
Where people come first

































CONSUMER RESEARCH
ON DIGITAL BEHAVIORS
IN SWITZERLAND – 2024

RESEARCH PROJECT CREATED BY THE RESEARCH INSTITUTE 



18

The key results, at glance – Swiss e-market

A RICH ONLINE MARKET

Share of Swiss shoppers 
purchasing online 

at least once a week

26% 

Spent online by the Swiss on physical 
goods and merchandise

in 2023

CHF 14,4 Bn

Swiss average 
online expenditure 

vs Italian benchmark

+74%

SIGNS OF CONTRACTION

Decrease in monthly purchase frequency, 
among frequent online shoppers in 

Switzerland

From 11 to 7,7

Among the key investigated 
industries experienced a decline 

in yearly spending vs 2023

5 out of 6

Swiss admit a higher attention 
to prices when coming 

to food-related expenses

73%

SELECTIVE RETURN TO 
OFFLINE

Swiss online consumers think they will 
increasingly shop for groceries in stores, 

favouring local shops

58%

Online share decrease in purchases 
for luxury goods, in Switzerland

-16%

Reduction in the share of Swiss researching 
and selecting in physical shops to then 

purchase online

-24%
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The key results, at glance – Focus on AI

GEN AI STEEP ADOPTION RATE

Generative AI penetration among Gen Z, in 
Switzerland

78%

Swiss tried at least once 
Chat GPT since its release in Switzerland

4 in10

AI CAUSES MORE WORRIES…

Swiss believe AI will have a major negative 
impact on job losses, not replaced by new 

jobs

1 out of 2

Concerned about the potential hazards 
associated with ethical and privacy issues, 
and the utilization of AI for surveillance or 

manipulation

68%

…BUT ALSO, SOME HOPES

Swiss believe that artificial intelligence will 
enhance the quality of life for everyone

More positive opinion among those 
who are generative AI users compared 

to those who never used it

+69%

33% 

GENERATIONS’ DEFINITION:
▪ Generation Z (Gen Z): Born between 1997 and 2012. In current research we only consider from 18 to 26 years old. 
▪ Generation Y (Gen Y or Millennials): Born between 1981 and 1996, are between 27 and 42 years old in 2024. 
▪ Generation X (Gen X): Born between 1965 and 1980, are between 43 and 58 years old in 2024.
▪ Baby Boomers: Born between 1946 and 1964, they are above 58 years old in 2024. 
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Swiss online sales record a growth trend

• It is noticeable how in the past 10 years turnover from e-
commerce among Swiss consumers 
has almost doubled.

• Retail panel data show that in 2023, Swiss individual 
customers spent 14.4 billion Swiss francs on online 
goods and merchandise. This represents 
an increase of 0.4 billion Swiss francs or 3% compared 
to the previous year.

• The data include international sales, which increased by 
10%, but the growth vs the previous year involves also 
domestic purchases on the platforms (+2%). The figures 
don’t include travel, services, tickets,  financial 
transactions - only physical goods.

• To note, the growth was almost all due to the first part of 
the year, until June 2023.

SOURCE: GFK Switzerland AG, ASSOCIATION DE COMMERCE Swiss, Poste Suise – annual survey on Swiss online commerce
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Omnichannel: a very common behavior for fashion

Thinking about your shopping experience over the last year, which of the following statement 
are true or false. Base: Total Swiss e-purchasers, N=700 

▪ Omnichannel shopping has become a norm, with 80% of Swiss 
consumers engaging in at least one type of integrated online 
and physical retail experience. 

▪ This is evident from behaviours such as searching online 
for in-store purchases (55%) and vice versa, indicating a versatile 
and seamless retail ecosystem.

For which of the following categories did you have a mixed experience of 
online and offline? Base: had mixed experiences.

45%

34%

55%

46%

80%

I used the smartphone to compare prices and products while I
was in shop

I researched and selected in physical shops and purchased
online

I researched and selected online and purchased in physical
shops

I purchased and/or ordered products online and picked up offline
(e.g., in-store, lockers)

EXPERIENCED AT LEAST ONE OF THESE BEHAVIOURS

Omnichannel behaviors while shopping online

17%

20%

24%

29%

30%

37%

58%

OTHER

TRAVEL

FOOD

COSMETICS

HOME DESIGN

ELECTRONICS

FASHION

Categories involved 
(% on respondents who experienced omnichannel 

purchases)

BEHAVIOURS 

▪ Fashion (58%) and Electronics (37%) lead as 
sectors with the highest engagement in 
omnichannel purchasing, suggesting for these 
markets expectation for flexibility and continuity 
across digital and in-store platforms.
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