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Agreement with selected statements on multi-channel services
M Germany [l UK
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Return/replacement in the  Home delivery of products Ordering online and Online store locator Picking up purchased
store of items ordered online  purchased in the store picking up in the store itemns in the store
outside opening hours
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Clothing Shoes Consumer Bags & House- 5ports & Books, Cosmetics Furniture Food &  Toys & Stationery  Pet DIY & 1 did not
Elec- Acces- hold Outdoor Movies, & Body & Drinks Baby & Hobby Products Garden  send
tronics  sories Appli-  Products Music &  Care Household Products Supplies Products anything

ances Games Goods back
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Porcentaje e ventas onlmel yh effline denmatia rem Earepal201dHa 201 9-20211

B Online MW Offline

Porcentaje de ventas

2019 2020* 2021*

FUENTE Europa; 2019 7 2021 Statistay McKinsey
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Retalllee-commeecesalakem iratiathmamar204 201 7-2025, bpgategegory (US bhiliborddblig)s)

—e—Electronics Fashion Furniture —e—Beauty, Health, Personal & Household Care —e—Toys, Hobby & DIY —+—Food —e—Beverages

Revenue in billion U.S. dollars

2017 2018 2019 2020 2021 2022 2023 2024 2025

ECOMMERCE INNOVATION

SUVIVHT Castbdad lesd-alsgorlaa sasi clapticergiose 2la2s25¢c a s i@dl.mg'qsfashim’§ n




Ecommercelocal y @oss-border
Spending in Latin America 20132023

B Domestic M Cross-border

Online spending in billion U.S. dollars

2019 2020* 2021 2022 2023
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UsuaniossE-commercee que: compram erewebsbs internaaciomaléss

E-shoppers who preferred to buy on foreign sites in Latin America 2020

Share of respondents

Mexico Brazil Colombia Chile
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1.
2. EFECTOS DE
DISRUPCIONES 10S

EN LAS
CONFLICTOS
CADENAS DE MUNDIALES

SUMINISTRO

4.
DESABASTECIMIENTO
MATERIAS PRIMAS

2 DELO El entorno VUCA y... ...el nuevo entorno BANI.

COMPLEJO A LO 1. Volatilidad (Volatility), 1. Quebradizo (Brittle),

INCOMPRENSIBLE 2. Incertidumbre (Uncertainty), 2. Ansioso (Anxious),
3. Complejidad (Complexity) y 3. No lineal (Non-linear) e

4. Ambiguedad (Ambiguity). 4. Incomprensible (Incomprehensible).
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