of business they do there, nor the commissions generated. 
Only orders delivered in France are taken into account. All delivery locations are selected, including in-store 
withdrawals. Cancellations, exchanges and returns are deducted and shipping costs included. 
3 Search Engine Optimisation and Search Enging Advertising 

https://www.lsa-conso.fr/l-e-commerce-des-enseignes-physiques-s-envole-de-66-ces-12-derniers-mois-en-france,382823#xtor=EPR-2&email=laurence.dessouroux@ugal.eu
https://www.lebensmittelzeitung.net/handel/Corona-Hilfsgelder-Tausende-Haendler-wollen-den-Bund-verklagen-152463?utm_source=%2Fmeta%2Fnewsletter%2Fabonnent&utm_medium=newsletter&utm_campaign=nl6383-abonnent&utm_term=4caf42235d37e6a3bfa72dc77c5c766d
https://etailment.de/news/stories/Suchmaschinenwerbung-Nachfrage-Extreme-So-bleiben-Haendler-fuer-die-Kunden-sichtbar-23452?utm_source=%252Fmeta%252Fnewsflash%252FmorningBriefing&utm_medium=newsletter&utm_campaign=nl3527&utm_term=f2669241f7cca3f1306082b7a9f458ed
https://etailment.de/news/stories/Suchmaschinenwerbung-Nachfrage-Extreme-So-bleiben-Haendler-fuer-die-Kunden-sichtbar-23452?utm_source=%252Fmeta%252Fnewsflash%252FmorningBriefing&utm_medium=newsletter&utm_campaign=nl3527&utm_term=f2669241f7cca3f1306082b7a9f458ed
https://www.lebensmittelzeitung.net/handel/Corona-Krise-Supermaerkte-wachsen-staerker-als-Discounter-152582?utm_source=%2Fmeta%2Fnewsletter%2Fabonnent&utm_medium=newsletter&utm_campaign=nl6406-abonnent&utm_term=4caf42235d37e6a3bfa72dc77c5c766d
https://www.lebensmittelzeitung.net/handel/Fehlendes-Geld-fuer-Investitionen-HDE-fordert-Digitalisierungsfonds-fuer-Haendler-in-Not-152640?utm_source=%2Fmeta%2Fnewsletter%2Fabonnent&utm_medium=newsletter&utm_campaign=nl6415-abonnent&utm_term=4caf42235d37e6a3bfa72dc77c5c766d


5 
 

IRELAND 

The Minister for Business, Employment and Retail, Damien English TD, has paid tribute to the resilience and 

patience of business owners and workers in the Irish retail sector as all remaining outlets opened their 

doors for their customers on 17 May after a successful week of click and collect and shopping by 

appointment. The Department of Enterprise, Trade and Employment has worked closely with retailers 

during the pandemic and as shops reopen messaging on safe shopping has been shared with retailers (Shop 

Safely resources) and a Government campaign also will remind people of the need to – 

• avoid crowds and keep a two metre distance from other shoppers; 

• wear your mask, even if you are vaccinated; 

• use hand sanitiser. 

Restaurants, pubs, indoor family entertainment centres such as play centres and bowling alleys, cannot 

open yet. (Sources: DeHavilland, Irish Department of Enterprise, Trade and Employment) 

 

MALTA 

From July, Malta will abolish mandatory mask-wearing outdoors for those who are fully vaccinated, in yet 

another step back to pre-coronavirus European normality and a pitch to holidaymakers. Tiny Malta leads 

the EU gang when it comes to the aim of reaching herd immunity by the summer — actually, according to 

Health Minister and Deputy Prime Minister Christopher Fearne, it’s already there, with 70 percent of the 

population jabbed at least once mid-May. (Source: POLITICO) 

 

SWEDEN 

Sweden tried to avoid imposing rules when other countries were in lockdown, but new emergency laws 

now give the government the power to impose coronavirus-related curbs. Visitor limits are in force in shops 

and public venues and in cafes and restaurants. Citizens are also asked to wear a face mask on public 

transport and indoor public spaces such as shops. A move to increase the numbers attending sports and 

cultural events was delayed until 1st June, as the government said COVID-19 was still putting too much 

strain on the health service. (Source: BBC) 

 

THE NETHERLANDS 

Museums, theatres, cinemas and a wide range of other venues will reopen across The Netherlands from 

5 June. Restaurants will be allowed to offer indoor dining again and opening hours can be extended until 

10 p.m. The Dutch will also be allowed to invite up to four people to their homes instead of two. However, 

employees should still go to workplaces as little as possible, for the time being. If the number of infections 

and hospitalizations continue to move in the right direction, more restrictions will be relaxed from 30 June. 

Citizens will then be allowed to host up to eight people in their homes and restaurants and bars will be 

permitted to stay open until midnight. (Source: POLITICO) 

 

UNITED KINGDOM 

Lidl has added a Corona function to its “Plus” loyalty app in Great Britain. Users of “Lidl Plus” can have 

their smartphones show when a branch has a large number of customers and when a few. With the new 

function of “Lidl Plus” in the UK, consumers with corona fears can avoid crowds. Thanks to the display of 

https://enterprise.gov.ie/en/News-And-Events/Department-News/2021/May/20210517.html
https://www.politico.eu/newsletter/brussels-playbook/politico-brussels-playbook-show-of-force-how-the-eu-got-its-act-together-sticks-and-carrots/
https://www.bbc.com/news/explainers-53640249
https://www.politico.eu/article/netherlands-coronavirus-lockdown-ends-june-5/
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the usual jostling times on your mobile phone, you can postpone your visit to less busy periods. (Source: 

Lebensmittel Zeitung) 

Shoppers across the UK are visiting stores more often as the country’s COVID-19 vaccination programme 

gathers pace, Kantar data has shown. The greatest acceleration has been in London, where trips are up by 

more than a quarter. 

In terms of the performance of Britain’s big four supermarket groups, Asda was the best performer, with 

sales up 1,9% year-on-year. Market leader Tesco’s sales were flat, while Sainsbury’s was up 0,7% and 

Morrisons was up 0,3%. 

Ocado is the fastest-growing retailer, the data showed, with a market share gain of 0,2 percentage points in 

the period, however its sales growth has slowed ‘substantially’ and now stands at +15,4%. 

Aldi and Lidl both grew ahead of the market this period and gained market share in the latest 12 weeks 

with take-home sales up by 5,2% and 4,6% respectively. 

According to Kantar there are also signs that the big weekly shopping visit, which made a comeback last 

year when Britons tried to reduce the time spent outside of their homes, may be on its way out as the 

average basket size fell for the third month in a row to £22,82 (€26,45), the lowest since March last year. 

The proportion of 

supermarket sales made 

online, another hallmark of 

shopping habits last year, 

remained much higher 

than 2019 levels but fell 

back from 13,9% in April to 

13,4% in the latest month. 

Kantar said overall grocery 

sales fell 0,4% year-on-year 

over the 12-week period, 

reflecting a tough 

comparison with 

exceptionally high sales 

during the first three 

months of the pandemic in 

2020. Compared to the 

same period in 2019 sales 

were up 13,9%. Take-home 

grocery sales dipped versus 

2020 as people are now 

able to eat in restaurants, 

pubs and cafés and can 

pick up food on the go 

again. 

Kantar said grocery prices 

fell 1,2% over the 12-week 

period, the fastest fall since 

August 2016. (Source: ESM) 

https://www.lebensmittelzeitung.net/tech-logistik/Corona-Hilfe-und-freier-Bonus-Lidl-testet-neue-Funktionen-seiner-Loyalty-App-international-152404?utm_source=%2Fmeta%2Fnewsletter%2Fabonnent&utm_medium=newsletter&utm_campaign=nl6381-abonnent&utm_term=4caf42235d37e6a3bfa72dc77c5c766d
https://www.kantar.com/
https://www.esmmagazine.com/retail/uk-shoppers-return-supermarkets-vaccination-rollout-gains-pace-kantar-133849

