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EU OTC eCom Retail Landscape: Scope DiGITaL

We analyzed the top eCom platforms selling OTC products in
Europe’s 8 leading eCom countries. Each player was
scrutinized using 200+ factors to objectively measure their
capabilities and true footprint in their respective countries.
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WATERSKY

Analytical Methodology DIGITAL

All values are then compared against the 220.000+
datapoints in Watersky’s database, to objectively judge

how good each player is on each individual metric.

For this, Watersky Digital’s proprietary analytics engine
combines quantitative data from 30+ tools with
qualitative expert assessments of the platforms’ UX,
Shopping Experience, Customer Service, etc.

Our Database includes hundreds of eCom retailers

& marketplaces from across the globe, which are
benchmarked against each other, to uncover how
important they truly are in their country and category.
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Europe’s top 40 OTC eCommerce Platforms

Market Overview:
Top 40 OTC eCom Players in Europe
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Digital Maturity varies Greatly within Europe

This eCom landscape overview shows how the top eCom players in each country perform in terms of footprint (reach potential)
and platform capabilities (conversion potential). All values were normalized to allow cross-country comparison.
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Footprint: Great Divide between Countries

The upper half of the matrix is dominated by high-
performing players mainly from Germany, Sweden,
the UK, and the Netherlands.

This means these players have achieved a
significantly higher penetration of their home
markets, than their counterparts abroad.

dm (DE)I Kruidvat (NL)

Superdrug (UK) Capabilities: Strong Players in every
[ ]

° Country

Shop-Apotheke (DE)

° Unlike the previous dimension, every country

featured several players with above-average
capabilities (right of the red vertical line). This shows
that advanced shopping capabilities are now a must
Redcare (IT)” in OTC eCommerce and no longer a “nice to have”
° Atida Mifarma (ES) ° reserved for classical eCom categories, like fashion.

DocMorris (DE)

FQOTPRINT

Apteka Melissa (PL)
e-ZikoApteka (PL) ®
°
o Y [ ]
[ J
° ° ) °
DocMorris (ER)

® Atida eFarma (IT)

: Dosfarma (ES) ¢ ®

ePharmacies (can) beat Drugstores
Newpharma (FR)

ePharmacies (online-only pharmacies) can’t do
o attractive eCommerce? Far from true! The top
eFarma (NL) quadrant (top right) features a solid number of
* ePharmacies that perform on par or even outperform
drugstores in their markets.

However, the vast majority of ePharmacies do not
realize this potential, yet.

CAPABILITIES




Europe’s top 40 OTC eCommerce Platforms

Country Comparison:
Trends & Differences
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@ Country Overview

Impact of Differences in eCom Maturity & Market Concentration

Is it enough to only work with the biggest player in a country? Do you always need to invest in the most advanced eCom capabilities?

The answer to this varies strongly, depending on each country’s eCom landscape:

DM (DE)

Shop-
Apotheke (DE)
DocMorris (DE)

Footprint

Capabilities

Germany:
Highly Competitive & Advanced Market

Highly competitive market where all top 5 players have a
solid footprint in the market and strong eCom capabilities.

While drugstores like dm dominate in terms of footprint,
ShopApotheke (ePharmacy) clearly leads in terms of
capabilities.

Impact

working with both ePharmacies and drugstores is essential
(for categories eligible to do so, e.g. nutritionals). However,
make sure to reflect the differences in footprint when
negotiating with them (e.g. ShopApotheke vs. DocMorris).

Apotek Hjartat
A\l 4 (SE)

Apoteket (SE)

Footprint

Capabilities

Sweden: Highly Concentrated eCom Market

A highly concentrated market, in which the top 5 players
all hold a significant share of the market (high footprint).

Unlike Germany, the market is dominated by different
types of Pharmacies - Apotea (Online Only) and Apotek
Hjartat (Omnichannel) - who, however, differ strongly in
terms of their platform capabilities.

Impact

This market can be penetrated while working with a just
few players. These can be seen as strategic
counterweights against each other, as they have a similar
footprint in the eCom market (unlike offline).

WATERSKY
DIGITAL
_§ Redcare (IT)
- °
o | ® P Atida(lql_l;arma
Capabilities

Italy: Fragmented & Less Advanced Market

None of the top 5 players hold a dominant foothold in the
market. In fact, the smallest of the 5 players generates
only around 500,000 unique visitors per month.

Interestingly, Redcare and Atida eFarma are significantly
more capable than their competitors but only feature a
slightly higher footprint. Hence, don’t be blinded by their
capabilities when negotiating with them.

Impact

This indicates that the market is much more fragmented
and hence requires a diversified strategy that involves
working with a larger number of eCom players to properly
reach the Italian population.



Europe’s top 40 OTC eCommerce Platforms

Retail Formats:
Drugstores vs. Pharmacies
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Drugstores a Must for OTC & Pharmacy Products

This overview shows patterns of performance among the different retail formats:
Omnichannel Pharmacies, ePharmacies, Drugstore and Generalist Marketplaces.

Drugstore (Omnichannel) @ Pharmacy (Omnichannel) @ ePharmacy (Online Only) Generalist Marketplace (Online Only) Drugstores are Key to OTC eCommerce

Drugstores consistently dominate the eCom
Boots (UK) landscape. Hence, they need to be part of any
successful OTC eCom strategy, for products that can

Apotea (SE) be sold via this channel.
{

Apotek Hjartat (SE)
° Watch out: Italy and Spain are ePharmacy

¢ PM OB kruidvat (NL) Countries
Superdrug (UK)

While Drugstores are important, they do not lead the
OTC category in all markets:
¢ ShoP_Apo:heke (PE) In Italy and Spain, the market is dominated by
DocMorris (.DE) Omnichannel and ePharmacies.
[ J

Omnichannel Pharmacies can & must
LloydsPharmacy (UK) Redcare (IT)

° Atida Mifarma (ES) ° o develop a strong eCommerce Presence
[ ] [ )
e-ZikoApteka (PL) Apteka Mflissa (PL) & Newpharma (FR) o Atida eFalma (T Companies like Apotek Hjartat (SE) show that
e o . ° DOSfaf:a (ES) o omnichannel pharmacies can build a highly
° ° : competitive eCom presence, capable of taking on
®  crarma(NL) DocMorris (FR) Online Pure Players.

° However, most omnichannel pharmacies, like Lloyds

Pharmacy (GB) are not realizing this potential yet.

They are putting their long-term eCom viability at

risk by featuring only the bare minimum of eCom

CAPABILITIES capabilities.

FQOTPRINT




Omnichannel Close-up

Drugstores also Outperform Pharmacies

When comparing omnichannel players (both Drugstores and Pharmacies), Drugstores outperform
Pharmacies on almost every capability... however, not consistently:

Drugstore (Omnichannel) @ Pharmacy (Omnichannel)

SUperarug (GBJ
Website Functionality Py 0-0—0P—=@
LloydsPharmacy (GB)
ROSSMmant (DE)
Mobile Optimization P ° ® ®
BoOETOE] Apotek Hiértat (SE)
Search Function PREEPSPS -0 ®
Apotek Hidrtat (SE)
BOOTS (GB)
Product Page °® ® @)=
LloydsPharmacy (GB)
Superdrug (GB)
Checkout & Fulfillment o0 co ® ®
e-ZikoApteka (PL)
Rossmann (DE)
Loyalty & Customer
Service *—0——0 ® °
Apotek Hjartat (SE) P
On-platform Marketing Ps ® =0 ®
Apotek Hjartat (SE)
Superdrug (GB)
Brand Shop ® P ™ ®
Kronans Apotek (SE)
SUPETarug (GB)
Social Media Execution o—@®@ 00-0
Apoteket (SE)
SUperarug (GB)
Social Commerce P ® ® ® ® ®
— (ﬁgﬁﬂﬁhn TDE)
App Store Optimizationg o—eo °
I Apoteket (SE)
0% 25% 75% 100%

CAPABILITIES
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Drugstores optimize the entire
conversion funnel

Drugstores perform well on lower funnel or
conversion-focused functions such as optimized UX
for decisive mobile shoppers, intuitive checkout
functionality, and properly leveraging Social Media
and Social Commerce. However, they also have
strong discoverability features in the upper funnel in
the form of search functions, brand shops, and on-

platform marketing possibilities.

Omnichannel Pharmacies are yet to catch up across
the board. In the areas of search functionality and
App Store optimization, some Pharmacies even
scored higher than Drugstores.

Worrisome here is the unevenness of the distribution
for Omnichannel Pharmacies: While a few feature
strong capabilities, many struggle even with basic
capabilities.

This shows that Omnichannel Pharmacies can be
competitive. However, they need to clearly commit
to enhancing their shopping experience or risk being
left behind soon.
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Zoom-In:
Cross-Country Players
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.: Parent Company Overview
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Groups not Leveraging their Advantages Equally

A comparison of the top European ePharmacy parent companies and their
subsidiaries shows surprisingly large differences in digital maturity:

DocMorris / Zur Rose @ AtidaGroup @ Redcare Group
Despite the difference in maturity between

Redcare (IT) and Shop Apotheke (DE), the group
collectively outperforms the DocMorris and Atida
Group. Redcare's clear lead in terms of capabilities
shows a strategic commitment to delivering cutting-
edge shopping experiences and synergistically
rolling this out across all countries.

DocMorris Group: Very Inconsistent

|-2_ DocMorris showed the biggest differences between
E ] countries. While the delta in footprint is grounded in
a Shop-Apotheke (DE) different market structures, the delta in capabilities
- DocMorris (DE) . .
clearly shows a lack of harmonization across
O countries. Hence, negotiating on a European level is
8 Atida Mifarma (ES) o Redcare (IT) likely ill-advised, as capabilities and the footprint in
° PromoFarma (ES) each market vary strongly between countries.
Dosfarjva (ES) ® Atida eFarma (IT)
DocMorris (FR) Though Atida can’t beat the other groups in terms of

capabilities, it consistently scores amongst the top
players in ES and IT. Also, the similarity of
capabilities suggests a healthy focus on realizing
cross-country synergies, apart from maintaining two
ePharmacies in the same market (Spain).

CAPABILITIES




Parent Company Overview

The DocMorris Paradox

Zooming into DocMorris in France and Germany
reveals a starkly differing digital setup:

&  Platform Platform
' Footprint Capabilities

App Store Visibility Website Functionality

Social Media

Organic Performance Mobile Optimization

Organic Search Visibility Search Function

Mobile Traffic Product Page

Desktop Traffic Checkout & Fulfillment

Loyalty &

App Store Optimization Customer Service

On Platform Marketing

Social Commerce

Social Media Execution

Brand Shop

DocMorris DE O DocMorris FR @ Study Average Study Benchmark

o

WATERSKY
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DocMorris shows the greatest Gap
in Digital Maturity

DocMorris in Germany ranks among the top 15
retailers in the study. However, DocMorris France
lags behind at Rank 26.

The differences in their performance stem from
DocMorris Germany offering users better-structured
product pages, better shipping and customer care
options, on-platform marketing, and better app store
optimization.

Watch out while negotiating
with Parent Companies

The DocMorris example shows that while parent
companies are eager to acquire retailers, this may
not equate to properly leveraging synergies between
them.

When negotiating at the group level, eCommerce
leaders need to take this into account and uncover
each country affiliate’s true importance in its market.
Taking the time for this step significantly reduces
the risk of overinvesting (e.g. assuming a similar
execution as in the platform’s core market).
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Showcase:
Best in Class Capabilities

Several examples of cutting-edge capabilities used to drive
conversion and improve the shopping experience for OTC products.
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\é' Capability Showcase
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Advanced Conversion Drivers on Product Pages

Advanced players show detailed product information to drive conversion. This comes in the form of social proof
on Boots (UK) and availability information combined with consultations on Shop Apotheke (DE). These features all
reduce the perceived risk of purchase from the customers’ point of view and thus drive the conversion rate.

a . .
2 ShopApotheke R (5] & Eucerin Sun Oil Control Dry Touch
Al ek E-R Warenkorb . .
el Mt @ Facial Sun Cream for Oily Acne Prone
E3) £-Rezopt: Montag - Fretag bes 18 Uhr und Samstag bis 13 Uhe bestellt, am nachsten Worktag gelsofort 25

riueaerom

s — i Skin SPF50+ 50ml
Added to basket 100+ times in the last 24
ne;Z:m AVPJUVP' &16:36 h?: i 4.5 (249) Write a review
@ Last purchused 9 minutes ago

~ Video PackungsgroBe: 30 g £16.00 8061300

= abspleten

b -20%° -26%° ~36%° -26%° 50 ML | £32.00 per 100ML

? '309 _5,0 g :']le g .1()0 9 Eucerl n 3 for 2 on selected Eucerin suncare - cheapest free ’

< €749 €1162 €1346 €1859 s |

m\«nnmmml | © Want it tomorrow?
OlLY ACNE FBONESIIN Order within the next 11 hours and 56 minutes, Hours Mins  Secs
3 and select 'Next Day Delivery’ at checkout.
T R Profor to collect n store? Check store 11:56:25
= 2x100 g ULTRA LIGHT availability
P~ S S ————
- — €£3299 OILY ACNE PRONE SKIN
Q Merken D> Tollon (=) Porsonliche Boratung N :‘ ''''''
Sofort lieforbar Kostenlosor Versand ab 19 € +
R Y mO days. Learn mor
Lieferzeiten und Verfagbarkeit 1= -
Mt Hilfe lhwer Postleitzahl kinnen wir genauere o " lal Pay in 3 interest-free payments on purchases from £30-£2,000.

Shop Apotheke (DE) Boots (UK)
» Users on Shop Apotheke’s product page can access a personal * Dynamic text displayed on the primary image showing when the

consultation. product was last purchased and how often it was added to the

basket in the last 24 hours. This kind of social proof can drive up

» By clicking on the link, the users can ask for a call back from a . .
conversion by reducing doubt.

pharmacist, leave a written message, or call the pharmacist’s hotline.

* A countdown timer also creates pressure to complete transactions
by showing possibilities for next-day delivery. Users must order
within the timeframe displayed above to benefit from shorter
delivery windows.

+ Users can also easily choose between different pack sizes.

+ Availability and shipping times are showcased more clearly when
users share their post code.
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Content-Driven Guided Selling

Advanced players have brought in aspects of content marketing and social engagement

techniques to their platforms. By offering valuable content to their users,

they create opportunities for brands and categories to better showcase themselves.

Rgs;xmw o a| R o @@

Neu DEENWELY Make-Up Pflege & Duft Baby & Splelzeug Hausholt Tier Gesundheit Lebensmirel Marken Angebote

Héren kannst du unseren Elternpodcast bei folgenden Anbietern

Per Klick ouf den Ployer gelongst du direks zur neusten Folge

£:% deezer

© spotify

Source: https://www.rossmann.de/

Rossmann (DE)
* Rossmann offers a podcast for new parents.

+ Podcasts provide the opportunity to build meaningful
connections with your audience.

+ Engaged audience members are also receptive to product
guidance and recommendations.

Completed Lives

ol PHARMA sscm e ! & PHARMA som

o PHARMAB0n

ANTHAGE : INSUFFLEZ LA 1 LIVE SHOPPING : LIVE SHOPPING :
JEUNESSE AU CCEUR q CHUTE DE CHEVEUX ? NOS INDISPENSABLES
DES CELLULES ¢ 3 ON NE VOUS LASSE PAS OE L'HIVER
- ] TOMBER |
HUVE - CARY ‘ ¥ NG CARY ‘ ~UVE-CARE ‘

Live Shopping: Avéne & Ducray reveal all their Live Shopping: Hair loss? We won't let you down! Immersive live: our winter essentials!
onti-oging secrets!

oy RO P AR hmco P ARAaey

LIVE IMMERSIF ROUTINE
LIVE SHOPPING : SOINS ANTI-AGE ANTLIMPERFECTIONS.
= ':‘u rives) = i ving POUR
- ™ . UNE PEAU PARFAITE
o
fuve - cane ‘ Fuve, care ‘ Buvepcane ‘
Live Shopping: Beauty for the holidoys! Live immersive Anti-aging treatments live from Anti-Blemish Routine for Perfect Skin!
the Avéne Thermal Center!
[ see more

Source: https://www.pharmashopi.com/

Pharmashopi (FR)

+ Pharmashopi offers live webcasts where people can shop while
watching video content.

+ Livestream shopping offers the convenience of discovering
products from a convenient place such as users’ homes.
shopping. Plus, it retains important benefits from the offline
shopping experience in the form of human interaction.

WATERSKY
DIGITAL



\8 Capability Showcase

WATERSKY

Mobile First UX Implementation DIGITAL

Advanced retailers don’t only have good Mobile UX, they go a step further and think mobile first.
Leaders utilize mobile native elements such as video display, buy button, and navigation
placements clearly with the mobile user in mind.

11:51N\ 14:02 \

Apotheke fir alle.

apn discounter 0

= MENU Rezept einlésen

dm (DE)

+ Videos are part of the rich

Apodiscounter (DE)

« Apodiscounter offers a visually

5,95 €

ebelin
Nagelschere, 1 St
15t (5,95 € je 15t)
(92)
@ Online verfiigbar
@ Verfiigbarkeit in einem dm-

1,45 € a

ebelin
Profifeile fein + grob, 1 St
1St (1,45 €je 15t)
79
@ Online verfiigbar
@ Verfiigbarkeit in einem dm-

Markt priifen

4,95 €

ebelin
Manikiire-Etui 3tlg, 1 St
15t (4,95 €je 15t)

(90)

@ Hinweise

@ Online verfiigbar

Markt priifen

155 € °

ebelin

Nagelhautschneider und
Hufstdbchen, 1 St
15t (1,55 € je 15t)

(101)

@ Online verfiigbar

content on dm. However, there
is a preview that opens when
you click on the video. It is then
up to the customer to decide
whether they want to watch the
full video or exit.

The Search Results Page on dm
is packed with buy buttons,
ratings and reviews, as well as
in-store and online availability.
This makes the buying
experience much easier for the
customer.

Dolormin

®
~

Extra :
Bei Schmerzen und Fieber
1Tablette entf q
als|
50 Filmtabletten @®
Packungsboiage

Dolormin Extra 400 mg Ibuprofen bei
Schmerzen und Fieber (50 stk)

& apodiscounter.de

appealing Product Page that is
easy to use and features high-
quality images and video
content. The product details,
ratings & reviews are displayed
prominently on top of the
image. This makes it easy for
the customer to navigate.

+ To make it easier to get back to

the top of the page, the retailer
also offers a sticky navigation
button.
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Seamless Social Commerce Integration

Social Commerce is quite uncommon in Europe making it an untapped avenue to drive
conversion. Few players have mastered the seamless integration between social media
and eCommerce. Here are examples from Etos (NL)’s Social Media pages:

10:31

« Safari

< Etos

Posts About Videos Photos More v

Etos @
o

Suffer from muscle pain or joint pain? Then it is nice if
your pantry is filled with products that you can relieve
the pain. Voltaren Emulgel Extra Strong 2.32%* can be
used for local relief of mild to moderate joint pain. You
can shop Voltaren in our store or at https://bit.ly/
etosvoltaren

*Voltaren Emulgel 2,32% (diclofenac
diethylammonium) is a medicinal medicine. Do not use
voltaren during the third trimester of pregnancy. Read
the enclosure before use.

#* Rate this translation

Voltaren emuigel
Extra Sterk 2,32% gel

6 P L g @9

Fries

Etos (NL)

» Etos’s Facebook Account
features products in their Posts
and Reels.

* Posts also link back to the
brand shop on the retail
platform.

+ Interlinking is important for
higher conversion rates.

In this photo

| S 10% Korting - Etos Mascara

€3.59 €399

=

More from this shop

(//

30%

korting

30% Korting - Aima K B. Q Maybelline Lippenstift w

€12.53 €466
it
korting | ' korting

50% Korting - Rimmel L. R 50% Korting - Max Fact R
€4.99 €666 €6.49 €260

WATERSKY
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Etos (NL)

» Etos’s Instagram account
features shoppable posts.

+ By clicking on the link, users
also get a list of suggested
products from other brands.

* Product recommendations help
increase key metrics such as
conversion, average order
value, and repurchase. They can
also increase customer loyalty
and retention.



Want to dive deeper?

azis

That was only the Tip of the Iceberg...

WATERSKY
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Get access to the full set of data or request data on any other eCommerce player relevant to you.

Prioritize your eCom Landscape:

0% CAPABILITIES

eCom Landscape Segmentation
Gives an unbiased view of each player’s true
significance in your market.

fveds

oud)

CALigyL

SSINIAILOVHLLY WYL 3aVHL
¥

Mas

TOTAL ATTRACTIVENESS
(SIZE + CAPABILITIES)

Data-driven Customer Tiering
Reveals if your trade terms fit what the
platforms can truly deliver.

We continuously analyse eRetailers in different industries around the globe...

Fashion OTC
Pharma

Consumer
Electronics

Empower your eCom Negotiations:

PLATFORM
SIZE

PLATFORM
CAPABILITIES

Detailed eRetailer Scorecards
Empowers your negotiation and facilitate
Joint Business Planning.

... so don’t hesitate to request
any eCom Platform you’re interested in!

PRODUCT PAGE CONTENT (MOBILE)

GUIDED SELLING

% @ LOYALTY PROGRAM

SEPHORA

Cutting-Edge Industry Insights
Makes findings tangible and
keeps you up to date.



What’s next?

Order a Detailed Report for your eCom Landscape! ) DIGITAL

Your personal contact to receive a non-binding offer:

Miguel Strobel
Managing Partner, MBA (Oxford)

& +491773292314
W4 Miguel.Strobel@Watersky.Digital

About Watersky Digital What Our Clients Say Y % % % %

Founded in 2017 during the Oxford MBA, Watersky Digital is a “Watersky’s eCom Segmentation helped Bayer to "We used Watersky's eCom Segmentation tool first to
Hamburg-based consultancy specializing in Digital Marketing bring its LATAM eCom operations to a new level. It get a clear view on the capabilities & ambitions of
Benchmarking. We constantly analyse brands and eCom platforms helped us to understand each platform’s importance our current & potential customers. We then clearly
across the world to create actionable guidance on where and how to and decide where to invest.” structured, ranked & prioritized them based on our
meaningfully optimize your eCom presence. findings. Using these outcomes for both strategic

(internal) & Joint Business Planning (with customers)
purposes helped tremendously to have more fact-

Selected clients: B Bim Gutierrez based discussions and to define common mid- to
@ logitech BAgER . BAYER)  Global eCom Director longer-term goals."
N BERuN-cHEMIE = EE G Beiersdorf R BAYER Consumer Health AG

= Oliver Wenzel
£\\:‘ Head of eCommerce DACH
WELLA

Wella AG


mailto:Miguel.Strobel@Watersky.Digital

WATERSKY
DIGITAL

DIGITAL MARKETING
WITHOUT THE BULLSHIT.

WWW. WATERSKY.DIGITAL




DATA-BASED CONSULTING & TRAINING () warsss«y

OUR SERVICE
OFFERING

Flexible expert support on
digital challenges +

training programs custom
built for your organization.

OUR ANALYTICAL
BACKBONE

Proprietary benchmarking
methodology to assess the
digital ecosystem through
the eyes of the consumer.

EXPERT
CONSULTING

+ eCom market sizing
» Organizational maturity

assessment & optimization

+ Digital KPI architecture

&

Of any Brand, Retailer
or Marketplace

IMPLEMENTATION
ACCELERATION

+ Agency selection & briefing

+ Steering & challenging
agencies
» Tool & tech-stack consulting

%

DIGITAL BENCHMARKING

In every country
around the globe

UPSKILLING

» Keynotes

* Hands-on workshops

» Playbooks & video learning
* Learning management

Starts where your internal
analytics stop



