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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 is the last update before the summer recess.  

According to the latest study by GFK Europe Retail on all retail in Europe, sales of non-food products fell by 

3% in Europe and in France, while consumer goods as a whole saw their turnover increase by 5,5%. The 

largest decreases concern countries such as Italy (-11,6%), Spain (-11%), and Cyprus (-10,8%). Most affected 

is the distribution of clothing and footwear, where decreases can go as far as -20%. 

Each country has its own specificities of course. For example, the Netherlands, where non-food distribution 

experienced a particularly high increase (+6,2%) due to the fact that physical stores were kept open during 

the first wave of the pandemic. Likewise, sales of consumer goods were very strong in Germany (+12,4%), 

in Ireland (+10,3%) or Austria (+8,4%). On the other hand, if there is a common trend, it is the 

omnipresence of e-commerce: In twelve Western European countries, nearly 40% of sales of technical 

goods were made online in 2020. (Source: LSA) 

 

In its recent report anti-poverty campaign group Oxfam accuses major European and American 

supermarkets to have lavished their coronavirus-related profits on their shareholders instead of helping 

their front-line workers and providing better terms to farmers, according to a report from the anti-poverty 

campaign group. 

Increased supermarket earnings proved one of the early controversies of the global pandemic as the big 

retailers were classed as essential businesses and remained open, while restaurants and non-food shops 

had to close. At the time, the retailers faced heavy criticism if they didn’t provide safety equipment and 

bonuses for front-line staff who worked additional hours and were exposed to the virus. The supermarkets 

rejected claims that they were just riding a cash bonanza, saying they invested significantly in protective 

equipment, additional staff and higher salaries. 

The Oxfam report, however, argues that the big winners were bosses and shareholders, and that the 

revenue boost disproportionately outstripped the costs of COVID-19 countermeasures. 

Ninety-eight percent of net profits of eight publicly-listed supermarkets in Europe and in the U.S. – 

including the Netherlands’ Ahold Delhaize, Britain’s Tesco and America’s Walmart – were distributed to 

shareholders through dividends and share buybacks, Oxfam’s analysis showed. The food retailers upped 

their dividend pay-outs to shareholders by an average of 123 percent – from about $10 billion to 

$22,3 billion – during the first eight months of the pandemic, the report added. 

Oxfam said that the market capitalization of the listed supermarkets analysed increased by $101 billion, 

while they spent about $11,3 billion on COVID-19 protection measures. 

The analysis showed that Ahold Delhaize distributed dividends worth $1,1 billion in 2020 compared with 

$928 million in 2019, while the U.K.’s Sainsbury’s paid out $508 million versus $93 million, and Tesco 

$7,3 billion compared with $1,1 billion. 

Oxfam said U.S. retailers and Ahold Delhaize collectively gained $41,2 billion in extra revenues in the 

second to fourth quarters of 2020 compared with the same period in 2019, while spending $9,2 billion on 

COVID-19-related costs. (Source: POLITICO) 

 

../../../1%20-%20Secrétariat/Bibliothèque/2021/GfK_study_European_retail_2020_2021.pdf
https://www.lsa-conso.fr/les-ventes-du-non-alimentaire-patissent-de-la-crise-sanitaire,385523#xtor=EPR-2&email=laurence.dessouroux@independentretaileurope.eu
https://www.politico.eu/article/supermarket-pandemic-profits-spent-on-shareholders-not-workers/
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On the eve of the start of the 2021 summer sales, Mood Media surveyed with Censuwide 8.012 people 

living in the UK, US, France and China to understand their desires in terms of store visits. The end of the 

third wave of the COVID-19 pandemic marks a real desire to go shopping. 

80% of those surveyed feel ‘comfortable’ about returning to stores, compared to 71% in 2020. Among 

them, three in five consumers (60%) expect their store shopping habits to return to normal between now 

and the end of this year. The French appear to be the least worried about catching the virus in stores (30%), 

compared to 50% of Chinese respondents! “Online and in-store actions play an important role for points of 

sale, often in harmony with each other. This balance is leading to a solid return in footfall in stores around 

the world”, notes Scott Moore, Global Chief Marketing Officer (CMO) at Mood Media. 

In addition, buying in-store ‘feels good’ for more than half of global consumers (54%), with a third of these 

consumers even stating that it “makes them feel really good”. The social aspect of shopping – with friends 

and relatives – is the second most missed experience with the limitation of physical purchases for 35% of 

consumers surveyed. This study further reminds us that the ability to smell, touch and try products 

continues to be the number one reason to buy in-store rather than online. 

The data also show that consumer spending is on the rise. The percentage of respondents reporting an 

increase in their purchases compared to before the pandemic increased from 23% in September 2020 to 

29% in June 2021. The percentage of consumers reporting spending less has also decreased, from 38% in 

2020 to 25% today. It remains to be seen if this return to stores will translate into green numbers for 

retailers at the time of the sales. (Source: LSA) 

 

1. EU MEASURES 

On 21st June the European Commission has endorsed Slovakia’s and Austria’s recovery and resilience plan. 

On 22nd June the European Commission has adopted a positive assessment of Latvia’s, and Italy’s recovery 

and resilience plan and has endorsed Germany’s recovery and resilience plan. 

On 23rd June the European Commission has endorsed Belgium’s and France’s recovery and resilience plan. 

On 1st July the European Commission has adopted a positive assessment of Slovenia’s recovery and 

resilience plan. 

On 2nd July the European Commission has endorsed Lithuania’s recovery and resilience plan. 

On 8 July the European Commission has endorsed Cyprus’s €1,2 billion recovery and resilience plan. 

According to a provisional schedule, the Commission is due to endorse the recovery plans of Croatia’s on 

8 July and of the Czech Republic, Ireland, Hungary and Poland between 16 and 19 July. That would land 

them for technical discussions in the Council at the end of July. But the schedule is only provisional and 

could still change, especially if some of the plans fail to meet the assessment criteria. (Source: POLITICO) 

 

On 29 June the European Commission has, in its second NextGenerationEU transaction, raised €15 billion to 

finance Europe’s recovery from the coronavirus crisis and its consequences. This was a dual-tranche 

transaction, consisting of a €9 billion 5-year bond due on 6 July 2026 and a €6 billion 30-year bond due on 

6 July 2051. 

Both tranches attracted a very strong interest by investors across Europe and the world. The transaction 

was more than 11 times oversubscribed and with bids exceeding €170 billion. As a result, the Commission 

has obtained very favourable pricing conditions, building on the successful first NextGenerationEU issuance 

earlier this month and the excellent performance of the SURE programme. 

https://us.moodmedia.com/2021-shopper-sentiments/
https://www.lsa-conso.fr/les-consommateurs-ont-a-nouveau-envie-de-faire-du-shopping-en-magasin-etude,386093#xtor=EPR-2&email=laurence.dessouroux@independentretaileurope.eu
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_3054
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_3052
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_3134
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_3126
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_3133
https://ec.europa.eu/commission/presscorner/detail/en/IP_21_3147
https://ec.europa.eu/commission/presscorner/detail/en/IP_21_3153
https://ec.europa.eu/commission/presscorner/detail/en/IP_21_3330
https://ec.europa.eu/commission/presscorner/detail/en/IP_21_3368
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_3485
https://ec.europa.eu/commission/presscorner/detail/en/IP_21_3287
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This is the second transaction under the NextGenerationEU programme, following the €20 billion 10-year 

bond that the Commission issued on 15 June 2021 on behalf of the EU. The first bond was the largest-ever 

institutional bond issuance in Europe, the largest-ever institutional single tranche transaction and the 

largest amount the EU has raised in a single transaction. 

Following this last transaction, the Commission has so far raised €35 billion under NextGenerationEU. The 

funds will now be used for the first payments under the scheme, including under the Recovery and 

Resilience Facility and various EU budget programmes financed by NextGenerationEU. The first 

disbursement under NextGenerationEU took place already on 28 June, when the Commission disbursed 

€800 million to REACT-EU. This programme finances targeted measures for the green and digital transitions 

to quickly address the negative consequences of the outbreak, for example, through investments in energy 

efficiency, urban greening and digitalisation. 

By the end of 2021, the Commission expects to raise some €80 billion in bonds, to be complemented by 

short-term EU-Bills, as per the funding plan published in June 2021. The exact amount of both EU-Bonds 

and EU-Bills will depend on the precise funding needs, and the Commission will revise its initial assessment 

in the autumn. In this way, the Commission will be able to fund, over the second half of the year, all 

planned grants and loans to Member States under the Recovery and Resilience Facility, as well as cover the 

needs of the EU policies that receive NextGenerationEU funding. 

 

Speaking at POLITICO’s Competitive Europe Summit, Thomas Jarzombek, who is responsible for digital 

industry and start-ups at the German Economy Ministry, called on Brussels to update the temporary rules 

on state support for businesses hit by the COVID-19 pandemic. He suggested an adjustment to the 

temporary framework in the form of an extension of the maximum term of these loans from 6 to 10 years. 

He claimed that Germany saw very few bankruptcies, and most small and medium-sized businesses — 

which form the backbone of its economy — have kept a very strong financial position. Around 

130.000 SMEs received a loan under German public investment bank KFW’s COVID program, in addition to 

3,4 million applications for further programs. Even though he is not concerned that they cannot pay back 

the loans he believes it is necessary to adapt some of these time schemes as COVID may still affect the EU 

economy for a long time. (Source: POLITICO) 

 

 

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.  

For an update on the current restrictions in the Member States in French consult the Toute l’Europe 

website. 

 

AUSTRIA 

Since 1st July the requirement to wear an FFP2 mask in many public places has been relaxed. A mouth and 

nose covering will still be required for public transport and in essential retail shops, like supermarkets and 

pharmacies, but cloth masks can be worn instead of an FFP2 mask. Also, since 1st  July restaurants and bars 

no longer have to close at midnight. (Source: DeHavilland) 

 

https://ec.europa.eu/commission/presscorner/detail/en/ip_21_3262
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_3262
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_2749
https://politico.us8.list-manage.com/track/click?u=e26c1a1c392386a968d02fdbc&id=effb4c3fd7&e=1934ff0e21
https://reopen.europa.eu/en
https://www.touteleurope.eu/societe/confinement-couvre-feu-restrictions-que-font-les-pays-europeens-face-a-la-pandemie-de-covid-19/
https://www.touteleurope.eu/societe/confinement-couvre-feu-restrictions-que-font-les-pays-europeens-face-a-la-pandemie-de-covid-19/
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BELGIQUE 

After three months of exclusive sale in pharmacies, the sale of self-tests to detect the presence of the 

coronavirus is no longer limited to pharmacies. A survey carried out by DayOne indeed shows that the 

pharmacist’s advice has been useful in many cases. 87,7% of respondents obtained their information about 

the self-test from the pharmacist. 93% of respondents indicated that they were sufficiently informed. But 

supermarkets appear not to be in a rush to sell them. Some prefer to wait to see how the situation evolves, 

others consider that there are still too many unknowns about the quality of the product, its conservation 

and its precision. So far, none of the retailers have them on their shelves. (Source: RTBF) 

 

FRANCE 

Waze navigation assistance application looked into the impacts of the crisis on consumer traffic. The study 

shows an oscillation between a return to normal and strong shifts. According to its analysis the levels of 

traffic per day are now approaching the pre-COVID values. The main effect of the health crisis on hourly 

mobility is the virtual disappearance of the peak in morning traffic. On the other hand, Waze notes a higher 

proportion of trips to supermarkets between 9 a.m. and 12 p.m., compared to the period preceding the 

health crisis.  

Despite the boom in online sales, the service provider has not noticed a drop in traffic to supermarkets and 

hypermarkets. The latter is found tendentially above 2019 and 2020 at the same period. Data can be 

explained by the explosion of the drive during the pandemic. According to recent data from Iri, online sales 

at large grocery stores jumped 46,5% last year. Enough to reach 9,8 billion euros (all products), including 

9,1 for the drive. (Source: LSA) 

https://www.rtbf.be/info/societe/detail_coronavirus-la-vente-des-autotests-est-desormais-autorisee-en-magasins-mais-les-supermarches-ne-se-battent-pas-pour-les-mettre-en-rayons?id=10795796
https://www.lsa-conso.fr/mobilite-le-trafic-vers-les-grandes-surfaces-superieur-a-son-niveau-d-avant-crise,385713#xtor=EPR-2&email=laurence.dessouroux@independentretaileurope.eu
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While the curfew was lifted on 17 June, 30 June is synonymous with new relaxations and in particular the 

end of the gauges in all places open to the public and therefore stores. The latter had been imposed a 

gauge of 8m² during the reopening on 19 May, then of 4m² on 9 June. Wearing a mask, lifted outside on 

17 June, is however still required as well as respect for ‘barrier gestures’. (Source: LSA) 

 

GERMANY  

According to an international study by Simon-Kucher & Partners, almost a third of Germans want to 

maintain their changed shopping behaviour even after the pandemic. Branded online shops are catching up 

with those of established retailers. 

As in several previous surveys, the ‘Global Touchpoint Study 2021’ by the marketing and strategy 

consultancy Simon-Kucher & Partners now proves the sustainability of this change. According to this, 

almost 30 percent of German consumers who switched from offline to online shopping during the recurring 

lockdowns want to continue doing so after the pandemic. 

Regardless of the shopping channel, consumers want to spend more money on consumption again. 

Purchasing activities will therefore increase again after all restrictions have been lifted. The study also 

shows that consumers like it to be comfortable. When it comes to online shopping, the focus is particularly 

on the aspects of convenience (e.g. home delivery, less time investment) and the unrestricted availability of 

the range (e.g. wide range of products, at any time of the day). 

When it comes to stationary shopping, consumers are primarily concerned with direct availability and the 

experience of being able to see and touch the product. Likewise, according to the advice, non-existent 

shipping costs are an argument for purchasing locally. 

According to the authors of the study, the importance of convenient shopping becomes clear in the actually 

classic offline categories of food and beverages. Although the stores were permanently open even during 

the lockdown, the online shops of the well-known retailers (groceries: +24%, beverages: +23%) and delivery 

apps (groceries: +13%, beverages: +12%) have won significant additional use even beyond the pandemic. 

(Source: e-tailment) 

“If retailers want to offer their customers an optimal omni-channel experience, the change between the 

channels must not be hampered by obstacles such as shipping costs”, emphasizes Benjamin Pfister, Director 

https://www.lsa-conso.fr/deconfinement-ce-qui-change-pour-les-commerces-le-30-juin,386098
https://www.simon-kucher.com/de/about/media-center/neue-studie-mehr-kanaluebergreifendes-shopping-marke-gewinnt-relevanz
https://etailment.de/newsletter/archive/3573.home.html?utm_source=%2Fmeta%2Fnewsflash%2FmorningBriefing&utm_medium=newsletter&utm_campaign=nl3573&utm_term=f2669241f7cca3f1306082b7a9f458ed
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at Simon-Kucher & Partners and an expert in consumer goods and retail. Companies that use augmented 

reality or avatars to make products as real as possible in the online area, for example, could also break 

down the barriers of convinced offline buyers. 

Another change that Simon-Kucher & Partners has noticed: The importance of branded online shops is 

increasing. In terms of the expected future increase in usage (+13%), they are on par with the online shops 

of established retailers. In the categories of beauty and care products as well as small household appliances 

and furniture, the branded online shops even clearly outperformed all other channels. (Source: 

Lebensmittel Zeitung) 

According to the latest study by GfK, consumer mood in Germany is better than it was since August 2020. 

Above all, the expectations regarding the economic situation in Germany have risen significantly after a 

jump in the past month, announced the GfK on Thursday in Nuremberg. The GfK economic indicator 

climbed to 58,4 points – the highest value in more than ten years. 

Overall, however, the consumer climate is still at a level that is below the long-term average. Among other 

things, the so-called propensity to buy and income expectations flow into the consumer climate. It is 

noticeable that, according to GfK findings, people who have already been vaccinated against the 

coronavirus are more positive about the future than those who have not been vaccinated. Overall, 42% still 

see the pandemic as a major economic threat. Among the fully vaccinated, only 28% have economic 

worries about the crisis, according to the weekly GfK Corona Barometer. 

This makes a noticeable recovery in private consumption in the second half of 2021 more likely. The 

domestic economy would thus again make a positive contribution to overall economic development. So far, 

the growth has been mainly driven by the good export development, especially in the movement of goods 

with China and the USA. (Source: Lebensmittel Zeitung) 

Dealers and manufacturers are diverging in the Corona crisis. EDEKA and REWE, for example, are clear 

beneficiaries of the pandemic in terms of sales in 2020. Annual reports and other company publications 

from manufacturers, on the other hand, paint a mixed picture. Many producers are hit hard by the fact that 

before the Corona lockdown they generated a significant part of their sales with products for the catering 

trade – and that despite the surge in demand in the food trade, they hardly had any opportunity to increase 

prices. 

Even manufacturers whose products were hoarded by consumers lag behind the major retailers in terms of 

sales development: Oetker’s food division, for example, achieved around 6% more sales in Germany last 

year than in the previous year – while REWE, for example, with its full-range and discount business in 

Germany took almost 11% more. 

The comparison of the groups as a whole illustrates the different development even more than that of the 

divisions: In total, Oetker’s sales in Germany fell by 1% – because the closure of bars and restaurants hit the 

group particularly hard in the beverage business. REWE’s total sales rose by 24% after adjusting for 

exchange rate effects – because the additional income from the Lekkerland takeover far more than 

compensated for the difficulties in the tourism division. The EDEKA group increased its sales by almost 10%, 

while Nestlé Germany, for example, reports only 3% growth. 

The Federal Association of the German Food Industry (BVE) reports zero growth for 2020 – with rising costs. 

It remains uncertain when the situation will normalize: Manufacturers with a high proportion of bulk 

consumers will have to be prepared for the fact that their business will only recover slowly, warns Klaus 

Martin Fischer, partner at Ebner Stolz management consultancy and an expert in the food industry. He says, 

“Consumers have developed new habits that won’t go away quickly.” Fischer speaks of a great “need for 

change” and a tough test for the industry. He sees the corona crisis as an accelerator for changes that were 

already taking place – for example, towards less meat consumption. 

https://www.lebensmittelzeitung.net/handel/nachrichten/studie-bedeutung-von-marken-shops-nimmt-zu-160103?utm_source=%2Fmeta%2Fnewsletter&utm_medium=newsletter&utm_campaign=nl138&utm_term=f8531013695084f6fd79ed6d8e24b2d6
https://www.lebensmittelzeitung.net/handel/nachrichten/gfk-studie-corona-verdirbt-verbrauchern-inzwischen-weniger-die-laune-160191?utm_source=%2Fmeta%2Fnewsletter&utm_medium=newsletter&utm_campaign=nl153&utm_term=f8531013695084f6fd79ed6d8e24b2d6
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The German food manufacturers are also hit by the fact that foreign countries have meanwhile broken 

away as a source of growth for them: The export turnover in the industry fell by 1,4% last year. The future 

development is uncertain. Management consultant Fischer points to the development in China: The 

question arises, for example, of how quickly a more plant-based diet will prevail there. “It could massively 

hit a large part of the export-oriented German food industry.” (Source: Lebensmittel Zeitung) 

The German Retail Federation (HDE) proposes in a ten-point retail recovery plan to the Federal 

Government. For a start, everyone should receive a 200-euro voucher that can be redeemed in certain 

stationary shops that had to close during the corona crisis. Furthermore, the HDE encourages millions in aid 

for city centres and the digitisation of retail, as well as Sunday openings until the end of the year. While 

business in online retail and in the food sector did significantly better during the pandemic than before, 

many other retailers lost a large part of their sales, particularly clothing and shoe stores were affected. 

According to HDE estimates, up to 120.000 retail stores could disappear from the market as a result of the 

crisis. There is a threat of vacancies and a desertification of the inner cities. (Source: Lebensmittel Zeitung) 

The fashion industry is one of the economic sectors badly affected by the pandemic. In order not to 

succumb to the resulting financial problems, many companies have resorted to government aid. According 

to research by the Textilwirtschaft, a total of 4.003 fashion specialists have applied for loans, guarantees 

and grants. The funds were granted by KfW (2,06 billion euros), the LfA Förderbank (118 million euros) and 

the Federal Ministry of Finance (500 million euros). Aid money disbursed by the Federal Ministry of 

Economics was divided between large guarantees (100 million) and bridging aid (519 million). The retail 

sector received significantly more money with 1,3 billion euros, 701 million went to the manufacturers. The 

average amount per company is 513.365 euros. In total, however, only 25 companies would have received 

payments of more than ten million euros. The applicants also included top dogs such as Galeria Karstadt 

Kaufhof, Görtz, Ludwig Beck and Adler. (Source: e-tailment) 

VR Payment, the payment service provider of the Volksbanken Raiffeisenbanken, is now offering stationary 

retailers and service providers a free website at RestartNow.de – “for everyone who wants to try ‘online’ 

https://www.lebensmittelzeitung.net/industrie/nachrichten/hersteller-wachsen-kaum-corona-entzweit-die-branche-160160?utm_source=%2Fmeta%2Fnewsletter&utm_medium=newsletter&utm_campaign=nl153&utm_term=f8531013695084f6fd79ed6d8e24b2d6
https://zeitzumhandeln.hde.de/wp-content/uploads/2021/06/10-Punkte-Plan_HDE.pdf
https://www.lebensmittelzeitung.net/politik/nachrichten/corona-hilfen-hde-will-staatliche-einkaufsgutscheine-160192?utm_source=%2Fmeta%2Fnewsletter&utm_medium=newsletter&utm_campaign=nl153&utm_term=f8531013695084f6fd79ed6d8e24b2d6
https://www.textilwirtschaft.de/business/news/die-transparenz-datenbank-der-eu-bringt-es-an-den-tag-corona-hilfen-so-viel-geld-haben-die-modeunternehmen-erhalten-230711
https://etailment.de/newsletter/archive/3577.home.html?utm_source=%2Fmeta%2Fnewsflash%2FmorningBriefing&utm_medium=newsletter&utm_campaign=nl3577&utm_term=f2669241f7cca3f1306082b7a9f458ed
https://restartnow.de/
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first”, including those who are not customers of the banks. If desired, the website can be expanded into a 

full online shop including a payment function at any time. Five sub-pages and the presentation of up to ten 

products are possible per website. Technical knowledge is not necessary. (Source: e-tailment) 

The recovery in German retail continued in May. According to figures from the Federal Statistical Office, 

the increase compared to the previous month was 4,2%. Compared to May 2020, however, the sales 

figures were 2,4% lower, but May 2021 also had one less sales day than the same month last year. The 

analysts attribute the increase in May to the falling incidence values and the easing of the federal 

emergency brake. There was a boost in sales outside of the food sector, sales in textiles, clothing, shoes and 

leather goods, shot up by 72,1%. In e-commerce, the plus values in May were 5,7% compared to April. 

(Source: e-tailment) 

 

GREECE 

Greece will allow people fully vaccinated against the coronavirus inside restaurants without masks, as part 

of measures to boost inoculation rates. From 15 July, vaccinated spectators will be allowed at sports venues 

for the first time but they will have to wear masks. Mask wearing will also still be required in theatres and 

cinemas. Those not fully vaccinated can still enter restaurants, theatres and cinemas but will need to show 

a negative rapid test. (Source: DeHavilland) 

Greece will no longer go into lockdown, even if there is a new wave of coronavirus, Prime Minister Kyriakos 

Mitsotakis has said. (Source: POLITICO) 

 

LITHUANIA 

Lithuania lifted its nationwide lockdown. So, from 1st July, restrictions no longer apply regarding visits 

between households or the number of customers allowed in shops and offices at one time, also gone is the 

requirement for people to work from home whenever possible as well as all restrictions on in-school 

learning. Mandatory wearing of facemasks in public indoor spaces remains. Facemasks are not required 

outdoors during participation in sports competitions and training, or when providing some specific services. 

(Source: DeHavilland) 

 

UNITED KINGDOM 

A local sales platform called ‘Nipii’ has been launched in the English city of Plymouth. Only regional 

products from south-west England are offered on it; at the start, the portfolio comprises around 

3.000 goods, according to Tamebay. The products offered online are to be delivered to customers one day 

after ordering. This should give the retailers the opportunity to better supply new and existing customers in 

the region. A geo-based search algorithm has been set up for them. The operators of the website charge 

the merchants for the usage fees for sales transactions, and Nipii picks up the goods at the store and 

delivers them. (Source: e-tailment) 

https://etailment.de/newsletter/archive/3578.home.html?utm_source=%2Fmeta%2Fnewsflash%2FmorningBriefing&utm_medium=newsletter&utm_campaign=nl3578&utm_term=f2669241f7cca3f1306082b7a9f458ed
https://www.destatis.de/DE/Presse/Pressemitteilungen/2021/07/PD21_312_45212.html;jsessionid=92B14C5DD30702C31136F02409895062.live711
https://etailment.de/newsletter/archive/3581.home.html?utm_source=%2Fmeta%2Fnewsflash%2FmorningBriefing&utm_medium=newsletter&utm_campaign=nl3581&utm_term=f2669241f7cca3f1306082b7a9f458ed
http://email.comms.dehavillandeurope.eu/c/eJxFjs1qxSAUhJ8m2ZTKUaOJCxc3pXfXhxA9aQSjwZ-2j98DXRSGmWE28wV7SNzcMkcrQHDQEsCAgpVxpvZ386b2TfOnXMyupwV8ua7GAp7uK6bkcsBRy40Mx3xakC4caxBgPHdgtkNp41F5sUpBLczJnr3fbZKPSTxJGb8b63W0zkr9pCF2vCj-SIThIBauXotOR5yrTW5UzB7pv7VCx-OHkCJB3EiWe8XuYvpH6vbD5eHSyyNh7b_MDEoe
https://tamebay.com/2021/07/dedicated-online-marketplace-for-plymouth-sellers-goes-live.html
https://etailment.de/newsletter/archive/3581.home.html?utm_source=%2Fmeta%2Fnewsflash%2FmorningBriefing&utm_medium=newsletter&utm_campaign=nl3581&utm_term=f2669241f7cca3f1306082b7a9f458ed

