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ECOMMERCE              GLOBAL

BUSINESS SOLUTIONS IN THE FACE OF NEW CHALLENGES BROUGHT ON BY 
ECOMMERCE 

Given the digitization spree, e-commerce as a global marketplace has gained significant 

momentum. Together with the Ecommerce Foundation, Mazars has produced a series of country-

specific studies and thought leadership pieces exploring the trends, challenges, and opportunities 

brought on by the emergence of e-commerce. As global advisors, Mazars‘ experts provide you 

with perspectives and tools to best leverage this new ecosystem. Our experts specialize in topics 

such as tax & legal, ethics & compliance, logistics & footprint, digitization & technology as well 

as business models and customer experience, all of which are evolving with the emergence of 

e-commerce.

Discover more on our website at www.ecommerce.mazars.com

The Ecommerce Foundation is an independent organization, initiated by worldwide national 

e-commerce associations as well as online and omnichannel selling companies from industries 

such as retail, travel & finance.

Our mission is to foster global digital trade as peace is the natural effect of trade. By facilitating 

digital commerce we hope to make the world a slightly better place. We facilitate the development of 

practical knowledge, insights and services for which individual institutions, retail and e-commerce 

associations and B2C selling companies do not have the (financial) resources and/or capabilities.

By combining collective goals and efforts, the Ecommerce Foundation is able to realize projects 

which could not have been realized on an individual basis.

Visit us at www.ecommercefoundation.org
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“ Regarding big players, some of the big Spanish companies are global leaders in their 
market segment. With regards to SMEs, in the food sector for instance, there are spe-
cialized ecommerce online operators which have been pioneers in the one-day delivery 
of orders which remains at the forefront of the digital supply chain.”  

1. THE BACKDROP

Spain is a diverse and culturally-rich country in 
southwestern Europe, operating under a Parliamentary 
Monarchy and having a population of ~46 mn over an 
area of 505,992 sq. km. Its GDP has grown from EUR 
~1,035.2 bn in 2014 to EUR ~1,139.5 bn in 2017 (CAGR of 
3.3%) and is forecast to reach EUR ~1,170.9 bn in 2018, 
at a year-on-year growth of 2.8%. While the declining 
number of births caused the population to shrink from 
2015 to 2016, the number of Spaniards are nevertheless 
projected to increase slightly by 0.1% this year. Majority 
of the inhabitants here are less than 55 years of age 
(~70%), with almost 45% ranging from 25-54. Such 
demographic breakup is particularly opportunistic 
towards forward-looking, technologically-advanced 
markets that take into account the needs of the young 
generation. A large part of this includes digitization 
– whether it be for routine work, leisure, banking, 
payments, or shopping (i.e. e-commerce). 

This change can be seen through the rise of internet 
usage, with the country having a fairly comprehensive 
internet user base of 87%, which is growing at 2.6%. 
Almost over 90% of all Spanish age groups are going 
online.  

In terms of performance, Spain ranks 12th out of 
86 countries and 7th out of 18 EU countries on the 
Inclusive Internet Index, which outlines the current 
state of internet availability, affordability, relevance and 
readiness. While readiness is there (given that there is 
positive acceptance and capacity for digital building), 
the country stumbles upon availability. This highlights 
the need to create/upgrade an apt infrastructure base 
that allows users to freely access the online space. 
Meanwhile, relevance can also be further worked upon 
by connecting more with the local population, especially 
when culture diversity is high with there being over three 
foreign languages widely spoken in addition to Castillian 
Spanish.                 
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Logistically, Spain ranks 23rd on the LPI (Logistical 
Performance Index), reflecting a fairly established 
customs clearance process, trade and logistical services 
quality, as well as transport infrastructure. It is fair to 
say that the government is taking additional steps to 
improve processes/systems on the e-platform, given 
that the country ranks 17th on the E-Governmental 
Development Index, which highlights its concurrent past 
and present investments in telecommunication, human 
capital and online services. 

Meanwhile the ease of doing business is only 
satisfactory at the 28th position, which may have been 
impacted by ongoing political uncertainty in various 
parts of the country. However, a stable and conducive 
environment is highly needed for players across various 
industries, especially SMEs competing in the cyber 
market, which have to maneuver amidst big players 
such as Amazon that hold a secure value chain. 
Gaining trust and predictability can otherwise become 
a challenge, which is pertinent given the increase in 
online dependency. 

On a macro level, it is certain to say that Spain is up 
for a positive e-development, given that the dominantly 
young population steadily embed technology into 
their daily life. However, this is not to say that the 
growth is going at its full potential; the current trend 
can garner quicker momentum if the development of 
requisite infrastructure and human capital also kicks 
in. This means utilizing the labor market towards 
technologically-advanced products/services, which is 
not too challenging given current job market dynamics. 
For example, while unemployment in the country has 
steadily fallen from its peak of 26.1% in 2013 to ~17.2% 
in 2017 (down by ~34%), many of the younger workers 
are still unemployed. Concurrently, there is also a 
shortage of a highly-skilled talent pool that can pitch in 
towards the upcoming digital revolution. In this sense, 
there is a strong opportunity to channel the available 
young talent towards this market, provided that ICT 
salaries are increased and people are made mobile. 

Internet usage is over 90% 
for almost all the age groups. ~50%+
for the older population…
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Despite fall in 
unemployment, 

young people still 
struggle for jobs

Rise in Internet 
Penetration 
presents a viable 
opportunity to 
channelize 
available 
labor into 
Digitization… 

2. THE VIBRANT E-COMMERCE SPHERE

Regardless of the current infra & human status, Spain houses a vibrant e-commerce sphere, with big players investing 
heavily in the market. Interest is huge and activity is high, given that consumers have become so habitual with
the e-platform. 

Rise in Mobile Usage
 

Transition to 
E-Payment Mechanisms 

Core 
Drivers 

Adoption of Social Media 

Increased Online 
Buying



ONLINE PURCHASES ON THE RISE 

The number of Spaniards buying online has steadily 
risen from ~17.2 mn in 2014 to ~22.4 mn in 2017 (CAGR 
of 9.2%). This is projected to rise by another 7.5% this 
year, reaching over 24 mn e-shoppers by 2018. Most of 
the purchases made here go up to the EUR 499 price 
range, with there being a little share in items priced 
above that. This highlights that most online buying is 
geared towards goods/services that are required to be 
purchased frequently, yet not too expensive in nature. 
These purchases may then be utilized towards a sharing 
economy, which itself has gotten popular with peer-
to-peer platforms.

Gender-wise, while both males and females readily 
make use of the e-commerce platform, men spend the 
most online and their preferences vary when it comes to 
selecting a particular market - i.e. the former spending 

more on electronics, furniture & appliances and toys/
hobby/DIY, while the latter going for fashion, food & 
personal care purchases. This is why there is a huge 
variety in the types of purchases made by consumers 
in 2017; - Travel and Holiday Accommodation topped 
the chart with a 37% share of shoppers, which was 
subsequently followed by Clothes/Sports Goods, Tickets 
for Events and Household Goods, constituting a share of 
31%, 28% and 21% respectively.   

Supplier wise, domestic players remain top priority for 
Spanish consumers, with sales from national sellers 
constituting 83% of the market. Nevertheless, purchasing 
from sellers with an unknown country of origin is also 
gaining traction, rising from 11% of cross border sales in 
2016 to 17% in 2017. 

17,2

19,7 20,3
22,4

24,1

2014 2015 2016 2017 2018

Over 60% of the local population 
to engage in online shopping, 

with average purchase 
being EUR 100-499

CAGR ~9.2% 
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Gender Preferences 
vary in the choice 
of industries, with 
Fashion and DIY on 

the rise
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31%

28%

21%

14%

13%

12%

10%

9%

8%

2%

Travel and Holiday Accomodation

Clothes, Sports Goods

Tickets for Events

Household Goods

Books/Magazines/Newspapers

Computer Software

Electronic Equipment

Food/Groceries

Telecom Services

Films/Music

Medicine

GOING MOBILE

Browsing online need not only occur on traditional computers, given the emergence of a multitude of devices – i.e. smart-
phones, tablets, consoles etc. In fact, majority of online research today is being done on mobiles, with consumers preferring 
the ease & convenience by which they can input, search, swipe and buy amidst great deals while on the move. Over 37% 
of Spanish shoppers have engaged in m-commerce in 2017, which is an 8% rise from 2016. Various apps have therefore 
cropped up in the shopping domain, with AliExpress and Wallapop being predominantly popular across both the iOS and 
Android platforms. This whole movement is more at par with today’s Generation Z, who barely invest in large machines at 
home; for them, internet activity is all mobile. 

This trend can significantly turnaround e-commerce dynamics head. Though 95% online shoppers prefer using the 
desktop to make purchases, mobiles are next in line, becoming a choice of 37% shoppers in 2017 shoppers as compared 
to 29% in 2016. 

THE E-PAYMENT APPEAL 

The rise of various e-payment mechanisms have further fueled the e-shopping sphere, with Spanish consumers majorly 
making use of platforms such as PayPal (preference of 77% shoppers) or direct debit/credit cards (preference of 50% and 
48% respectively). Usage of cash is slowly depleting in comparison to online platforms and prepaid mobile wallets, mainly 
due to the efficient and instantaneous nature these contemporary options have to offer.
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91 310

54 480
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Shopping App

Amazon 
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iOS PLATFORM

77% 50% 48% 18%
Online 

Payment
Direct  
Debit

Credit 
 Card

Prepaid 
Cards

/ Vouchers

Cash on 
Delivery

Majority of Consumers prefer using a Third Party 
Online Payment Service…Popular Alternatives include 

Trustly, Bank Transfer & PayPal

ANDROID 
PLATFORM

18%

BUZZ AROUND SOCIAL MEDIA 

Online networking has become highly popular, given that social media penetration has increased from ~19.9 mn people to 
~21.3 mn in 2017 (CAGR of 2.4%). Facebook remains the most dominant platform, capturing a consumer respondent share 
of 27%; it is followed by YouTube, Twitter and Google, with a share of 15.6%, 15.0% and 13.2% respectively.  

Social Media is a highly important review domain for e-commerce companies and hence keeping it up-to-date is critical in 
order to make it an important driver for growth. Consumers are influenced by various mediums when deciding to make 
a purchase. While having a highly mobile and responsive website is the most critical factor here, a brand’s social networking 
presence also has a role to play. Goal would be to have many “likes” and “thumbs up” on a brand’s page, instead 
of grievances. 
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2014 2015 2016 2017

of the total online 
population engaged in social 

media, with platforms such as 
Facebook topping the charts

CAGR ~9.2% 

53%

43%

41%

28%

26%

24%

7%

Web Brand

Friends / Family

Blogs / Forums

Online Advertising

Social Networks

Mailing

Apps

Offline Advertising

Famous

15%

10%

Over 45%

SOARING MARKET SENTIMENT

All these factors result in a positive e-commerce market ahead, with B2C turnover growing from EUR ~12.4 bn in 2013 to 
EUR ~23.9 bn in 2017 (CAGR of 17.9%), which is forecast to further rise to EUR ~28.0 bn in 2018. Meanwhile the E-GDP share 
of total GDP has also steadily grown from being ~1.2% in 2013 to ~2.1% in 2017; it is expected to further incline to ~2.4% 
in 2018. 



This trend would continue to rise as large online marketplaces flourish, providing Spanish SMEs and other smaller players 
with an ideal avenue to reach to both local and international consumers. 

Despite Volatility, B2C
E-commerce Turnover

Growing at a High
Rate (17%) While

Steady Growth 
for EGDP to 
GDP (~2.39%)

2013 2014 2015 2016 2017

1,2 1,4 1,5 1,9 2,1

B2C E-commerce Turnover (GBP Mn) E-commerce Share of Total GDP (%) 

8,70
14,6

16,3

20,8

23,9

28

2,4

2018(f)

3. KEY CHALLENGES

While the buzz around e-commerce will only grow ahead with time, players would still need to address some key issues to 
iron out obstacles in the online sphere. 

Maintenance of Sound 
Regulatory Compliance 

Creation of a True 
Omnichannel Experience 

Challenges 
to Address

Management of Logistical 
Efficiency 

MEETING EFFICIENCY DEMANDS

Consumers opt for the online platform due to the added 
convenience it has to offer – i.e. on product offers, price, 
trust, recommendation – and hence meeting all these 
demands can often be hefty. While generally Spanish 
consumers encounter fewer problems when buying 
online in comparison to the EU average, firms are better 
off in further refining their logistics in terms of delivering 
quality goods on time, reducing technical failures and 
providing information clarity. This is because a majority 
of consumers would only buy online again based on their 
previous positive experience. 

Out of all the problems, delivery speed continues to 
remain top priority. As per survey preferences, over 80% 
consumers prefer home delivery, with companies such 
as Amazon setting expectations high by guaranteeing 
same day/next day options. At the same time, Spanish 
companies that sell cross-border struggle with shipment 
due to rising costs, as well as maintaining strong local 
return policies because consumers do not like to directly 
ship to foreign locations. The management of strong 
and efficient logistics has become the need of the hour, 
with firms have to invest properly in real-time inventory/
shipment management systems. 



DESIGNING THE CONSUMER-CENTRIC 
OMINCHANNEL JOURNEY

Today’s purchase journey is far from singular, with 
consumers demanding a wide variety of avenues – online 
and offline – that work in tandem to provide the unique 
omnichannel experience. While online shopping has 
become the trend - with 87% surveyed buyers preferring 
to buy from stores that only sell electronically – many 
shoppers also refer buying from multichannel stores. 
This is because both types of distribution channels 
have their own benefits and pull-back points, holding 
a varied degree of importance as per the nature of 

goods/services being purchased. Firms are encouraged 
to meet this dynamic demand by having all kinds of 
channels fully equipped and responsive, based upon each 
consumer’s unique need and preference for a customized 
omnichannel process. 

IT systems such as CRM (Customer Relationship 
Management) can be adopted to proactively handle 
consumer behavior while a channel agnostic strategy 
will help boost engagement. 

81%At Home

Post Office/ Post Station

Work

Parcel Shop

Retailer Store

Alternative Address
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& Location continues 

to remain a top 
priority
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KEEPING UP WITH REGULATORY NORMS

Along with added ease technology brings with it a range 
of sensitive issues such as data security, privacy and 
fraud prevention. Cybersecurity has become paramount 
in today’s day and age and firms in the e-commerce 
platform are required to comply with all the requisite 
regulations in order to operate as well as win consumer 
trust. This year has brought a radical change with the 
introduction of the GDPR (General Data Protection 
Regulation), which will see various companies set up 
a stringent data processing & management system, in 
order to ensure information safety. Administrative costs 
may spike up in the short run; however, it will help the 
tech industry increase transparency across the system. 

Even a single security breach can dampen consumer 
confidence, which will in-turn follow with fewer sales. 
Hence, players must be willing to invest in advanced 
mechanisms such as biometrics that lead to more 
authenticated identification. Both businesses and 
consumers value have multiple layers of security 
protocols when transacting online because it makes 
them feel safe. This avenue is therefore pristine.    
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Development of a soundly working
multichannel product/service avenue
is critical to meet the needs of today’s

complex consumer

On the other hand, consumers are
looking for the “complete

experience”, including advanced
security features…

Consumers prefer
security protocols

upon online
interaction

64%
Businesses are

interested in
more advanced

security features

Spain Lagging Behind in Global
Omnichannel Retail Index 78%

4. WAY FORWARD

Looking at the big picture, the e-commerce activity in Spain is tuning in on a high note, with consumers readily making 
use of online channels as they spend their time browsing the internet. While there is still room for further infrastructure 
development and the creation of a digitally-skilled labor pool, these factors should steadily iron out as firms invest more 
in training and resources. 

However, this is not to say this growth will continue on in a static manner. There will be many more industry-wise overturns 
as innovations such as artificial intelligence, big data and blockchain gain center stage. These mechanisms can be used 
to not only understand, predict and execute consumer demand preferences (in terms of both product, channel & logistics), 
as well as displace traditional information management systems. The ultimate goal would be to incorporate the new 
technology, keeping in line with all regulatory norms so as to build trust across the value chain. 



ANNE VIARD
PARTNER, MAZARS IN SPAIN

Digitization by its very nature requires data. May 25, 2018 
is a date put into almost every online company agenda, 
as GDPR marks a paradigm shift in data protection and 
privacy. What do you think about the challenges, costs 
and potential benefits of this regulation?
Legal developments will cause significant changes
in companies with regards to their data processing and 
protection policy, as well as the irruption of the DPO 
figure (Data Protection Officer), who will gain much more 
relevance than to date. Although, in some cases, certain 
companies may consider that this new legislation only 
represents an increase of costs and administrative 
burdens, recent cases of data breaches have raised 
awareness in most companies, who see that new legal 
developments will be a turning point to strengthen their 
data processing policies, increase transparency on 
consumer data processing and avoid reputational 
damages caused by data breach.

Scalability is a core aspect of SME business models. 
By investing in a service such as a cloud platform they 
can both start small, and expand as their business 
grows. How do you see the utilization of such platforms 
evolving in the future with regards to e-commerce?
A minority of e-commerce SMEs in Spain counts with 
a specific management software used to support the 
e-commerce area, particularly in ICT and retail sectors. 
Nonetheless, most companies are undergoing a digital 
transformation process in order to increase competitive-
ness and reinforce their customer experience strategy. 
Many of those companies that are following this kind 
of change count with online stores. 

Among digitalization processes, it seems that the 
implementation of cloud solutions is gaining pro-
minence. Although many companies continue being 
reluctant to adopt cloud management solutions, half 
of the companies with an e-commerce area indicate 
that their management software is already fully cloud-
-based. However, one fifth of companies that count with 
e-commerce services prefer to maintain their solutions 
on premise, mainly due to the abovementioned concern 
about data security.
 
The past few years have seen a proliferation of 
cloud-based online store platforms. 
Online store “plug & play” solutions allow entrepreneurs 
to focus on the business, instead of on the technology, 
count with an experienced e-commerce team, an added 
value not available with open source solutions, the 

hosting is scalable and will be able to absorb demand 
peaks, and being on a cloud infrastructure provides us 
with flexibility to be able to scale resources on demand.
 
What regulatory/legislative measures in Spain are  
currently having a positive and/or negative impact on 
SMEs attempting to innovate (or invest in innovation) 
through technological means?
In 2013, the Congress approved the Entrepreneurs Law 
to promote new companies’ creation, particularly by 
small freelance employers, and to urge the economic 
growth and reactivation, easing all formalities and 
reducing costs to create companies. Such Law allows 
granting express residence visas in order to attract 
talent, innovating business projects and investment 
in Spain. Experts in international mobility ensure that 
the Spanish regulation favours attracting talent beyond 
European frontiers, at a moment when the Brexit will 
generate talent-attracting opportunities for the remai-
ning EU countries. This could allow attracting European 
institutions and worldwide innovation centres.

When financing start-ups, Spain has gone from being an 
excessively banked country to trusting other financing 
channels, such as business angels, venture capital 
funds, crowdfunding, etc. Financing and credit access 
are matters still to be tackled, since natural persons 
(75% of Spanish entrepreneurs start their business 
without any employee) continue facing low financing 
opportunities. Also, Spain must focus on reducing the 
start-ups’ failure rate, considering that approximately 
80% of new companies do not subsist beyond two years. 
Finally, Spain continues requiring tax policies more 
oriented towards the entrepreneurial and investment 
stimulus of small companies.

Entrepreneurs have become the core of innovation 
and transformation, being able to turn any idea into 
a business and/or start-up. Nowadays, the Spanish 
ecosystem counts with attractive start-ups for foreign 
funds, accelerators and incubators. Risk reluctance has 
decreased in the last few years, and failure is less and 
less penalized.

Despite the different goals still to be achieved, Spain 
has moved very much forward to be virtually aligned 
with other business powers. The Entrepreneurs Law, 
highly criticized among innovators and investors, has 
laid foundations and set limits to a sector that is ready 
for take-off.



How close is Spain to moving towards ‘Industry 4.0’, the 
digitization of every aspect of business? What key areas 
are lagging behind (related to e-commerce) and how do 
you believe these will be solved?
The majority of Spanish industrial companies are on 
a medium or low digitalization status and only a few 
Spanish industrial companies can be considered digital 
champions (their value chain is fully digitalized and 
integrated).

Regarding technologies in which Spanish companies are 
investing, and those that will have more potential in the 
future, we see that investments are being made on pre-
dictive technologies to maintain assets and products and 
implement digital systems to control and monitor manu-
facturing processes –known as MES. Meanwhile, those 
related to the Internet of Things are considered to have 
the highest projection.

Looking at the current e-commerce landscape in Spain, 
how mature are the digital supply chains when looking 
at the big players and SMEs?
According to data by the Ministry of Industry, 40% of 
Spaniards regularly perform Internet shopping, every 
month. 25% of them shop online once every three mon-
ths, and 23% with a frequency of over three months. Du-
ring the last years, e-commerce has increased in Spain 
by percentages above 10% per year. Thus, Spain is the 
fifth country in e-commerce consumption, but occupies 
the 18th position with regards to logistic efficiency.

Regarding big players, some of the big Spanish compa-
nies are global leaders in their market segment. With 
regards to SMEs, in the Food sector, for instance, there 
are specialized e-commerce online operators which 
have been pioneers in the one-day delivery of orders 
which remains at the forefront of the digital supply 
chain.

Digitalization is becoming a key aspect on the deve-
lopment of e-commerce companies and has started 
making great differences between ones and others as 
new technologies advance, able to fully transform the 
supply chain. However, many companies continue being 
reluctant to face changes implied by Logistics 4.0, or are 
anchored on the initial stages of this process. Among 
advances to be assumed by any logistics company, we 
mainly highlight the Internet of Things, IoT.

What aspect of the ‘digital supply chain’ do you believe 
has added the most value for E-commerce businesses 
in Spain, and which aspects (such as autonomous and 
B2C logistics) do you see having a major impact in the 
future?

Consumer requires more and more customized  
products and services, adapted to their pace of life,  
turning logistics into a differential element of competi-
tion. Being able to deliver one product at a logistic cost 
lower that the competitor’s, on a period of time as limi-
ted as possible, and increasing the client’s satisfaction, 
are new challenges for the logistics sector. Companies 
must adapt to the fourth Industrial Revolution, with a 
value chain focused on the consumer and a digitalization 
of processes affecting the whole supply chain.

Within transportation and logistics, the IoT (the Inter-
net of Things) will be the most relevant technology in 
coming years. Sensors, processors and communication 
protocols are some of the key technologies to exploit the 
potential of the IoT. Through an interconnection, opening 
of new interfaces and algorithms, a more customized 
production will be ensured, as well as a more efficient 
shipping management based on forecast demand, stock 
and capital cost reduction, route optimization, client  
geolocation, and knowledge of the merchandise’s 
location and traceability, payment automatization, etc. 
Digitalization is leading to intelligent supply chains.

There are other technologies that, together with the  
IoT, allow the development of consumer-focused  
innovations:

• Some of them are related to one-day delivery  
 terms, even immediate delivery, and new services  
 that promise delivery within one or two hours.
 While last-mile logistics are being solved with  
 drones and autonomous vehicles, the sector is now  
 working on last-meter logistics (who will ring the  
 final client’s bell to deliver the product?).
 The last trend of delivery effectiveness also bets for  
 the use of intelligent lockers, located on readily  
 available neuralgic points for the final client.
• Taking advantage of ‘Big Data’, for instance, to  
 create optimized transport routes by using cloud 
 -based technologies. The analysis of millions of  
 data allows monitoring vehicles’ routs, products,  
 and knowing delays as they happen, as well as  
 locating and avoiding risks on the supply chain,  
 such as traffic jams. 
• Using blockchain technology throughout the supply  
 chain. Every time a product changes hands, the  
 transaction could be documented, creating a  
 permanent historical record of the product, from  
 production to delivery. This would decrease lead  
 times, additional costs, human error, etc., that are  
 highly affecting transactions nowadays.



.• 3D printing. At least, it represents four benefits  
 for the supply chain: stock reduction, global and  
 long-term availability, cero transportation costs,  
 and immediate delivery.
•  The design of new robots allows automating 
 storage, handling, and order preparation 
 operations. The sector is working on robots able 
 to copy the human hand, with all sensitivity 
 and gripping skills.

Innovation has reached logistics and has come to stay. 
Companies using information provided by digitalization 
throughout supply chains must notably improve their 
processes to continue being competitive and satisfying 
consumers, who set new game rules.

E-commerce and omnichannel are the apexes of the 
logistics evolution in recent times. Nonetheless, 
recently, as the use of e-commerce is being generalized 
among the broadest layers of Spanish population, 
and when home deliveries are slowly extending to 
less-populated areas, ultra-fast deliveries are a key 
competitive differential, something that places the 
focus further on the quality of logistic services as the 
true workhorse to cover the business area generated 
by e-commerce, led in Spain by Amazon.



MAZARS IS AN INTERNATIONAL, INTEGRATED, AND INDEPENDENT ORGANISATION, SPECIALISING IN AUDIT, ACCOUNTANCY, ADVISORY, TAX AND LEGAL SERVI-

CES. AS OF 1ST OF JANUARY 2018, MAZARS OPERATES THROUGHOUT THE 86 COUNTRIES AND TERRITORIES THAT MAKE UP ITS INTEGRATED PARTNERSHIP. 

MAZARS DRAWS UPON THE EXPERTISE OF 20,000 WOMEN AND MEN LED BY 980 PARTNERS WORKING FROM 300 OFFICES WORDLWIDE. WE ASSIST CLIENTS OF 

ALL SIZES, FROM SMES TO MID-CAPS AND GLOBAL PLAYERS AS WELL AS START-UPS AND PUBLIC ORGANISATIONS, AT EVERY STAGE OF THEIR DEVELOPMENT.

www.mazars.com                                             www.linkedin.com/company/mazars                                      twitter.com/mazarsgroup


