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ONLINE PURCHASE



Online purchases made in the past 12 months – EU27, trend

Base: All respondents (2024 n=25653; 2022 n=25859)
Question: Q1 In the past 12 months, have you purchased any goods or services via the Internet? 

 Yes

 No

 Don’t know / Not applicable

76%

24%

1%

71%

29%

The outer circle shows the 2024 data while the inner circle shows the 2022 data 



Online purchases made in the past 12 months – by age group

Base: All respondents (2024 n=25653)
Question: Q1 In the past 12 months, have you purchased any goods or services via the Internet? ‘Yes’ 

Respondents who reported having purchased goods or services via the internet in the past 12 months

86%

83%

73%

59%

18-34

35-54

55-64

65+



Online purchases made in the past 12 months – by ease of financial management 

Base: All respondents (2024 n=25653)
Question: Q1 In the past 12 months, have you purchased any goods or services via the Internet? ‘Yes’ 

Respondents who reported having purchased goods or services via the internet in the past 12 months

79%

77%

75%

68%

Very easy

Fairly easy

Fairly difficult

Very difficult



EXPERIENCE OF UNFAIR 
COMMERCIAL PRACTICES



47%

41%

29%

26%

38%

28%

21%

18%



Respondents who have 
purchased goods or 
services online



Respondents who have 
not purchased goods or 
services online

Base: Respondents who have purchased goods or services online in the past 12 months, or are unsure if they have (n=19957); Respondents who have not purchased goods or 
services online in the past 12 months (n=5696)

Question: Q19 I will read you some statements about unfair commercial practices. After each one, please tell me whether you have experienced it during the last 12 months? ‘Yes’ 

Felt pressured by persistent sales calls or messages 
urging you to buy something or sign a contract 

Have come across advertisements stating that the 
product was only available for a very limited period 

but later realised this was not the case

Have been offered a product advertised as free of 
charge which actually entailed charges

Have been informed you won a lottery you did not 
know about, but were asked to pay some money to 

collect the prize

Experience of unfair commercial practices in the past 12 months – by respondents who made online 
purchases vs those who did not
Respondents who reported having experienced each unfair commercial practice 



Experience of unfair commercial practices in the past 12 months – by age

Base: All respondents (2024 n=25653)
Question: Q19 I will read you some statements about unfair commercial practices. After each one, please tell me whether you have experienced it during the last 12 months? ‘Yes’
* Please note that answers include respondents who did not make online purchases in the past 12 months.

Respondents who reported having experienced each unfair commercial practice* 

18-34

35-54

55-64

65+

Felt pressured by persistent 
calls/messages urging you to 
buy something/sign a contract 

Came across adverts stating that 
the product was available for a 
limited period but later realised 
this was not the case

44%

41%

36%

31%

Offered a product 
advertised as free which 
actually entailed charges

31%

29%

25%

22%

Informed you won a lottery 
you did not know about, but 
were asked to pay for the 
prize

24%

27%

25%

21%

43%

45%

46%

44%



Experience of unfair commercial practices in the past 12 months – by ease of financial management 

Base: All respondents (2024 n=25653)
Question: Q19 I will read you some statements about unfair commercial practices. After each one, please tell me whether you have experienced it during the last 12 months? ‘Yes’ 
* Please note that answers include respondents who did not make online purchases in the past 12 months.

Respondents who reported having experienced each unfair commercial practice* 

Very 
difficult

Fairly 
difficult

Fairly 
easy

Very 
easy

Felt pressured by persistent 
calls/messages urging you to 
buy something/sign a contract 

Came across adverts stating that 
the product was available for a 
limited period but later realised 
this was not the case

42%

40%

39%

34%

Offered a product 
advertised as free which 
actually entailed charges

37%

32%

25%

24%

Informed you won a lottery 
you did not know about, but 
were asked to pay for the 
prize

25%

25%

24%

25%

53%

51%

42%

39%



FREQUENCY OF EXPERIENCING 
DECEPTIVE PRACTICES ONLINE



Frequency of experiencing deceptive practices online – all respondents who made online purchases 

Base: Respondents who have purchased goods or services online in the past 12 months  (n=19871)
Question: Q20 When you are searching for or buying products online, how often, if at all, would you say you experience the following?
Note: Data points of 3% or less were removed from the chart for readability

Consumer reviews that do not appear genuine

Price discounts that seem too large to be genuine

Social media 'influencers' who appear to have been paid to 
promote certain products but do not say this clearly

Confusing, misleading or biased display of information that 
influenced or distorted your decision making 

Prices that differ from those a friend or relative gets when 
searching for the same thing at the same time

8%

7%

9%

19%

18%

17%

8%

10%

40%

36%

22%

30%

27%

15%

19%

13%

26%

22%

16%

19%

36%

33%

35%

4%

Always Most of the time Sometimes Rarely Never Don't know



Base: Respondents who have purchased goods or services online in the past 12 months  (n=19871)
Question: Q20 When you are searching for or buying products online, how often, if at all, would you say you experience the following? Total ‘always + most of the time + sometimes’
* Statement shortened for readability

70%

68%

66%

57%

18-34

35-54

55-64

65+

Consumer reviews that 
do not appear genuine

Price discounts that seem 
too large to be genuine

67%

64%

58%

50%

Hidden influencer 
marketing*

61%

48%

39%

36%

Information that 
influenced decision 
making* 

46%

42%

38%

32%

Prices differing from 
those others get for the 
same thing at the same 
time same time*

48%

40%

37%

33%

Frequency of experiencing deceptive practices online – by age group

Respondents who reported having experienced each of the following problems



Base: Respondents who have purchased goods or services online in the past 12 months  (n=19871)
Question: Q20 When you are searching for or buying products online, how often, if at all, would you say you experience the following? Total ‘always + most of the time + sometimes'
*                    Statement shortened for readability

66%

70%

66%

62%

Very 
difficult

Fairly 
difficult

Fairly 
easy

Very 
easy

Consumer reviews that 
do not appear genuine

Price discounts that seem 
too large to be genuine

63%

66%

61%

54%

Hidden influencer 
marketing*

52%

51%

47%

44%

Information that 
influenced decision 
making* 

46%

43%

41%

37%

Prices differing from 
those others get for the 
same thing at the same 
time same time*

48%

45%

40%

35%

Frequency of experiencing deceptive practices online – by ease of financial management 

Respondents who reported having experienced each of the following problems



CONCERNS ABOUT DIGITAL 
PRACTICES



Base: Respondents who have purchased goods or services online in the past 12 months  (n=19871)
Question: Q202 Which, if any, of the following are a concern to you personally? (Multiple choice)

71%

67%

63%

58%

50%

49%

6%

Collection of your personal data without your consent or 
awareness

Exposure to an excessive amount of advertising on websites 
and mobile applications

Online advertising that is personalised based on your online 
behaviour and activities online is unavoidable

Difficulty to manage or refuse cookies used to track your 
online activities 

Personalisation of advertising limiting your choice and 
access to special offers

Obligation to pay a subscription to use online services if you 
don’t agree to monitoring and analysis of you  online activity

You don’t have any concerns

Concerns about digital practices – all respondents who made online purchases 



Base: Respondents who have purchased goods or services online in the past 12 months  (n=19871)
Question: Q202 Which, if any, of the following are a concern to you personally? (Multiple choice)
* Statement shortened for readability

Concerns about digital practices – by age group

18-34

72%

66%

60%

57%

48%

51%

4%

35-54

73%

69%

65%

59%

53%

51%

5%

55-64

72%

68%

66%

59%

52%

51%

7%

65+

Collection of your personal data without 
your consent/awareness

Exposure to excessive advertisements on 
websites/mobile applications*

Online advertising personalised based on 
your online behaviour/activities online is 

unavoidable

Difficulty to manage/refuse cookies 
used to track your online activities 

Personalisation of advertising limiting 
your choice and access to special offers

Obligation to subscribe to use online 
services if you don’t agree to 

monitoring/analysis of your activity*

You don’t have any concerns

67%

66%

59%

54%

45%

42%

8%



Base: Respondents who have purchased goods or services online in the past 12 months  (n=19871)
Question: Q202 Which, if any, of the following are a concern to you personally? (Multiple choice)
* Statement shortened for readability

Concerns about digital practices – by ease of financial management 

Very difficult

71%

70%

65%

63%

55%

53%

6%

Fairly difficult

80%

75%

68%

66%

56%

59%

3%

Fairly easy

71%

66%

62%

57%

49%

47%

6%

Very easy

Collection of your personal data without 
your consent/awareness

Exposure to excessive advertisements on 
websites/mobile applications*

Online advertising personalised based on 
your online behaviour/activities online is 

unavoidable

Difficulty to manage/refuse cookies 
used to track your online activities 

Personalisation of advertising limiting 
your choice and access to special offers

Obligation to subscribe to use online 
services if you don’t agree to 

monitoring/analysis of your activity*

You don’t have any concerns

64%

61%

57%

49%

43%

41%

9%



Methodology
The Consumer Conditions 
Survey was carried out by 
Ipsos on behalf of the 
Directorate-General for 
Justice and Consumers.

The full data tables can be 
accessed by clicking here.

Data were collected between 4 November and 29 November 2024. Fieldwork
was conducted by telephone among representative samples of the general
public aged 18+ in each of the 27 European Union Member States, as well as
Iceland and Norway. The sample size was 1,000 per country except in
Luxembourg, Malta, Cyprus and Iceland where it was 500. Data in these slides
focuses on EU27 countries only.

Please note that percentages might not always sum up to 100% due to
rounding.

The Consumer Conditions Survey assessed consumers’ attitudes, behaviours
and experiences with respect to domestic and cross-border trade as well as
other related themes. While this document focuses on online purchasing and
unfair and illicit commercial practices other key topics included consumer
confidence and knowledge; product safety; problems and complaints.

https://commission.europa.eu/publications/2024-consumer-conditions-survey-full-data-set_en


About European Public Affairs 

Ipsos Public Affairs is the largest of the company’s service sections and responsible 
for providing social and public opinion research, communication, advisory and 
evaluation services to clients in the public sector and beyond.

Supported by established products and backed by a global network of Ipsos 
experts, we are uniquely designed to help support the needs of the public and 
private sectors, agencies, organisations, and governments. We use Ipsos´ powerful, 
integrated global network and latest state of the art survey tools, systems and 
processes. International research is conducted to the highest standards of 
methodological rigour through central teams and experts within the countries. We 
have a solid track record of successfully delivering large scale, multi-country 
solutions for a range of clients, from governments, inter-governmental 
organisations international institutions, through to NGOs and leading academic 
institutions.

The Ipsos European Public Affairs team specialises in pan-European and 
international survey research. We help senior policy and decision makers in Europe 
understand public and business opinion and behaviours in relation to a wide range 
of policy issues. We are focused on delivering robust evidence and insights to 
inform policy, strategy and communications to our clients.

Ipsos is the third largest market research company in the world, present 
in 90 markets and employing more than 18,000 people.

Our research professionals, analysts and scientists have built unique 
multi-specialist capabilities that provide powerful insights into the 
actions, opinions and motivations of citizens, consumers, patients, 
customers or employees. Our 75 business solutions are based on 
primary data coming from our surveys, social media monitoring, and 
qualitative or observational techniques.

“Game Changers” – our tagline – summarizes our ambition to help our 
5,000 clients to navigate more easily in our deeply changing world.

Founded in France in 1975, Ipsos is listed on the Euronext Paris since 
July 1st, 1999. The company is part of the SBF 120 and the Mid-60 index 
and is eligible for the Deferred Settlement Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA, 
Bloomberg IPS:FP
www.ipsos.com

About Ipsos

https://www.ipsos.com/


MORE INFO

CHRISTINE TRESIGNIE

christine.tresignie@ipsos.com

FOLLOW US ON LINKEDIN

FOLLOW US ON LINKEDIN

https://www.linkedin.com/company/ipsos-belgium/
https://www.linkedin.com/company/ipsos-belgium/
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