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Be commerce introduction



Belgian eCommerce state of the art before 
BeCommerce kick-off on 09-06-05

• Still negative press articles
• Poor figures versus other European countries
• No Trust Label for the consumer



BeCommerce mission statement

The mission of BeCommerce is to The mission of BeCommerce is to increase consumerincrease consumer

confidence in buying at distanceconfidence in buying at distance (internet, catalogue, (internet, catalogue, 

post, telephone, television post, telephone, television ……) for the mutual benefit) for the mutual benefit

of both consumers and distance sellers. BeCommerce of both consumers and distance sellers. BeCommerce 

will enhance consumer trust to buy at distance.will enhance consumer trust to buy at distance.



It is all about It is all about ‘‘TRUST meTRUST me’’

BeCommerce is:

easy - pretty fast – cheaper – reliable – safe 

unlimited selection – no queuing – no geographic

barriers - faster service – easy return – catch 24/7

15% to 20% of consumers say they prefer to shop 15% to 20% of consumers say they prefer to shop 

online than in real world stores.online than in real world stores.



BeCommerce strategy  

1.1. Reinstore TRUSTReinstore TRUST
⇒⇒

 
Becommerce trustBecommerce trust PR campaign (political lobby    PR campaign (political lobby    

& consumer PR campaign) & consumer PR campaign) 

Reinforcement of the quality & frequency of the 
communication to the press.



⇒⇒BeCommerce Trust LabelBeCommerce Trust Label

In June 05 BeCommerce Trust Label started with   In June 05 BeCommerce Trust Label started with   

Ten principles confidence contract for BeCommerce Ten principles confidence contract for BeCommerce 
MembersMembers

Belgian ecommerce sites officially participating in Belgian ecommerce sites officially participating in 
BeCommerce committed to endorse and provide: BeCommerce committed to endorse and provide: 



1.1. A consumer friendly site. A consumer friendly site. 
2.2. Accurate contact details of the company available on the site.Accurate contact details of the company available on the site.
3.    Clear, unambiguous description of offered products3.    Clear, unambiguous description of offered products

and/or services.and/or services.
4.    A responsive & professional customer support service.4.    A responsive & professional customer support service.
5.    A trustworthy, consumer friendly shopping or trading5.    A trustworthy, consumer friendly shopping or trading

environment.environment.
6.    Clear and consumer friendly user terms and conditions. 6.    Clear and consumer friendly user terms and conditions. 
7.    Protection of the privacy of sites users.7.    Protection of the privacy of sites users.
8.    Safe and secure payment methods.8.    Safe and secure payment methods.
9.    Investments in online consumer education9.    Investments in online consumer education

to help building trust.to help building trust.
10.  Endorsement of the BeCommerce label when ready for launch. 10.  Endorsement of the BeCommerce label when ready for launch. 



In December 06 BeCommerce Trust Label launch after 
deep talks with Test-Aankoop / Test-Achats 

A BeCommerce Trust Label giving all trust needed A BeCommerce Trust Label giving all trust needed 
to the final consumerto the final consumer

It costs 550€ for BeCommerce members and takes 2 
months in average to get it. The independant company 
Bureau Veritas is reponsible for the audit procedure. 



Today, 34 Belgian e-shops have been certified, 8 e-shops 
have introduced their demand

Next step is to maintain a high qualification level of Next step is to maintain a high qualification level of 
BeCommerce Trust Label by intensifying BeCommerce Trust Label by intensifying 
communication around it.communication around it.



BeCommerce strategy

2.2. Belgian ecommerce figures monitor Belgian ecommerce figures monitor 

•• eMarket figures coherence & monitoring (ISPA & Ogone).eMarket figures coherence & monitoring (ISPA & Ogone).

•• ‘‘BeComBeCom’’ index via InSites:index via InSites:
reflecting ereflecting e--commerce turnover.commerce turnover.

•• ‘‘BeComTrustBeComTrust’’ index via InSites:index via InSites:
reflecting consumer trust in ereflecting consumer trust in e--commerce.commerce.

The BeCom index will be optimised & simplified The BeCom index will be optimised & simplified 
in order to get better figuresin order to get better figures



69 66 67 71

274

143 144 137
178

602

255
280 261 273

1069

330 318 306 322

1276

Q1 Q2 Q3 Q4 Total

2004 2005 2006 2007

Belgian distance selling market 

BeCom Index

Figures reported in million Euro



BeCommerce strategy

3. Advertising & Network3. Advertising & Network

Short TermShort Term
•• BeCommerce Awards April 2009 edition nr 4BeCommerce Awards April 2009 edition nr 4
•• Belgium eBusiness Expo 19Belgium eBusiness Expo 19--20.03.09 second edition20.03.09 second edition
•• Website BeCommerce.be & newslettersWebsite BeCommerce.be & newsletters
•• Task groups: BeCommerce label Task groups: BeCommerce label -- Online payment Online payment –– PR PR --

Market figures and Legal & NetworkingMarket figures and Legal & Networking eventsevents

Long TermLong Term
•• eBelgium Congress eBelgium Congress 
•• National BeCommerce campaign     National BeCommerce campaign     



The first BeCommerce ‘Founding members’ are: 

•• Azur.be Azur.be –– Bivolino.com Bivolino.com –– Ebay.beEbay.be
Dvdpost.be Dvdpost.be –– Dvdzone2.be Dvdzone2.be –– FlySN.com FlySN.com ––
Freerecordshop Freerecordshop -- Gift.be Gift.be -- Proxis.be Proxis.be ––
Neckermann.be Neckermann.be –– 3Suisses.be 3Suisses.be –– Redoute.be Redoute.be ––
SonyEricsson.be SonyEricsson.be ……

•• Today BeCommerce has more than 80 membersToday BeCommerce has more than 80 members
Delhaize : wineworld.be Delhaize : wineworld.be –– etcetc……

•• Membership fee very affordable Membership fee very affordable 



2008 Survey over 2007- 
facts & figures distance 
selling in Belgium and 
expectations for 2008



Situation distance selling 2007

General remarks concerning the figures

• Based on an online questionnary in May 2008 about figures 
2007 & expectations 2008

• In collaboration with iVox (Leuven)
• 1.500 distance selling companies were invited to fill out the 

online questionnary
• Sectors NOT included : 

– Tourism : travelling, airplane tickets, train tickets, ….
– Financial sector : stocks, bonds, insurances, …..



Situation distance selling 2007

General remarks concerning the figures

• We talk about sales B2C, not about sales B2B
• We talk about sales figures of Belgian companies, not 

about consumer figures (consumers buy on Belgian and 
foreign e-shops)!

• Extrapolation of the figures with data from :
– Ogone : market leader payment service provider in 

Belgium
– Results of 2005 & 2006



Situation distance selling 2007

Online sales by Belgian companies
• 2005 : 339 million €
• 2006 : 675 million € (+ 99 %)
• 2007 : 989 million € (+ 46 %)
• 2008 expectations : + 25 %
Global distance selling sales 2007 : 

1,150 billion €



Evolution online sales + expectations 2008
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Number of e-shops in Belgium

Number of e-shops in Belgium
• 2007 : 2.100
• 2008 : 3.100 shops expected

+ 80 Webshops / Month
+ 4 Webshops every working day



Distance selling profile



Geographical sales spread : % who sells



Geographical turnover (1) : % of turnover

Companies who sell
in Belgium and in

Western Europe get 
their turnover for



Geographical turnover (2) : % of turnover

Companies who sell
in Belgium and in the
whole of Europe get 

their turnover for



Geographical turnover (3) : % of turnover

Companies who sell
in Belgium and in the

whole world get 
their turnover for



Ordering methods pure players



Ordering methods all distance sellers



Payment methods

• Online transactions grow with 60%
• Turnover of this transactions grows with 

70%
• Pure players : 67% online payments
• All distance sellers : 51% online 

payments



Payment methods pure players



Payment methods all distance sellers



Average amount per order



Employment



Employment

• 82% of the distance sellers employ 
between 1 and 20 persons

• Pure players : 20 people is the maximum
• Extrapolation : 32.500 people in Belgium 

are active in distance selling 
(subcontractors not included)



Delivery methods

06/06/2008



Opinion : the Belgian distance selling 
market will continue to grow in the next 2 years



Opinion: the competition with foreign 
distance selling companies will increase in the next 2 years



Opinion: the Internet will become the 
main ordering method in the next 2 years



Opinion: it is important for an e-commerce 
website to be certified by an independent body



Summary

Fashion topics



Fashion e-Mass Customization

& Co-Creation



Source : Online Survey on Internet Shopping Habits – Nielsen Jan 08

85% of the world population is online

More than 50% have bought online last month

Fashion is the second
most popular product segment (36%)

Fashion has the top increase, from 
20% to 36% 



Custom Clothing:  US market figures

Lands' End's commitment to customers has always been an industry benchmark and 

the resulting customer response has been phenomenal. In 2003, custom 
clothing sales grew 72 % over 2002.  About 27 % of  jeans 
and chinos turnover sold online are custom made. On average, 
custom clothing buyers increase their annual spending on both custom and regular 
clothing by 39 percent. And they're a loyal bunch: The retention rate is 34 
percent higher than for other online shoppers. 

A Jupiter Research study conducted last November revealed that 51% of people 
surveyed said they would pay an extra $10 to have a pair of pants custom fitted; 28 
percent said they would pay $20; and 18 percent said they would pay $30.

25 % of USA online webshops offer Custom Clothing  Ralph 
Lauren, Tommy Hilfiger,  Timberland,  Nike,  Adidas,  Landsend, Jc 
Penney,  Jos a Bank,  Rochester Big & Tall, ...

Marks and Spencer UK launched custom-fit shirts end 2007 



Mass Customization 

"Producing goods and 
services to meet individual 
customer's needs with near 
mass production efficiency." 

(Tseng/Jiao 2001)



Filters & recommandation technology will guide the customer from “one- 
size-fits-all bestsellers clothing” up to the high variety choice in custom 
clothing.  Filters & recommandation technology will guide the customer
from “one-size-fits-all bestsellers clothing” up to the high variety choice
in custom clothing. 

Source : Chris Anderson – The Long Tail - July 07

Custom Clothing = The Long Tail of Fashion
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CASE STUDY

The Bivolino.com ConceptStory

«If every man is an individual, then how can he be satisfied with 
products that are not made uniquely for him ? »

Bivolino.com was born in 1998 from a desire to meet individual 
fashion needs. Strong of our 50 years know how, our vision is to 
answer all your personal needs and desires in terms of fashion. 
Thanks to Internet and our revolutionary customizing patented 
technology, we are able to give you the inspiration for creating 
your own style.

Starter Award 2004 in The Netherlands
Promotional Product of the Year 2004
BeCommerce Silver Award 2006 



50



Your business powered
by BivolinoServices 

Bivolino Services
integrates the complete clothing Supply Chain, from the 
front-end collaborative design toolkits up to manufacturing 
and e-fulfilment.  The concept of process platform planning 
is proposed to support variety synchronisation from design 
to production.

BivolinoServices.com is therefore empowered to execute 
unique consumer-winning value at the lowest cost through 
the collaborative, real-time synchronisation of product 
services generated from the toolkits. 

The platform is interactive, collaborative, configurable, 
modular, scalable and generic.



Supplier’s
Fabrics

Supplier’s
Fabrics Customer’s

E-tailer
Customer’s

E-tailer

Bivolinoservices.comBivolinoservices.com

Control Center

System Core for Fashion

Combination of third parties Asp’s
SaaS, SOA 

Bivolino 
Consult

Bivotrack

Bivosoft

Watch
Dog

Mail
Server

Web
Server

Engineering Database

Manufacturing 
Services 

Linosoft

Single Sign In Digital
Tailoring

Virtual 
webshop

Configurator 
Mailing-

campaign
Postal 
check

Webservices
Supplier’s

Manufacturers 
Supplier’s

Manufacturers Customer’s
E-Tailer

Customer’s
E-Tailer
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Process 
Flow

E-TailerE-Tailer Bivolino servicesBivolino services

CarrierCarrier

€
Payment Authorised

€
Payment Received Fulfilment hub

Customer

E‐Tailer

 

Order

Shirt Journey

Options Confirmed

Shirt Fit Technology

Follow link

Biometric shirts

53

http://images.google.be/imgres?imgurl=http://www.decrealisten.nl/images1/afbeeldingen/vervolg/Meijering_Truck.jpg&imgrefurl=http://www.decrealisten.nl/vervolg.asp%3Fmid%3Dfleetmarking&h=340&w=709&sz=97&hl=nl&start=8&um=1&tbnid=NB7u-8lZr-q_VM:&tbnh=67&tbnw=140&prev=/images%3Fq%3Dtruck%26svnum%3D10%26um%3D1%26hl%3Dnl%26sa%3DG
http://images.google.be/imgres?imgurl=http://www.cocaineinfo.nl/fileadmin/images/achtergrond/geschiedenis/Gr_cocainefabriek.jpg&imgrefurl=http://www.cocaineinfo.nl/coke-allerlei/geschiedenis/&h=240&w=400&sz=78&hl=nl&start=13&um=1&tbnid=zNehLGP1i7aGuM:&tbnh=74&tbnw=124&prev=/images%3Fq%3Dfabriek%2B1900%26svnum%3D10%26um%3D1%26hl%3Dnl%26sa%3DG


The Mass Customization Benefits
For the consumer
• product satisfaction : fit & uniqueness

• hedonistic process satisfaction :

- pride of authorship

- peer recognition & emotional factors

• new shopping experience

• new differention possibilities 



The Mass Customization Benefits
For the retailer

• value competition instead of price

• reduced planning risk, inscreased flexibility

• new cost strutures 

• reduction of inventory, fashion risk

• real customer relationship management

• customer knowledge

• life panel without panel effects

• « lead customer » information

• higher market research efficiency

• using custom operations as learning / pilot fields for mass 
products
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ThankThank youyou !!
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