
SUCCESS STORIES CLICKTIME.EU, MEDISOL // INTERVIEW GJS CONSULTING, K5’S SVEN 

RITTAU // RESEARCH WHAT EUROPEAN CONSUMERS ARE SAYING ABOUT RETURNS // 

TIPS & INSIGHTS CROSS-BORDER CONSUMER RESEARCH, REPLATFORMING

CROSS-BORDER
MAGAZINE

All about international e-commerce, edition 10, Summer 2019A Salesupply initiative

CLICKTIME.EU 

GROWING A 

MARKETPLACE 

BUSINESS



d



3

Digital commerce has been a lifeline to many retailers, 
showing reliable double-digit growth year on year, 
and a staggering 80 percent of European citizens are 

now using their mobile devices to make purchases . However, 
this €602 billion market is increasingly becoming a prime 
target for criminals and 75 percent of card fraud now takes 
place online.  As the market has grown and evolved, it’s 
become clear that we need to do more to protect ourselves 
and our customers online to secure the continued growth and 
prosperity of digital commerce. 

This isn’t a revolutionary secret. 75 percent of businesses are 
interested in more advanced security measures and authenti-
cation processes (as long as they have little or no impact on 
their customers, which might lead to cart abandonment) . 
Further, Gartner revealed that in Q1 of 2019, 64 per cent of 
senior executives indicated that accelerating privacy regula-
tion was a key risk facing their organizations . 

If we know online fraud is a problem and recognise the solu-
tion, why are we yet to solve the issue?

Essentially, this is too great of a challenge for any one party to 
solve alone. In such a complex ecosystem, no one player can suc-
cessfully implement a solution without the buy in of the entire 
value chain. The solution starts and ends with collaboration. 

With new European Strong Customer Authentication (SCA) 
requirements due to be implemented later this year, the time 
is right for the digital commerce ecosystem to rally together. 
Retailers and acquirers need to understand new regulatory re-
quirements such as SCA in order to put in compliant systems. 
Issuers need to enrol cardholders in SCA compliant authen-
tication methods and inform cardholders on new alternatives 
that ease this transition, such as biometrics. Only when the 
value chain comes together can the real benefits be unlocked 
across the board. 

The new SCA regulation provides rules to fight fraud, and 
acquirers and issuers are deploying systems to comply. The 
best solutions will combine this with a decrease in cart aban-
donment and false declines that businesses are calling out 
for by providing more secure and convenient authentication. 
To reach their full potential, these tools need to be embraced 
and utilised by the entire payment value chain. Online 
retailers must be compliant and payment processes need to 
allow for the new biometric tools, two factor authentication 
and increased payment data collected. Consumers also need 
to be educated by issuers on what the new processes mean, 
when and where they can use biometrics and why two-factor 
authentication benefits them. 

Once the market unites to implement the new require-
ments efficaciously, the new digital payments experience will 
be compliant and more secure than before – benefitting all 
stakeholders. Now is the time to talk to your partners, find 
out how they are implementing SCA and begin refining your 
processes and communicating any changes to your wider 
stakeholders. ••
 
Yours,
Milan

Milan Gauder, Executive Vice President of Services Europe, 
Mastercard

FOREWORD

~ Welcome ~

COLLABORATION 
– the antidote to 
online fraud
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COLUMN
CHOOSING A SYSTEM 

As an e-commerce entrepreneur, you are managing a great variety of processes 
to help your business run smoothly. For each of these processes, whether it is 
related to your customer service, logistics, marketing, IT, localisation or ware-

housing, you are using a system that fits your current needs. 

Here, I would like to highlight the importance of all these systems. How did you decide 
what systems you were going to use when you started your business? Do you have inter-
linked systems or are you using systems that cannot communicate with others? I believe 
everyone prefers the first. Having all of your necessary data in one place to run your busi-
ness makes things a lot easier. In fact, having a solid but also flexible IT engine is essential 
for being successful online long term.

To make this a reality is much more difficult than just wishing for it to happen. The platform 
that is running your web shop(s) needs to communicate with your warehouse management 
system (WMS), customer service system (CMS) and order management system (OMS). 
Basically, all systems need to work together to keep things running successfully. 

When your business grows, it is natural that it tends to get more 
workflows. Keeping these workflows working clearly is a major 
task for your IT department. However, it is one of the most im-
portant things to do if you want to have a successful business. 

Let us say you are expanding your business with a new shop. A cross-
border one. All localisation processes are new to your business and 
need to be integrated into your current and - possible - new systems. 

Are your WMS and OMS capable of dealing with new informa-
tion flows? Especially if you offer the same product in a local lan-
guage, like AEDs (automated external defibrillator), it is extremely 
important for your WMS to be able to see the difference between 
language-specific products. A platform that links all of your 
systems together, making it able to work on one system, might be 
the solution for your (cross-border) business. This issue features 
Medisol, who were looking for a solution exactly like that. 

When looking into your future, I’d say to do your research care-
fully. What do you want? If a solution does not completely fit your 
needs, dare to say no. However, be aware that a growing business 
can be slowed down if your IT cannot support you and if systems 
cannot meet your demands. This issue offers interesting market 
insights, system, market and platform-wise. It can be a good start 
for your research. 

Enjoy reading!
Jeroen Leenders,
Founder Cross-Border Magazine   
info@cross-border-magazine.com  

COLOFON
FOUNDER & PUBLISHER JEROEN LEENDERS

EDITOR-IN-CHIEF NICO HOEIJMANS

EDITORS PHOEBE HARDING | BEA PRUTTON

GRAPHIC DESIGN & LAYOUT GEORGINA BURNETT

 

WEBSITE: WWW.CROSS-BORDER-MAGAZINE.COM

If you are interested in learning more about sponsorship or 
advertising opportunities or you would like to discuss creating 
a customised plan to meet the needs of your company, please 
contact: info@cross-border-magazine.com 
The Cross-Border Magazine is owned and published by Salesupply BV. 
No person, organisation or party can copy or re-produce the content 
of the Cross-Border Magazine or any part of this publication  
without a written consent from the editor-in-chief or publisher.  
The publisher, authors and contributors reserve their rights with 
regards to copyright of their work.

~ Founder ~
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“WE ARE LUCKY THAT 
WE HAVE DEVELOPED A 

REGIONAL FOOTPRINT IN 
ASIA AND CAN SOURCE 

DIRECTLY FROM THE 
COUNTRIES HERE”
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Back in 2006, Marga Trias decided to leave her job and focus on starting her own company: 
Clicktime.eu. Here, she combined the upcoming opportunities e-commerce offered as well 
as the business her family was active in: watches and jewellery. We talked to her about the 
development of Clicktime.eu, from a small Spanish web shop to a cross-border marketplace 
seller, and what it is like to strategically grow a business on marketplace platforms. 

A GROWING 
MARKETPLACE 
BUSINESS: 
CLICKTIME.EU 
Text: Nico Hoeijmans // Photos: Nathalie van de Leur, Clicktime.eu

~ Clicktime.eu ~

Starting Clicktime.eu
The online shopping market had a completely different 
look back in 2006. Marketplaces like Amazon, CDis-

count and others had yet to realise their dominant position, 
while cross-border shopping was still in its relative infancy. 
‘At that time, it made sense to start my own web shop. That 
was the way to start an online business. Our business model 
was based on this principle and our first online sales were 
generated through our own platform,’ Trias recalls.

Clicktime.eu was a hit and performing very well online. 
Trias: ‘One day, we were approached by Amazon France. 
I believe it was back in 2008 and the Spanish Amazon 
platform did not yet exist.’ She laughs, continuing: ‘They 
asked us if we would consider start selling our assortment 
through their platform. It was something we carefully 
weighed up before deciding to do it.’

Reaching new markets by yourself and your own web shop 
is possible. However, it is no secret that marketplaces offer 
a relatively easy and less expensive route into a cross-border 

market. ‘For us, another advantage was that marketplaces 
generate more traffic to your products from the start. They 
are well-known, trusted and therefore, are often visited by 
consumers. Consumers feel safe as the marketplace assists 
the buyer in case of possible faulty deliveries or damaged 
goods,’ explains Trias. ‘We decided to go for it.’
Clicktime.eu expanded its business with an Amazon France 
shop. It turned out to be a success. Following the French 
example, Amazon UK, Germany, the United States, Canada, 
Japan and other markets were added. ‘These days, we are 
selling on all Amazon marketplaces. The only exception is 
Amazon India, which is a market of its own.’

Marketplace strategy
Selling on marketplaces changed the original business 
strategy Clicktime.eu followed. ‘It is not just something 
you do lightly,’ Trias says. ‘It is important to look at it from 
all perspectives. For example, we had to decide how to 
deal with our marketplace competitors. Would we focus on 
price? How would we be able to generate visibility on such a 
competitive platform? We had no intention of being a price 
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discounter, which is why we focused on visibility. We wanted 
to let people know where to find us and then we could 
always offer lower prices on our own web shop. That way, 
the marketplace could function as a real traffic generator.’

The expansion of Clicktime.eu did not end with selling on 
different Amazon marketplaces. ‘When we embraced our 
marketplace strategy, we decided to set foot in countries 
abroad by implementing our products on the two or three 
most popular, well-known marketplaces of that country,’ 
explains Trias. Doing so asked for a lot of knowledge, 
technical skills, resources and perseverance. ‘We succeeded 
by carefully, one by one, implementing countries. For us, this 
multiple-marketplace strategy means we could minimise 
risk by spreading our chances over several platforms. The 
different implementations helped us prepare for different 
marketplaces in new markets.’

Platform potential 
In today’s e-com-
merce market, the 
potential of market-
places is enormous. It 
is a relatively risk-free 
way to target cross-
border audiences, even 
overseas. If you are 
willing to invest, plat-
forms like Amazon 
can, almost complete-
ly, take care of your 
business. ‘It depends 
on how much control 
you want to have over 
the products you sell 
and the way you sell 
them. We want to 
keep as much control 
as possible, meaning 
we take care of the whole sales process,’ says Trias.

She thinks Amazon is the most difficult marketplace to be 
successful. ‘As a company, you must perform extremely well, 
all the time, to meet Amazon’s demands. While it is raising 
service-bars every time, we must comply to them, making 
sure we can meet these too. Therefore, you need to analyse 
in advance and decide which technology you use, which 
CMS, how you set up your logistics and what not to do.’ 

Self-improvement
While expanding to more countries, and currently on more 
than thirty marketplaces, Clicktime.eu always remained in 
charge of their own business. They barely outsourced their 
platform activities to marketplaces. ‘It is helpful knowing 
these platforms can offer such services but being in control 
is something we definitely prefer.’

It is one of the reasons Clicktime.eu decided to expand to 
one country at the time. ‘At first, we decided to only sell 
cross-border within the European Union. That was what our 
logistics was capable of and the way we were able to manage 
our customer service. While we were adding more coun-
tries, we reviewed both processes. Currently, we are working 
with a logistics partner that can provide us with the easiest 
solution for shipping and clearing small products to the US. 
Along the way, we have learned about dealing with custom 
clearance, taxes and the demands of the marketplaces con-
cerning logistics. I believe it has been, and still is, a natural 
way of growing. We are finding ourselves in a position of 
processing every package smoothly cross-border, as we know 
we can do this very well. This is one of the main advantages 
of learning on the job,’ states Trias.

Selling in different countries asks for multilingual cus-
tomer service too. 
‘We have set up a 
partnership with 
Salesupply, who as-
sist us in performing 
well in our customer 
service department. 
We now have native 
translators who can 
help us clarify pos-
sible cases. As with 
logistics, we are going 
through this learning 
process that helps us 
get better at what we 
do every day,’ Trias 
concludes.

International prod-
uct listings
As a marketplace 
seller, Clicktime.

eu experienced first-hand what it is like to be in control of 
creating your listings and optimising them. ‘That is far from 
easy. Having only one hundred stock keeping units (SKUs) 
makes it doable. However, we have over 30,000 SKUs in our 
assortment, of which 10,000 are generally in stock. While 
we can upload them in bulk to the marketplace platform, 
we still need careful preparations for them to work as we 
desire,’ explains Trias. ‘We want to be able to continuously 
update our database on all marketplaces. Our IT department 
has created a generic translation solution. We still have to 
do the labour and create all content, but it has become much 
easier to provide all platforms in all countries with all prod-
uct information in the local language.’

Marketplace’s place in the market
Based on their experiences, Trias concludes Amazon has 
three main advantages. ‘First, it is good to be present on 

~ Clicktime.eu ~

“ IT HAS BECOME MUCH 
EASIER TO PROVIDE 

ALL PLATFORMS IN ALL 
COUNTRIES WITH ALL 

PRODUCT INFORMATION IN 
THE LOCAL LANGUAGE.”
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this dominant platform, even though it is very competitive. 
Secondly, Amazon is a great platform to improve your own 
business and move on. Finally, it is a very low-key way to 
enter a new market.’

In 2019, marketplaces 
have a dominant position 
in e-commerce. They are 
very successful and sup-
port entrepreneurs and 
companies in realising 
sales. Trias: ‘I believe 
that currently, about 60% 
of our sales come from 
marketplaces. However, 
I believe that you should 
not neglect your own 
website and generating 
sales on your own shop 
either. We would love to have all our sales on our web shop. 
However, we see that purchases on marketplaces are a triggering 
factor, often based on price and delivery speed. That is what cur-
rent users want. Not all companies can live up to that demand of 
same-day or next day delivery and free returns. Does that mean 
you have to miss out on these sales? 

No, that is what marketplaces are for. And it benefits our own 
platform too, as long as we are sure to communicate very clearly 
about our service levels on our web shop.’

It feels like looking at a future where marketplaces will 
dominate even more. Trias does not believe that this 
must be the case. ‘Niche marketplaces will become more 
common, specialising in certain kinds of products. That 

means the market-
place environment will 
likely splinter too. As 
mentioned, consumers 
tend to feel safe when 
buying on a market-
place. In case there’s a 
problem, it is not just 
you and the seller, you 
can go to the platform 
too. I believe this will 
result in a more con-
scious customer, both 
when shopping on a 
platform or on a web 

shop. Especially since there is a section of consumers who 
do not want to buy on marketplaces. Ever. That ’s when 
your shop comes in. You can grow when mirroring yourself 
to the marketplace. Just do not forget your limitations. 
When sales reach their maximum, you must make sure 
alternatives for your customers are available. Whether that 
is a marketplace or web shop; it should not matter.’ ••

~ Clicktime.eu ~

‘I BELIEVE THAT 
CURRENTLY, ABOUT 60% 

OF OUR SALES COME 
FROM MARKETPLACES.”



11

~ We are pentagon ~

FUTURE OF B2B AND WHOLESALE
ENGINEERING THE DIGITAL

TWO FREE EBOOKS FULL OF PRACTICAL ADVICE!

Many B2B companies and wholesalers are fi nding it diffi  cult to keep pace with digital 
transformation. Even though most wholesalers believe that digitalization will be the 
dominant topic by the end of 2020, many feel that they are not properly prepared to 
take the necessary steps. But where do you start?

To help you with your vision and strategy,  Intershop bundled a number of articles in 
two free eBooks: “Engineering Digital Commerce in B2B and Wholesale, Part 1 & 2”. 
These eBooks, fi lled with practical knowledge, best practices and customer success 
stories, are based on our 25 years of experience in engineering digital business engines 
for hundreds of ambitious B2B and B2C companies around the world. 

Download part 1 now for free at 
www.intershop.com/resource-detail/
engineering-digital-commerce-part1

www.intershop.com

ENGINEERING THE DIGITALENGINEERING THE DIGITAL

Intershop 210x297 CBM-Adv_v2.indd   1 24-04-18   13:36
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Text: Romy Piepenbrock // Photos: PayPal, iStock

INSIGHTS: 
PAYPAL  
CROSS-BORDER 
CONSUMER 
RESEARCH 2018
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Cross-border shopping
According to the survey, online shoppers based in 
Ireland, Austria and Israel are most likely to shop 

cross-border. A significant percentage of 19% of Irish online 
shoppers say they never make purchases at Irish webshops 
and therefore only shop across borders. Consumers in Japan, 
Germany and the United States behave the exact opposite 
way. In these countries, most consumers would rather shop 
domestically than cross-border.

In general, consumers from the Middle East (70%) and Af-
rica (62%) are most prevalent to shop cross-border. Europe-
an consumers follow with 56% of consumers regularly shop-
ping in a country other than their own. In North America, 
cross-border shopping is less popular: less than half (48%) 
of the online shoppers buy on foreign webshops.

Popular destinations for international shopping
There is no need to mention that cross-border shopping 
is huge. The above stated facts show that a lot of online 
shoppers purchase products through webshops that are 
based in other countries than themselves. However, when 
they shop cross-border, which countries are the destination 
of these cross-border purchases? Research shows that the 
United States and China are online shoppers’ most popular 
cross-border destinations. 26% of all cross-border purchases 
are made on a Chinese webshop or platforms. The US is 
the destination for 21% of cross-border purchases. The UK 

(14%), Germany (10%) and Japan (5%) complete the top 
five of the most popular cross-border destinations.

Desktop is still the most used device - change to 
come!
In addition to the great differences between countries when 
it comes to shopping domestically or cross-border, there are 
also differences between the countries in which devices are 
most popular to use when shopping online. Even though 
the desktop computer is still the most common device to 
use for online purchases, mobile devices are becoming more 
popular.

Online shopping on mobile devices (e.g. tablet, smartphone, 
smart TV) is most common in Asia (44%), Latin America 
and Africa (both 41%). Using mobile devices is especially 
popular in China, the United Arab Emirates and India. In 

these countries, 
almost 60% of 
online shop-
pers use mobile 
devices.

However, most 
online shoppers 
based in Western 
Europe (68%), 
Eastern Europe 
(71%) and North 
America (64%) 
prefer using a 
desktop device 

rather than a mobile device. Online shoppers in Belgium, 
Germany and France are most hesitant to use mobile de-
vices for online shopping. More than 75% of these online 
shoppers prefer desktops. This fact is not specifically related 
to cross-border shopping, but to technology in general. The 
use of mobile devices is generally less developed in Belgium, 
Germany and France than in other countries.

Whilst consumers in most western countries are hesitant to 
use mobile devices for online shopping, consumers in the 
United States do not seem to share this. 50% of the online 

~ PayPal ~

Payment service provider PayPal carried out an annual survey in collaboration with Ipsos on 
cross-border purchases by consumers worldwide. For this Cross-Border Consumer Research in 
2018, they collected survey results at a global level between March and May 2018, to examine 
how people shop online and across borders. The survey was conducted in 31 countries among 
a total of 34,000 consumers who are active online. Based on this research, some interesting 
findings regarding the development of cross-border e-commerce, domestic and international 
consumer behaviour and the view of consumers making international payments can be found.  
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purchases in the US are made through a mobile device. On 
the other hand, 70% of Japanese consumers tend to use 
desktop devices for making online purchases.

Popular cross-border purchases
It may come as no surprise that clothing, footwear and 
accessories are the most popular items to purchase cross-
border. Almost 7 out of 10 (68%) surveyed online shoppers 
have purchased one or multiple fashion items on cross-
border webshops in the past year. 

Toys, hobby items and consumer electronics scored a shared 
second place. These items are also popular products to shop 
outside country borders as 53% of online shoppers have pur-
chased computers, tablets, smartphones and/or other elec-
tronics cross-border. Other items that are regularly shopped 
for on foreign webshops are jewellery, cosmetics, collectibles 
and sports equipment.

Why are we shopping cross-border?
Costs are the main driver for online shoppers to shop at a 
cross-border webshop. Today’s online possibilities make it 
easier to find the desired product for the best price, either 
domestically or cross-border. This results in 72% of online 
shoppers purchasing items on cross-border webshops to get 
the best price.

Another important reason for cross-border shopping is 
the possibility of buying products that are not available in 
the home country of the consumer. 49% of the surveyed 
shoppers says this is a reason for them to shop cross-border. 
Other reasons for non-domestic purchasing are the discov-
ery of new and interesting products (34%), higher product 
quality (29%) and less expensive shipping (24%).

Trust, security and convenience
When making a purchase on a webshop from a foreign 
country, a secure way to pay and trusted payment methods 

are very important to online shoppers. Shoppers based in 
Africa, the Asia Pacific region and Latin America particu-
larly find security and trustworthiness important drivers. 

The North American online shopper finds that convenience 
in international online shopping is more important than 
security and trustworthiness. However, they are the people 
that have the least trust in online shops that are based in 
countries other than the country they live in and tend to 
shop only at large, global shops like Amazon and eBay and 
seem to care the most if an online shop is based overseas or 
not. Also, they care the most about whether a webshop is in 
their own language or not.

Not only is security and trustworthiness very important to 
the modern day consumer, convenience is also an important 
driver. In general, the opinion among the surveyed online 
shoppers is that payment methods should be easy to use, 
accepted by most retailers and processed quickly. Notably, 
the ability to make a payment without putting in any card 
details is attractive to a lot of online shoppers.••

~ PayPal ~

The PayPal Cross-Border Consumer Research 2018 shows that cross-

border shopping is becoming more and more common. However, there 

are great differences in online shopping in countries all over the world. 

Also, the majority of online purchases are still made on a desktop device 

such as a laptop or PC, although mobile devices are becoming more 

common to use as online shopping device. In addition, devices such as 

Smart TVs and games consoles are progressing when it comes to usage 

for online shopping. Download the full Cross-Border Consumer Research 

2018 here.
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WHAT 
EUROPEAN 
CONSUMERS ARE 
SAYING ABOUT 
RETURNS : 
THEN AND NOW – 
HOW EXPECTATIONS 
HAVE GROWN ON 
AN INTERNATIONAL 
RETURN   

In the world of e-commerce, a lot can change in 3 
years. The fast pace of this ever-evolving industry 
means that online retailers must constantly keep up 
with new technologies, new markets and the growing 
demands of their customers. Returns are a much-
discussed issue for retailers and consumers alike. So, 
it’s never been more important for retailers, especially 
those selling across borders, to keep track of the 
changing behaviours of their international customers. 

Text: Wouter de Haan // Photos: iStock

B2C Europe conducted 2 surveys across 6 of the biggest e-
commerce countries in Europe, 3 years apart, to discover just 
how much the attitudes and behaviours of European consum-

ers have changed towards e-commerce returns. The results highlight 
significant increases between 2015 and 2018 in what European 
consumers expect, as standard, in a returns service.      
  
Who’s Checking?
Before exploring what consumers expect from a returns service, it is important 
to understand the role of a returns policy in the decision-making process before 
the consumer even contemplates a purchase. The most recent survey indicated 
that over 68% of European consumers take the ease of a return into account 
when purchasing an item. This number has risen from 55% in 2015, meaning 
that more and more consumers are checking the returns policies and procedures 
before they commit to their purchase. 

While in the past it may have been common place for online stores to want to 
hide away a returns policy in the depths of their website, nowadays it is com-



18

mon place for information on returns to be readily available. 
Ease of returns is now commonly advertised and used as a way 
to increase conversions at checkout. 

The New Standard
We live in an age where an individual’s experience of a returns 
process is not always kept between them and the retailer. The 
consumer has multiple public platforms on which to share these 
experiences, whether it be a post on a social media platform or 
submitting an online rating and review. Prospective customers are 
often influenced by the reviews of their fellow online shoppers 
and their experience of returning an item often holds just as much 
weight on consumers’ opinions as the quality of the product itself.

Online retailers must constantly improve this aspect of the con-
sumer experience in order to ensure that the expected ‘standard’ 
returns process is at least met, if not exceeded. Consumer re-
search focuses on various services and added value services often 
offered as part of an online retailers return policy and processes. 

• Free Returns
 A constant hot topic when talking about returns is if they 

should be free of charge to the consumer. While differ-
ing product categories often have different policies, 68% of 
European consumers said they feel this should be offered 
as standard, a rise from 59% in 2015. Most notably, French 
consumers had the biggest shift in attitude, rising from 53% 
in 2015 to 70% in 2018. 

 While a free international returns policy is not always an op-
tion for many global retailers, it should be considered where 
possible or at the very least in circumstances where the wrong 
product arrived or if the product is faulty or damaged. Alter-
natively, if the customer is required to pay for returns then 
retailers should, as a minimum, offer returns to a domestic 
address to minimise the cost to the consumer.

• Track and Trace
 The international consumer, especially those in mature e-com-

merce markets, often assume to be kept up to date with the out-
bound delivery of a parcel, whether this is via SMS, email alerts 
or tracking through a website. This assumption is now spilling 
over to the return journey of a parcel too. The recent figures 
show that more than half (52%) of European online shoppers 
now expect, as standard, track and trace on their return. This 
figure has jumped from 39% in 2015, exhibiting the increasing 
demand of consumers to be kept in the know at every stage of 
their e-commerce experience. Italian and Dutch consumers are 
two of the biggest influencers of this average rise, the percent-
age of consumers in 2018 who expect this, as standard, are 52% 
and 59% respectively: both countries have seen an increase of 
21% in just three years. 

• Reusable Packaging 
 While not always at the forefront of many retailers’ minds, Eu-

ropean consumers still value and want easy-to-reuse packag-

ing for preparing and sending back their item. In fact, more 
consumers expect this as a standard service (55%) compared to 
the previously mentioned track and trace service. 

Though this figure has only risen 5% in the past 3 years, there was 
also another rise of 5% in the percentage of consumers who see 
this as an added value service. This means that there is a steady 
incline of consumers who consider this as an important detail in 
their returns experience. This is most likely due to two factors: 
consumer convenience and environmental awareness. Being able 
to reuse the packaging not only saves the customer time and 
money off purchasing new packaging, but also caters to those con-
sumers who are conscious of waste and want to recycle and reuse. 

Choice is convenience
While the aforementioned services and policies can be consid-
ered to be the ‘new standard’ of an international return with the 
majority of consumers agreeing they should be a standard offering. 
There are some other areas where things aren’t so clear, one of 
them being the consumer’s preferred return method. In the most 
recent survey, 47% of European consumers said they preferred to 
return an item via a post office, followed by 34% choosing a local 
retail or drop off point and 19% opting for locker boxes. 

In certain markets, however, the post office is not always the 
clear favourite. France is a standout example of this, with more 
than 60% of consumers opting to choose either returns via locker 
boxes or local retail and drop off points. 
   
Overall, this relatively even split poses problems to retailers; how 
do they cater for all consumers preferences? Giving consumers 
choice is key to satisfying the majority. More retailers are now 
offering a combination of all of these returns methods to their 
customers, a trend that is likely to continue.

Getting it right
Achieving the right formula in e-commerce is always a balancing 
act. When it comes to returns, this is no different. Meeting all con-
sumer demands is virtually impossible and always costly. However, 
returns remain an element of this formula that must not be ignored 
or sacrificed to save costs. Keeping up with the changing behaviours 
and expectations of international consumers, on returns especially, 
will prevent a returns service falling behind the times or dropping 
below the standards set by today’s online shopper.  

Ultimately, a general understanding of these demands, together with 
knowledge on local market preferences, as well as listening to feed-
back from past customers, is vital to delivering a good returns experi-
ence. Knowing what customers expect as standard and where value 
can be added will determine how positive their experience will be. ••

For more insights on international returns and what European consumers value 

when returning products, download ‘The New Standard of International Returns’ 

whitepaper by B2C Europe. 

Download here: www.b2ceurope.eu/new/international-returns-report-2019/

~ B2C Europe ~
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NOT SURE ABOUT…
• VAT-liability of your company in Switzerland?
• How to import goods into Switzerland the smoothest way?
• Which partner to choose for last mile carrying, customs  

declaration and return management?

Contact GJS Consulting and get a FREE consultation.
gjs-consulting.com

info@gjs-consulting.com
+41 (0)44 387 46 40

GJS Consulting is your tax 
representative and partner for the 
Swiss market, making it easy for 
you to expand to Switzerland.

ARE YOU 
THE NEXT ONLINE MERCHANT 

ENTERING THE SWISS 
MARKET?
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As the productDNA data-sharing platform 
celebrates its first birthday, the non-organisation 
has found that one in three products fails the 

independent physical check which validates the accuracy 
and consistency of product data. The productDNA 
platform is a single catalogue of high-quality product data 
that can be shared with multiple grocery retailers, using 
an industry-agreed set of attributes and a common data 
definition for each type of product.

Part of the service includes a physical check of the weight, 
dimensions and on-pack information of the products entered 
into the system, carried out by an independent third party, 
XPO Logistics. It is at this point that brands have come 
unstuck, misidentifying the products they trade, potentially 
leading to issues when data 
is consumed by retailers’ 
systems.

Gavin Williams, managing 
director, supply chain - UK 
and Ireland at XPO Logis-
tics, says: ‘GS1 standards 
are critically important to 
grocery supply chains in 
establishing consumer trust. 
While the compliance checks 
we perform are helping to 
improve traceability, they 
also show that the industry has room for improvement. We 
look forward to continuing to partner with GS1 UK to drive 
standardisation in product data recording.’

Brands seeing the benefits 
Brands both large and small have already begun to reap the 
rewards of the productDNA platform. When used to its 
fullest potential, the process ensures improved efficiency and 
better confidence in the quality of data being provided to 
retailers. In the 12 months that Nestlé have been using the 
productDNA platform, they have reduced new line submis-
sion times down from 15 minutes to just five minutes – an 
efficiency saving of 67 per cent.  

David Hix, supply chain director at Nestlé, commented: ‘Our 
current catalogue is seamlessly connected to productDNA, 
using the Global Data Synchronisation Network, making the 
platform incredibly easy to use. By reducing the time spent 
manually inputting and amending product data, we now have 
more time to highlight the unique qualities of our products 
– supporting future retail.’ Talking about the difficulties of 
managing product data from an SME perspective, Hugh 
Duffie, co-founder of Cold Brew Coffee firm, Sandows, said: 
‘For us, this solution was a way to unite all of that data in one 
place and send it to retailers as and when we needed to, in a 
much more efficient way.’

Greater efficiencies for retailers
Solving issues around inconsistent and inaccurate product data 

has been acknowledged as an 
industry-wide problem in need 
of an industry-wide solution. 

That is why retailers and brands, 
including Sainsbury’s, Tesco, 
P&G, Unilever, L’Oreal, itsu 
[grocery], Mondelez, Pepsico, 
Waitrose, Nestlé, and Ocado, 
came together to develop 
productDNA and continue to 
be involved in the platform’s 
ongoing success. 

Andy Beale, head of product and programmes global at Tesco, 
said: “We’ve put a huge amount of work into getting product 
data right at Tesco, and productDNA is one of the outcomes. 
By working with the industry as a whole, we have been able 
to deliver high-quality product information to our customers 
more efficiently. We are already reaching out to our suppliers 
to recommend productDNA as Tesco’s preferred product data 
sharing platform, and we will continue to promote the solution 
to ensure our shoppers have the details they need to make 
purchasing decisions easier.”

Gary Lynch, chief executive officer of GS1 UK, added: “Over 
the past year, the uptake of productDNA has shown us just 
how important accurate and consistent product data is to 

Tesco, Ocado, Unilever and Sainsbury’s explain why the UK grocery industry is backing productDNA.

~ Lorna Leaver ~

COLUMN
THE IMPORTANCE OF PRODUCTDNA

 “A THIRD OF NEW 
PRODUCT DATA IS 

INACCURATE.”
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brands, retailers and consumers alike. Whether you are up-
loading attributes to a centralised database or want to know 
more about the product from a dietary, environmental or reli-
gious perspective, the time was right for a retail revolution.”

Discussing adopting productDNA
GS1 UK hosted a live webinar alongside senior directors 
from Tesco, Ocado, Unilever and Sainsbury’s to discuss why 
UK retailers and manufactures are adopting productDNA. 
During the webinar, Ocado’s director of planning and sup-
ply chain, Mark Watson said, “It is no secret that customers 
across retail expect to see rich and accurate product infor-
mation to enable them to make better-informed buying de-
cisions, whether they are trying to compare calorie content 
or find out if a particular product is identified as vegetarian 
or has allergen warnings. Customers find it frustrating, as 
we all know, if data is missing, inconsistent or inaccurate. 
So, our mission from a customer point of view is to make 
the customer interaction friction-free, and productDNA 
goes a long way to supporting this business-critical mis-
sion. ProductDNA is made by the industry, for the industry 
- which I think is incredibly important. It is a single view 
of all product data. Product data from multiple suppliers 
will be collated and validated in one central system, which 
will simplify and speed-up the process for new suppliers, 
launching new product lines and approving amendments. 
The absolute intention from the outset of this project was 
high-quality, rich data to future-proof this process.”

Improved brand representation
Improved brand representation is one of the key benefits of 
using productDNA from a manufacturer’s perspective. Uni-
lever’s customer operations director, Richard Sadler com-
mented: “Through the click of a button we are going to be 
able to transfer data from our systems, to be pulled directly 
into a retailer’s system, which will improve efficiency and 
enable us to more easily keep our data up to date. This will 
ensure that when consumers are looking at these products 
on our customer websites, they have the right information in 
front of them to make the right decisions.” Mike Du Satouy, 
future infrastructure commercial operations at Sainsbury’s 
re-enforced this point by saying: “No-one should be in any 
doubt about the responsibility of the food, drink, non-food 
industry to present customers, whoever they are, wherever 
they are, with information that is accurate to the degree that 
they can trust it and that they can trust any retailer of any 
size selling the products that manufacturers sell. Whether 
you’re a farmer or a large company like Unilever, everybody 
has due responsibility to be safe and legal.”

Getting involved
If you would like to find out more about productDNA or to 
sign-up for the solution, register your interest here. https://
productdna.gs1uk.org/register-interest

~ Lorna Leaver ~

Lorna is an experienced ecommerce professional working for GS1UK, the standards organisation behind the barcode. She managed multiple marketplaces for several global 

brands over the years giving a well rounded background in international and cross-border trading before moving to a non for profit to focus on helping SMEs to grow their 

businesses through online channels.
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GLOBAL 
GROWTH: 
STEADY  
DEVELOPMENTS 
OF THE ONLINE 
MARKET
Text: Nico Hoeijmans // Photos: iStock

The cross-border shopping market
An upcoming report on emerging markets and in-
novations in cross-border e-commerce predicts that 

global physical e-commerce sales will be valued at $2.02 
trillion in 2019. The report, compiled by eShopWorld, sug-
gests that this will increase to $2.86 trillion by 2023. That 
means online shopping will realise global growth of more 
than 40% in five years. Currently, the Chinese market has 
the largest share overall in this enormous amount of sales. It 
accounts for $740.42 billion (40%) currently in 2019 and is 
expected to maintain its leading position.

When looking at just the cross-border sales figures, it can be 
concluded that cross-border e-commerce sales are valued at 
$826 billion in 2019. This figure is expected to increase, just 
like the global e-commerce sales figure. For 2020, total cross-
border sales are expected to rise to $994 billion (+20%). 

The US and China remain the biggest markets in terms of 
cross-border online spend, but Japan and India are grow-
ing fast. Cross-border online shopping is most prevalent 
in Ireland, Austria and Israel, where 65%, 71%, and 64% 
of shoppers, respectively, purchase both domestically and 

~ eShopWorld~

Over the years, it has become significantly easier to buy products and services from anywhere 
in the world. Having it on your doorstep within only a few days is realised by an increasing 
amount of e-commerce entrepreneurs, too. For domestic orders, that might not come as a 
surprise, especially in mature markets. However, upcoming markets are also increasingly 
focused on e-commerce and service demands and levels are rising. As the growth of online 
markets continues, both sales of global e-commerce and cross-border e-commerce are 
expected to steadily increase.



24

cross-border. Overall, most shoppers (71%) order products 
from another country in order to avail of better prices. Ac-
cess to items not available in the shopper’s home country 
(49%) and the discovery of new interesting products (34%) 
are the other two main motivations for shoppers to shop 
cross-border.

Both in domestic as well as cross-border sales, the fashion 
market segment is the largest. In 2018, the global revenue of 
the fashion e-commerce market reached $600.99 billion. It 
is predicted to grow to $825.55 billion in 2022. The second 
largest market segment is consumer electronics.

Growth stimuli
A market is not just growing by itself. In any case of growth, 
there are always stimuli that make something grow faster. 
Of course, there are threats that can slow down develop-
ments as well. In the current global e-commerce market, five 
general trends can be seen to stimulate growth:

• Customer experience
 Improvements to the checkout process to make it as seam-

less as possible for the shopper, such as a one-step check-
out, are one focus area for customer experience initiatives. 
Loyalty and membership programmes are also proving 
popular methods among online retailers for improving the 
customer experience.

• Omnichannel
 Consumers like to shop as they please. Sometimes that is 

online, sometimes it is not. Click and collect and checking 
store availability online are two key omnichannel capabili-
ties that shoppers are demanding.

• Delivery optimisation, last mile fulfilment & returns
 Parcel delivery boxes, premium packaging, and import 

consolidation are current innovations in this area. More 
long-term innovations are drones, autonomous vehicles, 
and delivery robots. The developments in these fields are 
picking up at rapid pace.

• Innovative product discovery developments
 Visual image search and voice search are opening up new 

methods of product discovery, while social media is ena-
bling more efficient product discovery. 

• Customer segmentation and personalisation
 Big data allows retailers to segment and analyse consum-

ers based on their habits and shopping behaviour, which is 
driving a move towards personalisation. 

The endless opportunities of technology
Technology can be considered one of the key drivers of 
e-commerce. Currently, developments in the fields of arti-
ficial intelligence, augmented reality and virtual reality are 

gaining strong momentum. Consumers benefit f rom these 
innovations that enrich the online shopping experience. 

E-commerce entrepreneurs, on the other hand, have the op-
portunity to offer a better, more suitable assortment to their 
customers, decreasing the chances of returns and increasing 
the chances of potential sales. 

Another major development takes place in the field of voice 
commerce. It has the potential to revolutionise the e-com-
merce shopping journey and change how consumers interact 
with online retailers through voice search and purchase. 
Finally, online payment methods are also developing at 
high speed. Purely online payments and other alternative 
payments are rising to meet the needs of consumers online. 
E-wallets, bank transfer payment solutions and mobile pay-
ments are becoming more common in a lot of e-commerce 
markets. Alternative, blockchain technology and cryptocur-
rency technology are developing as well, and online shops 
can begin to consider offering these forms of payments at 
checkout, which do not require any intermediaries when a 
payment is made.

A view on promising markets
In general, it can be stated that, due to the popularity of 
e-commerce and current technological developments, many 
online markets show a growth trend. Taking a closer look, 
a few emerging markets may be worth keeping an eye on 
in the coming years. Brazil, India, Indonesia and Singapore 
are particularly promising markets. E-commerce cur-
rently accounts for a moderate amount of total retail sales 
(3.3-4.8%) in these countries. However, over the next few 
years, substantial growth is expected. In Brazil and India, 
the fashion market is booming, whereas in Indonesia and 
Singapore we can see a high growth rate in the consumer 
electronics market. 

Deciding to start selling cross-border can be a challenge. Do 
not forget to carefully research future markets of interest. 
Statistics can be helpful to identify potentially interesting 
markets and help you decide which markets you want to 
research more in-depth. ••

~ eShopWorld~

Research:

The full Market and Innovation Report can be downloaded on 

eShopWorld’s website. Follow this link: 

https://www.eshopworld.com/market-innovation-report-q1-19/
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Ask 1,500 successful online shops such as maskworld.com, sugarshape.de and
powerbar.eu or simply find your answer under:

This is what you as an online vendor should ask yourself:

How can I 
make up to 
half a million 
Euro more 
per year?

Contact our warehouse logistics experts:
Phone: +49(0)89 961 60 61 - 71
Email:  info@descartes.com

www.pixi.eu/success
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A FROZEN 
SOLUTION FOR 
YOUR FAVOURITE 
PET
Text: Nico Hoeijmans // Photos: Ranpak, iStock
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The demands
In today’s world, consumers are always in a hurry. This 
is one of the reasons why e-commerce is flourishing 

in modern society. What’s easier than ordering your preferred 
gadgets, clothes and groceries online and having them delivered 
to your door? Nowadays, we can choose a delivery slot, check the 
processing of our order in real-time and simultaneously take care 
of all the other important business that is going on in our lives. 

While the online grocery market is rapidly developing, it is still 
surprising to notice that selling foods online has been growing 
much slower than some 
other markets, for example 
consumer electronics or 
fashion. Over the past few 
years, however, the online 
grocery market has picked 
up pace and is now grow-
ing explosively. The B2B 
and B2C online grocery 
market still, however, face 
many challenges. One of 
the main challenges is the 
shipment of frozen foods. 
Consumers want to order 
groceries online, including 
frozen dog food, which 
presents a challenge.

The challenge
Specific raw meat diet dog foods must be shipped frozen. 
Scientific research supports that this kind of food can provide a 
real benefit to the health of a dog. Combining the desire to order 
online and to keep your pet healthy results in a challenge. How do 
you get frozen foods to a consumer without the product defrost-
ing during transportation?

In contemporary e-commerce, environmentally-friendly packaging 
is always preferred. In the field of frozen foods, there are some solu-
tions to shipping such products. However, some of these methods 
cannot be categorised as sustainable and environmentally-friendly. 

So, let’s imagine you are selling raw, frozen dog food and one of 
your most important unique selling points is a 24 hour delivery 
window. In order to meet these specifications and the demands of 
the consumer, a suitable freezing solution is required.

A freezing solution: WrapPak paper
Ranpak, in collaboration with Antalis UK, offers such a solution. 

Their paper-based WrapPak Protector solution meets and beats 
that solutions such as EPS boxes can offer. This solution is based 
on a thick, 70 grams waved-layer paper variant which is heavily 
tested in a climate chamber. It originally was designed for cush-
ioning purposes but proved its functionality as a cool and solid 
solution for frozen and chilled products as well. Dan Roumen, 
Product Manager of Cold Chain at Ranpak, states: ‘Our tests 
investigated the differences in temperature when filling boxes with 
the products and one, two or three layers of WrapPak paper as in-
sulation materials, compared to boxes filled with bubble foil, liners, 
EPS panels or boxes.’ The outcome of the experiments shows that 

the paper solution provides 
equivalent or better cooling 
for longer. One advantage is 
the flexibility of the product. 
It makes shipping a product 
all that easier and cheaper. 
On top of that, the paper 
that is used is completely 
recyclable, renewable and 
biodegradable. ‘More 
paper layers can be added 
to increase the insulating 
rate. Dry ice can be added 
to extend the frozen period 
during warmer weather,’ 
adds Roumen. 

A big advantage of the paper solution is that it is so easily adapt-
able to any sized box in comparison to more traditional packing 
techniques for frozen products. It helps to reduce the use of filling 
materials and is fully recyclable, making it a cost-reducing, sustain-
able alternative. Additionally, in the case of EPS boxes, returns are 
no issue either, as all the materials are disposed of locally. ••

~ Ranpak ~

A man’s best friend is his dog, isn’t he? And you only want the best for your four-legged 
friend, right? You make sure it is comfortable and has toys to play with. You look into the best 
diet for your dog’s age, so that it stays healthy and happy. Where can such food be purchased? 
Is it available in a supermarket, a specialised pet store or do you order meals online? 

“THE B2C AND B2B ONLINE 
GROCERY MARKET STILL FACE 
MANY CHALLENGES. ONE OF 

THE MAIN CHALLENGES IS THE 
SHIPMENT OF FROZEN FOODS.”
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We like to have inspiring discussions about cross-border e-commerce over a nice cup 
of coffee (or tea). In this issue we talk about trust. Sven Rittau, founder of Zooplus 
and Shirtinator, joined forces with Jochen Krisch in 2014. Together, they have been 
building a network of e-commerce in Germany and Europe, which has resulted in the 
K5. One of the main activities is the K5 conference in Berlin which, this year, takes 
place in the first week of June.

A CUP OF COFFEE WITH…
Sven Rittau, CEO at K5

SUBJECTS’ RIGHTS: 

DO NOT UNDERESTIMATE THE POWER OF A HIGH-

QUALITY NETWORK. SHARING EXPERIENCES, LISTENING 

TO STORIES ABOUT SUCCESSES AND FAILURES AND 

INSIGHTS FROM OTHERS IS AN ENORMOUS HELP AND 

EXTREME SHORTCUT INTO ANY MARKET.
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~ Coffee Corner ~

Coffee or tea? When and how?
I am definitely a coffee person. Usually, I start my 
day with a so-called bulletproof coffee*, before 

going to the gym for my boxing session. Later, when I 
am in the office, I have one or two more regulars before 
quitting caffeine at around 3pm. You can easily drop by the 
office to have a chat over a coffee whenever I am around.

What is the K5?
The K5 Future Retail Conference takes place once a year 
in Berlin. It is one of the best events and spans two days. 
The conference brings together the who’s who of the 
e-commerce industry. This year, we expect more than 3000 
participants. About 150 speakers and over 100 of the most 
relevant products and service providers will be present too. 
We have some speakers that only visit one event per year. 
That ’s our event! This is something we are immensely 
proud of. It shows the kind of successful platform we have 
managed to create, on which industry leaders and experts 
can exchange at eye-to-eye. It ’s what, for me, makes the 
event so relevant to the world of e-commerce.

What is the importance of such an event? 
I am a great fan of value f rom interaction, also known as 
focussed networking. Of course, everyone can and should 
excel in their own field. However, forming professional 
connections can help. This is where the event comes in. 
High quality decision-makers come together to share 
experiences on and, more importantly, off stage with an 
open mind. Just look at Silicon Valley. It is easy to see that 
networking and experience sharing are the most important 
drivers in growing a business. 

Which current trends will be discussed?
Well, when it comes to product segments, we will put fashion, 
home & living, and food & delivery in the spotlight. Looking 

at the functional perspective, we will drill deeply into the 
future of logistics and the last-mile challenge. There are 
definitely a lot of interesting things happening in this area. 
We will also be delving into the ways in which mobile will 
reshape the competitive land-scape. And finally, the platform 
world is a key topic worth looking into. 

In these masterclasses, we have more time to look into 
topics like operations, cryptocurrency and blockchain, 
rapid innovation and sustainability.

How will these trends develop?
Regardless of any specific trend, there will always be 
companies that thrive in any competitive environment. 
Our K5 conference shows year after year that even in an 
‘amazonian’ world, there are countless of successful players. 
It is not only quality you need. Stay humble and close to 
the market for new developments. Or, as they say: “Fail 
fast, fail cheap!” 

Any advice for cross-border sellers in the German 
market?
Germany is the most competitive market when it comes to 
pricing. It is the single largest market in Europe as well. 
It is plain and simple, but I believe you have to do your 
homework in order to succeed. It is imperative to be clued-
in on competition, pricing, sourcing and, foremost, what 
the customer really wants. So, a great start is to mingle 
in the e-commerce sphere. Get inspired and gather some 
market intel. You are likely to find the right partners and 
service providers for your quest to conquer the German 
market at events like ours.••

*https://www.brain-effect.com/magazin/bulletproof-coffee
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REPLATFORMING  
IN 
E-COMMERCE
Text: Gerrit Enthoven // Photos: Intershop, iStock

Online shopping has changed shopping behaviour 
drastically. The rise of e-commerce has challenged 
both B2B and B2C sellers to constantly adapt 
themselves to new trends, changing consumer 
demands and competitive pressure. Today, having 
an aged legacy commerce system implies a slow in 
business growth, because the lack of agility and 
scalability will become more expensive to operate 
and maintain. It will become harder to integrate 
in evolving IT landscapes. So a state-of-the-art 
commerce platform is a must to survive in these 
challenging markets. Picking the right commerce 
platform for your organisation, however, is a 
challenge. Omnichannel e-commerce solution 
provider Intershop has highlighted the reasons and 
risks of replatforming.

Reasons for replatforming
Increasing volumes of goods and services, evolving 
technologies and an increasing number of consumer 

touchpoints; they all lead to needing a more powerful e-commerce 
platform solution to keep up with the rising expectations of digital 
shoppers. For this, systems need to be able to connect with any ap-
plication and system in your IT landscape. Businesses that do not 
keep up see their growth slow down because they lack in agility, 
scalability and customer experience. One of the main reasons to 
not replatform is that it can be an expensive procedure. It involves 
all departments of the organisation, operational, IT, management 
and more. However, this is the speed at which developments in 
e-commerce are going, so business replatforming can accelerate 
the growth of your organisation even more, while deciding not to 
could result in an end game.

Growth and scalability
The main reason to start a digital transformation arises when 
your organisational growth meets the limits of the capabilities of 
your current platform solution. Facing rising numbers of products, 
visitors, orders and transactions to the point where your system no 
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~ Intershop ~

longer can cope requires you to think about a new com-
merce platform. Take into account your plans for the future. 
Do you want to add new brands, new countries, integrate 
new touchpoints or even add multiple web shops? Your new 
system needs to give you this freedom and adapt easily to 
your current and future needs.

Limitations and automating processes
Have you ever been thinking about the limitations your cur-
rent system has and what a new platform’s limitations might 
be? With ever-increasing opportunities, consumers and busi-
ness buyers are lured to online shops. What do your competi-
tors offer your customers that you do not because your system 
is not capable of doing so? What is the potential benefit if 
you do offer this? Ultimately, offering the best customer ex-
perience possible will keep your customers loyal to your shop. 
Errors in the customer journey might lead your consumer or 
business buyers to the hands of a competitor.

Automation of processes becomes ever more important. It 
can be a third reason to choose a new commerce platform. 
If data cannot be processed easily amongst your third-party 
systems, you are not benefitting from using all available data 
in order to successfully offer a personalised customer experi-
ence consistently via every touchpoint and generate more 
revenue and lasting relationships. Other reasons to think 
about a new platform is the continuous performance and 
costs of your current system. If errors occur, that will cost 
you money. It might be wise to calculate what investments 
it will take compared to choosing a new platform and what 
the benefits of both are. 

Preventing risks
Choosing a new platform is not free of risk. It can be 
complex, time-consuming and costly. Some of the most 
important cases where things can go wrong, is that the 
planning of time and budget is not sufficient. Therefore, if 
projects get delayed, you might end up paying for it. Second, 
when choosing a platform, make sure that all of your service 
channels can be linked to it, without the need of building 
all kinds of tools to get every program up and running (in a 
sufficient manner). A good way to determine whether you 
are ready and what the important features are is to assign a 
value to them. Higher valued requirements should be taken 
care of first. That way, the essential elements of your busi-
ness – so your business can at least operate – are working. In 
general, it is very important to carefully prepare the migra-
tion. It is more than just thinking about prioritising. It is 
about talking to the team that will perform the migration. It 
is about replying quickly to upcoming questions and having 
enough resources available to make sure the team can work. 
Create a way of working in order to agree on how to work 
with change requests. 

Once a migration is completed and you are ready to work 
on your new platform, it is very important that all of the 

employees of your company are capable of executing the 
processes they need to. Therefore, it is advisable to create 
training programmes for all employees who will be work-
ing with the new e-commerce platform. Demands are ever 
rising in the e-commerce market, so it is important for your 
staff to keep up with the increasing opportunities and de-
mands platforms and the market offers. Often, investing in 
new e-commerce technology will pay for itself. Alternatively, 
you can review current processes within your supply chain to 
decrease the risk of failing. 

A scalable platform
Choosing a new commerce platform heavily impacts your 
business. After carefully weighing the reasons and risks, and 
deciding to move forward with the process, you can be on 
the looking for a new platform. According to Intershop, im-
portant aspects of the new platform you are choosing are the 
scalability, flexibility, user-friendliness and customer experi-
ence. A good platform solution supports demand-based use 
of additional resources and can handle traffic spikes. ••

Replatforming in E-commerce: The reasons, the risks & how to choose 

the right platform. The full Intershop whitepaper can be downloaded on 

https://info.intershop.com/resource-replatforming-en
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The growing importance of e-commerce 
E-commerce is a critical force for growth in the 
fashion industry. In 2017, e-commerce accounted 

for $450.7 billion of global fashion sales. In 2019, the 
amount is expected to grow by 14.1% year on year, reaching 
just under $600 billion over the 12-month period. Already 
the biggest slice of the e-commerce pie (29.4%), online 
fashion sales are predicted to grow at a compound annual 
growth rate (CAGR) of 8.7% (faster than the overall e-
commerce market).

Generating leads and building your brand
Sarah Jennings
•  The best use of your marketing budget will depend on numer-

ous factors including your brand positioning, what you sell, 
and which markets you’re entering. It’s important to ensure 
your messaging and your customer experience are appropriate 
for each country. To help get found in new territories most 
companies would include PPC SEO and social media in their 
strategies. Testing is crucial and remember that the dominant 
search engines and social media platforms may differ. 

•  Don’t take short cuts in producing your content 
and keyword lists. Proper localisation of your site, 
using native experts, is the first thing you need to 
get right, before promoting your products. Making 
mistakes at this point will lead to a waste in your 
advertising/promotional budget as visitors to your 
site won’t convert. 

•  In fashion (and beauty), maybe more than in any 
other industry, influencers can play a role in lead 
generation and brand building, so much so that the 
US brand Revolve reports that 70% of sales come 
from influencer activities. The impact of influenc-
ers can go even further; 5 of the top 10 women’s 
apparel brands on Alibaba Groups Taobao were 
founded by influencers.

~ CheckOut2TheWorld  ~

The fashion industry, consisting of clothing, footwear and accessories was valued at an 
estimated $2.5 trillion, or 3% of global GDP in 2017. This number demonstrates the size of 
the opportunity available for fashion retailers, with approximately 7 billion customers using 
their products every day. We asked the CheckOut2TheWorld experts to give us their tips and 
insights for fashion brands looking to expand. 

SELLING FASHION 
AROUND THE  
WORLD ONLINE
Text: Sarah Jennings, Tarro Giannesi, Frank van den Berg // Photos: CheckOut 2 the World
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Tarro Giannesi, 
Head of Marketplaces,  Infinity 
Blue Marketplaces

Improving customer experience through better ful-
filment, customer service and returns
Frank van den Berg
There are several back-office functions that make a critical 
contribution to the customer experience – speedy/timely 
delivery, quality customer service and efficient returns solu-
tions. These are proven to lead to better conversion rates, 
higher order values and improved loyalty. I am often sur-
prised by how players that provide industry benchmark cus-
tomer experience for clients in their home market, seem to 
assume that customers in other countries are willing to ‘set-
tle for less’. Our experience with 100’s of fashion companies 
is that nothing is further from the truth. Just like customers 
in your home country, customers in other countries expect:

• Reliable delivery solutions. Make sure you have multiple 
options available including 24/48-hour delivery (for a 
charge if necessary) and a free delivery option;

• Local customer service provided by native speakers – 74% 
of customers want customer service in their own language;

• A smooth returns solution, including a local returns ad-
dress. Don’t forget that over 60% of online shoppers will 
research the return process before buying on your site. 
(It ’s Important to note that free returns for all custom-
ers and products is something that might soon be a thing 
of the past with H&M and Zalando no longer providing 
free returns. Amazon and others are also clamping down 
on serial returners.)

 
The whitepapers that we publish show you how by choosing 
the right partners to support your online international expan-
sion. These solutions will improve customer experience (and 
thereby conversion and loyalty) while keeping costs under 
control and reducing risk.

Marketplaces - a ready made ecosystem to build 
your global online sales 
Tarro Gianessi
•  Globally almost 50% of all e-commerce sales take place 

on marketplaces, and in the USA, Amazon is the largest 
online fashion retailer. In the UK though Next, John 
Lewis and Asos report far more sales than Amazon in 
this sector.

•  However, next to Amazon consider e.g. Bonanza in the 
USA, Jumia in Africa, Little Red Book in China, or 
The Iconic in Asutralia. There is a choice of dedicated 
platforms!

•  Specialist fashion platforms like Farfetch, Mr. Porter and 
Zalando now include social media and content as part 
of their positioning and marketing activities, both on 
and off-platform. They provide an efficient and effective 
means for brands to push their e-commerce.

I am sure there will be more developments to come by 
marketplaces wanting to support the brands of their 
merchants. ••

~ CheckOut2TheWorld  ~

Sarah Jennings,  
Chief Executive Officer,  
Oban International
 

Frank van den Berg, 
Managing Director, Salesupply UK 
& Managing Director, InfinityBlue 
Marketplaces

For more information on the best route to market, overcoming challenges 

and making the most of opportunities, download the CheckOut4Fashion 

Guide to selling fashion around the world online at  

https://www.checkout2theworld.com/whitepaper-download/

For more information on current Customer Service and Fullfilment trends 

download our other whitepapers at

https://www.salesupply.co.uk/media/whitepapers
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THE  
NUMBERS 
GAME
Text: Joanna Perry, Global Head of Marketing, Practicology // Photos: Practicology, iStock

When we help a brand to create a strategy for 
cross-border e-commerce, the best place to 
start is with the numbers. Market prioritisa-

tion analysis, including a mixture of macro-economic 
and customer behaviour indicators relevant to online 
sales, informs our recommendations.

A brand may ask us to review a global list of countries, with a view 
to prioritising the order in which they should invest in localised 
websites, or it might be a question of deciding between just two or 
three countries in a region.

Here we explain some of the metrics we review for each country, 
showing why taking them in isolation can give a misleading view.

More people, fewer sales
Many of our clients ask us about entering China and India, two 

countries with large populations. This is a great example query 
to show how population size must be complemented with other 
data to determine online sales opportunities. While China’s large 
population is matched by great numbers for other metrics such 
as e-commerce market size, and the total number of people who 

How do you prioritise which international markets to enter, or create localised sites for? 
Ranking markets on a variety of macro-economic and customer behaviour metrics can show 
that the biggest countries don’t always provide the best opportunities.
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~ Practicology ~

purchase goods online, the figures are nowhere near as compel-
ling as those for India (see graphs).

While India has an estimated 177 million consumers who have 
purchased something online, the value of online retail sales was 
only $22 billion in 2017. This shows how a single metric, which at 
first can seem compelling, must be used in conjunction with others 
to build a true picture of the online sales opportunity. The value of 
India’s wider internet economy is substantially larger than its online 
retail sales metric as many online transactions are travel-related 
rather than for the purchase of goods. Indicators point to India 
becoming an online sales superpower in the next decade, particu-
larly considering the growth of online marketplaces in the country, 
but it has not happened yet. Similarly, there are big differences when 
we look at the next tier of large countries, such as Japan, Mexico 
and Russia. Just 37% of shoppers in Mexico have a bank account, 
meaning it would be a struggle to sell significant volumes without 
offering alternative payment methods. In Japan the figure is 98%. 
Japan’s total e-commerce sales value is more than 10 times that of 
Mexico, and more than four times that of Russia.

The countries with the two smallest populations in our example 
statistics – Australia with 25 million and Saudi Arabia with 34 
million – provide an interesting comparison. The total number 
of online shoppers in each country is roughly the same, although 
the total value of Australia’s online sales is three times that of 
Saudi Arabia. However, if we look at the median age of people 
in each country then we can see that Saudi Arabia has a much 
younger population (with a median age of 28.4 years compared 
to Australia’s median age of 37.4 years).

This large number of younger consumers in Saudi Arabia, who 
will begin buying online for the first time, will be a driver of 
total e-commerce sales growth in the next decade. However, 
the average online revenue per consumer in Australia is much 
higher; it is a much more mature market in which new entrants 
will find that competition is already fierce and online consumer 
expectations are clearly set. 

Mobile metrics
Another set of metrics to consider is around the adoption of 
smartphones and mobile commerce, as they can indicate the 
likely growth in online sales. Consumers in developing countries 
such as China and India often leapfrog desktop or laptop own-
ership and prefer mobile devices to access the internet. The UK 
has a smartphone penetration rate of 82.2%, while China’s is 55.3% 
and India’s is only 27.7%. However, when we look at the total num-
ber of smartphone owners in each country, the picture is slightly 
different. The UK has 55 million consumers with a smartphone, 
India has 375 million and China a massive 783 million.

Overlaying these figures onto the number of people who already 
purchase online, we can see that there is only a difference of 10 mil-
lion between the number of UK smartphone users and number of 
UK consumers who shop online – as one would expect in a mature 
e-commerce market.

In both China and India, there is a difference of circa 200 mil-
lion, showing huge growth potential. As both countries also have 
relatively young populations and growing middle classes, we can 
see that there are many more consumers with access to the internet 
who could begin purchasing online before the respective markets 
reach anything close to a state of maturity.  We use such metrics and 
a range of brand-specific indicators – including: brand awareness in 
a market; the percentage of sales that are online in its category; and 
direct competition – to score each country and create a ranking.

If you are unsure where to invest in selling internationally, or want 
to validate decisions already made, this exercise should provide 
valuable insight into achieving the best online sales growth. ••

Download Practicology’s free e-commerce research at www.practicology.com/

insights/research
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WAREHOUSE MANAGEMENT  
SYSTEMS: 

THE GIFT 
THAT 
KEEPS ON 
GIVING
Author: Dirk Haschke, VP Sales DACH and e-commerce Operatipons, Descartes Systems (Germany) GmbH, 
email: info@descartes.com - https://ecommerce.descartes.com/solutions/warehouse-management/ 
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Different types of companies experience seasonal 
peaks at different times of the year, and even 
“micro-peaks” throughout the year. Whether, for 

example, it is New Year’s galvanising sales for retailers in 
health and well-being, spring for the home building and 
supply industry, or special occasions like Mother’s Day 
for many markets, when customer demand surges, both 
B2B and B2C organisations need to be prepared opera-
tionally to ensure expectations are met.

While some spikes are predictable, others are unforeseen. 
Regardless, greater-than-usual order volumes can tax many pro-
cesses and systems, from order management through to shipping 
and delivery. To capitalise on peak opportunities, forward-think-
ing retailers are looking to logistics and supply chain technolo-
gies to help ramp up operational efficiencies, increase agility, and 
enhance the customer experience.

The Beauty of Warehouse Management Systems 
To help meet customer expectations, omnichannel retailers are 
adopting cloud-based warehouse management systems (WMS) 
to increase the speed and agility of order fulfilment processes. 
Seasonal peaks underscore the need to automate operational 
processes in the warehouse in order to scale easy to handle 
spikes in volume.

A robust WMS manages key order fulfilment tasks (e.g. inven-
tory or purchase order receipt, picking, packing and shipping) 
while ensuring seamless integration with enterprise resource 
planning (ERP) and financial systems. By automating the 
fulfilment process and eliminating manual and paper-based 
practices in the warehouse, order processing errors are virtually 
eliminated, efficiency improves, costs are reduced and – most 
importantly – customer satisfaction rises. In addition, vendors 
can bring seasonal employees up to speed quickly without the 
common risk of higher errors during the pick-pack-ship process 
to help manage increased order volumes.

The Magic of Low-Cost Shipping
An important extension of a company’s brand, low-cost and 
speedy shipping is a central part of the customer experience. 

Shipping is very much top of the list when consumers consider 
their purchase, execute the transaction, and wait for the item 
to arrive. This is where an automated, cloud-based shipping 
platform can help retailers ship efficiently and cost effectively by 
integrating with online marketplaces, back-end financial systems 
and parcel shipping providers.

These types of solutions also allow retailers to quickly and easily 
leverage discounted postage, print shipping labels, send cus-
tomer confirmations, track shipments and streamline returns — 
which collectively translate into a superior customer experience. 
Leading solutions also let retailers compare carrier rates in real 
time and choose the best option. Rate shopping capabilities help 
combat the unpredictability of shipping rates and surcharges.

Delivery Presents a Differentiator
No longer an afterthought, delivery has become a strategic 

differentiator in the bid for customers’ purchases 
and loyalty. How well a retailer handles last-mile 
delivery helps define the customer experience, 
especially during peak periods that can challenge 
delivery capabilities.

Automated delivery scheduling and routing tech-
nologies can drive up on-time performance and 
drive down transportation costs. With dynamic 

booking, customers have greater delivery choices (e.g. 
two-hour time window, four-hour time window, same-day, etc.) 
at the point of sale, and will even pay a premium fee for the most 
convenient service. For some types of retailers, dynamic booking 
also provides the ability to sell incremental value-added services.
Dispatch and tracking technologies help to ensure success-
ful delivery as well as manage customer expectations. Mobile 
applications enable drivers to be more productive and offer the 
customer greater service, while automated notifications leverage 
supply chain information and processes to better engage the 
customer for delivery success and a better overall experience.

Parting Thoughts
Whenever they occur, seasonal peaks can buoy the bottom 
line — if companies manage them effectively. To capitalise on 
opportunities when they do hit, a WMS like Descartes pixi 
specialising in e-commerce processes, automated parcel shipping 
system and last-mile delivery technology can help retailers in 
many diverse industries succeed. ••

Do you want to see Descartes pixi WMS live in action? Visit https://ecommerce.

descartes.com/solutions/warehouse-management/ 

As 2019 continues, many retailers are preparing for a post-season pause and an off-peak lull. 
However, others must plan for peak periods that go beyond the traditional holiday season.

~ Descartes pixi ~
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~ Newegg/WorldFirst ~

THE DIRECT-TO-CONSUMER  
MOVEMENT IS TRANSFORMING  
THE E-COMMERCE LANDSCAPE

WHY ARE GLOBAL 
BRANDS JOINING 
MARKETPLACES?
Photo: iStock

In an effort to gain exposure while also retaining 
brand control, major global brands such as Lenovo 
and Noctua have turned to marketplaces to bolster 

their D2C efforts. While these brands still maintain 
a strong presence in traditional channels, their adop-
tion of direct-to-consumer e-commerce has ensured 
growth in audience, all while maintaining brand and 
pricing integrity. 

Manufacturers who choose to go direct report significant 
improvement in customer engagement, awareness, acquisition, 
satisfaction, mindshare, and profitability.
 
What Can Marketplaces Offer Brands?
A diversified revenue stream 
•  By accessing new channels, brands are able to reach the 

locked-in audience of a marketplace. Many marketplaces 
have developed their own niche audience demographics 
who could be prime customers for a brand and its product 
offerings. It goes without saying that Newegg speaks directly 

to consumers fired up by tech, but other marketplaces may 
speak better to consumers interested in handmade goods, 
furniture, or other categories. Brands who know their audi-
ence and their shopping behaviours have a lot of potential in 
diversifying into the right marketplaces. 

Participation in an established ecosystem
•  Marketplaces strive to offer their sellers the most all-encom-

passing business solutions within their ecosystem. It makes 
sense that sellers and marketplaces share in their success, so 
marketplaces strive to offer a variety of perks, services, and 
partnerships to meet their sellers’ business needs, as well as 
to encourage growth. 

 
•  Marketing - Marketplaces have the best insights into what 

their customers are looking for. Many platforms have dif-
ferent views on how to market their products. Some look to 
deliver the lowest price to the consumer, while others look to 
curate unique product offerings. There is no right or wrong 
way to run a marketplace, but Newegg takes the approach 

Modern e-commerce is shaped by the wealth of information and purchasing options 
available to consumers at any given moment. The growth and variety of these purchasing 
options are largely due to the evolution of mobile technology. In this new era, where 
connectivity is key, and customer satisfaction is paramount, many manufacturers are making 
the decision to sell direct-to-consumer (D2C) online in order to increase their presence, and 
develop a deeper bond between their brand and the customer. 
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~ Newegg/WorldFirst ~

of fostering brands with a long tail marketing strategy 
centred around supporting the brand story and creating 
educational content that informs and engages our cus-
tomer base. By offering marketing avenues that emphasise 
brand, not price, we combat profit-draining price wars 
and support customer acquisition and retention.

Examples of marketing services that marketplaces may offer:
• Brand storytelling through dedicated pages or “spotlight” 

content
• Site exposure through banner ads and focused category 

visibility
• Enhanced, “A+” product page content
• Editorial and video content production
• Targeted email programs
• Google Shopping support
• Social media exposure
• Strategic campaign management
• Hands-on guidance with a management team

•  Fulfilment - When it comes to meeting customers grow-
ing expectations, quickly fulfilling online orders is a criti-
cal component. A brand may be competitive with their 
products and pricing, but if a newcomer cannot match the 
shipping rates and fulfilment efficiency and infrastructure 
of larger companies, lost sales and profits may result. Mar-
ketplaces want both their customers and their sellers to be 
happy. To address these hurdles, marketplaces can support 
brands with in-house fulfilment services that focus on 
easing profit-draining expenses such as 3PL logistics, 
customer service, and warehousing. 

Services such as Shipped by Newegg (SBN) were created to 
address the 360-degree fulfilment needs of marketplace sell-
ers. This includes managing the picking, packing, and ship-
ping of products the world over – all on the seller’s behalf. 
The aim of SBN and other marketplace fulfilment services 
is to free up a brand’s resources and time, and provide them 
the freedom to focus on larger aspects of the business. 

•  Carefully selected partners - If a marketplace does not 
offer an internal solution for a seller, it is common to turn 
to an established outside partner. These curated partners 
will be attuned to the specific needs of that marketplace’s 
sellers and will usually be chosen based on excellent rates 
and performance. 

With the growing push for e-commerce sellers to expand 
cross-border, many marketplaces turned to industry giants in 
thriving areas such as global currency exchange. In Newegg’s 
example, we turned to WorldFirst and their game-changing 
product, World Account, to allow merchants to collect and 
manage payments, and hold balances in multiple currencies 
while accessing great exchange rates.

Comprehensive control
•  Pricing - A common pain point for brands coming into 

marketplaces is having to navigate the unique pricing 
strategies of these individual platforms. Some market-
places place greater emphasis on having the rock-bottom 
best price. This can lead many brands to feel pressure to 
compete on price with third-party sellers – or even com-
pete with the marketplace itself on wholesale. As a strat-
egy, this approach to pricing can potentially undermine 
the strength of a seller’s own brand. Marketplaces such 
as Newegg choose to support long-term growth plans for 
our sellers and want their brands and promotions to thrive 
in a sustainable way. This focus on brand building begins 
by giving sellers the freedom to price and promote their 
products in their way. Campaigns and listings are also 
mindfully maintained start-to-finish with support from 
dedicated marketing teams with content championship as 
a priority. 

•  Content champion - As a brand, correct representation is 
essential and messaging and portrayal of the business and 
products should not be compromised. With a high brand 
standard being such a key ingredient of the e-commerce 
customer experience, brands are turning to marketplace 
platforms to gain optimal control over how their products 
and company are promoted and portrayed. In the past, 
traditional retail distribution models created issues for 
brands looking to maintain control of their brand story 
across third-party and wholesale sellers. The recent D2C 
shift to marketplaces has restored this power back to 
brands.

 
Scaling globally made easy
Demand for products coming from different parts of the 
world has led to an explosion in business and tech innova-
tion. As many marketplaces are working to carve out their 
cross-border footholds, the future of e-commerce is clearly 
not limited to region or device. Brands may be reticent to 
expand to unfamiliar territory, but minimizing operational 
complexities and risks by leveraging the use of a market-
place’s global infrastructure and partner network acts as a 
safe strategy. The collective goal is to make selling interna-
tionally just as simple as doing business locally and market-
places are doing just that. ••
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EMAIL GROWMYBRAND@ESHOPWORLD.COM
VISIT WWW.ESHOPWORLD.COM

For a free, no-obligation consultation with one of our experts;

The building blocks of a successful global eCommerce

GROWTH STRATEGY
Marketing

Pricing Strategy

Payments & Acquiring

Shopper Communications

Customer Service

Localisation

Checkout

Trade Compliance

Delivery

Returns
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CROSSING 
THE SWISS 
BORDER:
CHANCES, CUSTOMS AND TAXES IN 
A FAST-GROWING MARKET
Text Nico Hoeijmans // Photos: GJS Consulting, iStock
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~ GJS Consulting ~

The Swiss market
Switzerland is an interesting e-commerce market, 
especially for online merchants who are looking to 

expand their business. It is one of the wealthiest countries in 
the world. While it has been lacking a bit behind the large 
European online markets, it is catching up quickly. As the 
purchasing power of the Swiss inhabitant is very high, there 
are a lot of chances for cross-border merchants, especially in 
well-performing markets like fashion, food, electronics and 
digital media.

According to the Swiss E-commerce 2018 Report, online 
retail is in the midst of a strong growth period in Switzerland. 
In 2017, online sales accounted for 9.6% (USD 7.59 billion) 
of total retail in Switzerland. A third of this growth can be 
accounted to foreign providers. Most of the Swiss industry 
leaders (90%) expect this development to continue to grow 
over the next five years while total revenue is expect to grow to 
USD 10.88 billion by 2021. 

As the Swiss market is not too big, it can be expensive for 
domestic players only. Prices are in general higher than in other 
(European) markets. ‘Foreign merchants can often produce or 
sell for a lower price. As end-consumers love to have different 
product choices, they are looking for cross-border alternatives,’ 
says Schroeder. 

Another interesting fact about Switzerland is that it has 
the highest part of non-Swiss people living in the country 
compared to other European countries. These “foreigners” are 
well-educated and earn high wages which makes them very 
powerful to buy products from abroad. These products often 
are cheaper and of equal quality. ‘As a European merchant, I 
would consider Switzerland one of the first markets to expand 
to,’ explains Schroeder.

Free Trade 
Switzerland is a global nation when it comes to international 
trade. ‘It has one of the world’s most comprehensive networks 
of free trade agreements (FTAs), including agreements with 
the European Union and China,’ says Schroeder. ‘It also has 
a simple and transparent statutory framework of conditions 
in place, as well as a modern customs procedure. This ensures 
smooth and efficient trade.’ 

A great example is the 1972 FTA between the EU and 
Switzerland. Schroeder continues: ‘This FTA created a 
free trade zone for industrial products and governs trade in 
agricultural products. The importance of these FTAs can 
be seen quickly, as 71% of all Swiss imports come from the 
EU. A big advantage is that, when you import products from 
elsewhere to Europe, you do not have to pay any additional 
customs when importing them to Switzerland.’ 

This offers chances for cross-border traders. ‘The Swiss in 
general are trustworthy folk, paying their bills. As Swiss 
products tend to be a little expensive, online merchants 
from abroad can offer lower prices or gain higher margins,’ 
Schroeder explains.

Fiscal representation
International trade might scare online retailers as it comes with 
questions on taxes and customs. ‘In the Swiss market, to say 
it right at the beginning, there is no tax on earnings for sales 
generated in Switzerland,’ tells Schroeder. ‘Taxes on earnings 
you only have to pay where you are based. So, if you are for 
example German-based, you pay the profit taxes in Germany.’

As a cross-border seller you have to pay sales tax (VAT) 
from the country you sell in. ‘For Switzerland, this means if 
you sell more than 100,000 Swiss francs in a year on small 
consignments, you need to register your company for VAT 
purposes. That means you need to be fiscally represented 
in Switzerland, for example by GJS Consulting as fiscal 
representation.’

Even if you are not “forced” to register for VAT purposes by 
Swiss law you might consider to register by choice as it is 
far from customer friendly not to be registered,’ Schroeder 
adds. Selling to Switzerland without being registered, the 
consumer is importing the goods on its own, meaning he 
must pay customs and import tax when the product gets 
delivered to his door. Registering your company allows you 
to invoice VAT directly to the customer, which makes your 
consumer think he is buying from a Swiss company. In fact, 
this might even benefit you as Swiss people like to buy from 
Swiss companies.

Have you ever considered expanding your online business to Switzerland? A country famous 
for its watches, chocolate and cheeses. As an online retailer, it can be a much more interesting 
cross-border target market than you might have ever thought. The country is one of the 
savviest online markets and Swiss consumers love to buy cross-border on international online 
shops. We talk to Gerrit Schroeder of GJS Consulting, who provides consulting advice and 
operational support to foreign merchants handling the Swiss market in all matters of tax law.



48

Import tax
Import tax does not have to be calculated by a cross-border 
company selling in Switzerland. The Swiss Federal Customs 
Administration (SFCA) levies this together with customs, if 
they arise. Schroeder explains what makes the Swiss market 
attractive: ‘The current import tax rate is 7.7%, the same as the 
VAT on purchases in Switzerland. Certain industries, like food, 
are subject to a reduced rate, currently 2.5%. 

Import tax aims at the taxation of domestic consumption. 
Therefore, the country of destination-principle applies. If 
a foreign merchant is fiscally registered for VAT purposes, 
and due to the export from the country of origin, items are 
exempted from VAT over there. In return, they are subject to 
respective VAT in the country of destination. In contrast to 
customs duties, import tax is a pass-through or zero-sum game. 
It can be claimed under certain conditions as input tax.’
‘The easiest way to clarify is by giving an example,’ says Schroed-
er. ‘If you import an article of 100 Swiss francs, that is charged 
7.7% import tax into Switzerland and you sell it to the end-
consumer, you normally have to pay 7.7% VAT later. However, 
you can show that you paid 7.7% import VAT when the goods 
have been imported into Switzerland. The Swiss government 
is not going to charge you again, stating you have already paid 
for it. It is why I advise to always set up a fiscal representation. 
A representative such as GJS Consulting can take care of your 
Swiss taxes and customs. With the help of a customs software, 
we know what a company imports on a daily basis, making the 
declaration process transparent and easier for all parties.’

Physical logistics 
Without a physical logistic service provider, your goods will not 
be delivered from a warehouse to your consumer. It is what makes 
e-commerce work. Having a well-working logistics provider is 
a competitive advantage. Cross-border shipping to Switzerland 
is, for a lot of retailers, no longer a barrier due to the services 
these providers have to offer. ‘You could, therefore, outsource 
any logistics to Swiss Post, as many others do. ‘In this case, a tax 
consultancy agency like GJS Consulting can provide the fiscal 
representation services the online merchant needs in order to enter 
the Swiss market successfully. We can even help finding the most 
fitting logistic service provider to your needs,’ says Schroeder.

Due to agreements and well-established service providers, it is 
clear the Swiss market offers lots of opportunities for cross-
border merchants. With an online minded population, high 
growth and well working FTAs, boundaries that make cross-
border retailers hesitant are lifted. Are you the next online 
retailer entering the Swiss market? ••

~ GJS Consulting ~

Procedure, VAT and customs registration fro the delivery and payment for trades 

from abroad to Switzerland

About GJS Consulting

GJS Consulting is a fiscal representation and partner for the Swiss 

market, making it easy for cross-border online retailers to expand to 

Switzerland. GJS consulting can provide merchants with the following 

major advantages:

• Certified tax consultants with focus on e-commerce supporting you 

in conquering the Swiss market as fiscal representation with focus on 

e-commerce

• Advice on all tax issues (sales tax, import tax, input tax, etc.)

• Establishment of a digital process for all information relevant to 

Switzerland

• Strong partner network, e.g. in physical logistics in Switzerland and 

abroad

• Merchants are not tied to one logistic or fulfilment partner. Tax 

consulting stays intact if you want to change.

What you need to register for VAT purposes by choosing a fiscal 

representation is explained in a whitepaper by GJS Consulting that is 

available on https://cross-border-magazine.com/e-commerce-switzerland/ 

You can contact Gerrit Schroeder from GJS Consulting direct too:  

gs@gjs-consulting.com or +41 (0)44 387 46 40
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Founding a medical (web)shop
Pieter Joziasse worked as an intensive care expert 
and paramedic. During these years, he had one big 

hobby: building websites. In 2001, he partnered with a col-
league and they became the proud founders of a company 
called Medisol. ‘In full, that is MEDical Internet SOLu-
tions,’ Joziasse says. With the company, Joziasse wanted to 
provide the world of social services with a platform. ‘We 
noticed that people like medical experts, the fire brigade and 
other people who provide (voluntary) first aid had a lot of 
questions. On the platform we built, they could ask ques-
tions about all kinds of medical topics. While the platform 
reached a lot of people, we saw a rising amount of ques-
tions were on where to get certain products related to social 
services and first aid, for example the plates members of 
the voluntary fire brigade put in their car. While we loved 
to help them find these products, it was our cue to invest in 

order to sell these ourselves.’
It was the start of their first commercial activities. ‘In 2003, 
we had our first shop selling these products and a year 
later, we added automatic external defibrillators (AEDs) to 
our assortment. I really wanted that, as it was an extension 
of what I have been doing as a paramedic all these years. 
Finally, Medisol shifted to fully focus on selling AEDs 
and products related to AEDs, like CPR (cardiopulmonary 
resuscitation) dolls. That way, we could fully focus on 
an excellent service, as we could build on an extensive 
knowledge about defibrillators.’ As the platform showed, 
Medisol operated online in the early stages of e-commerce, 
though it was not selling anything at this point. It made 
sense to start selling AEDs online, especially in an internet-
savvy country such as the Netherlands. As a cross-border 
pioneer, the company expanded to France in 2008. ‘Since 
then, I have been fully focussing myself on the web shops. 

LIFE-SAVING 
BUSINESS 
THE AED 
CHALLENGE
Text Nico Hoeijmans // Photos: iStock

E-commerce found its way into the medical market. While this market might be less well-
known, there is a big community of specialists and people who invest in learning about first 
aid, firefighting and resuscitation. What is it like to sell life-saving products in all of Europe? 
We talk to Pieter Joziasse, founder of Medisol, and Job van de Vrie, Support Specialist at 
Medisol, about the demands and differences in the local European markets. 

~ ShopCtrl ~
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These days, we have internationalised heavily, selling in 
sixteen European countries in eleven languages.
Learning in France
Preparing yourself before entering a new market is an 
essential part of expanding your business. For Medisol, 
France was their first country to expand internationally. 
It was a market in which they learned a lot about how to 
handle their business cross-border. ‘It turned out AEDs 
are an even more complex product than we imagined. 
Customer questions were very hard to standardise, as there 
are numerous types of AEDs, from different brands and 
in different types. If we wanted to become successful, we 
realised we had to keep our service in our own hands, close 
to the source of our knowledge,’ explains Joziasse. 

Another thing that had to be taken into account was the 
field of laws and regulations. In the Netherlands, histori-
cally, there has been done a lot 
of research on resuscitation. 
‘It started in the 18th century, 
as the Dutch had to deal with 
the problem of water, the rate 
of drowning men was high. 
Research on resuscitation tech-
niques therefore began early and 
it for us it was no surprise that 
the Dutch are a precursor in the 
use of AEDs too.’

That said, not that long ago only 
ambulance staff and doctors were 
allowed to use defibrillators in 
Europe. ‘When someone goes 
in cardiac arrest, resuscitation 
needs to be started as soon as 
possible. It is a matter of buying 
time,’ explains Joziasse. ‘As only 
ambulance staff was allowed 
to use AEDs, and none were 
publicly available, someone had to provide manual CPR, 
increasing the chances of failure. It was between 1998 and 
2000 that the first AEDs were provided to the public mar-
ket in the Netherlands.’  This made it possible for others to 
use it in case of emergency. In the Netherlands, regulations 
were adjusted in 2002. Other countries took longer to do 
this. France was ready in 2007. ‘Only since 2012 has it been 
allowed for everyone in the European Union to use an AED 
in case of emergency,’ Joziasse concludes.

Providing service to the market(s)
These days, the Dutch market has matured a lot. With 
only a limited number of players, most of them online, the 
market saturated quickly. ‘The occupancy rate of available 
AEDs in the Netherlands is higher than in most European 
countries. Therefore, markets that are less mature, like the 
Swedish market, are far more interesting for commercial 

purposes,’ Joziasse says.

Not only does availability in European markets differ; the 
way of selling varies from one country to another. Joziasse: 
‘In the Netherlands, we sell fifty-fifty to resellers and end 
consumers. Considering our market share here, it is very 
likely that if you see an AED somewhere, that is order on 
our shop. Other markets have a different ratio. In France, 
for instance, we focus on resellers while the Italian market is 
very much directed to end-consumers.’ 

Something that benefits both end-consumers and resell-
ers, no matter their location, is that Medisol has a brand 
independent strategy. The online provider delivers all kinds 
of AEDs, of different types and brands and in different 
languages. As well as this, it is able to provide in-depth 
information on all of these products. ‘Often, our competi-

tors are contracted by one 
or two manufacturers, 
which means they are more 
likely to be slightly biased 
in their advice. It makes 
sense, as they feel the need 
to sell their products,’ tells 
Joziasse. ‘Becoming brand 
independent took us a 
while. Now that we have 
gained a dominant position 
in the market, though, we 
are highly benefitting from 
this strategy. It is highly 
valued by our customers, 
too.’ 

In-house strategy
While selling in sixteen 
markets, the French 
example illustrated to 
Medisol that it wanted to 

specifically do all of the work for all their markets in their 
headquarters in Vlissingen, the Netherlands. ‘We adjusted 
our expansions strategy to make this possible,’ says Joziasse. 
‘When we want to expand to a new country, we look for a 
native speaker that wants to work and move to the Nether-
lands. That person has a lot to say about our local web shop 
for that country. Not only will that person be in charge of 
communication and sales of that region, they also get their 
say in what the web shop should look like. It is important 
for us to know if we should embrace specific uses or need to 
be warned of others, especially as we want to present our-
selves as local as possible. Our natives, for example, know to 
which national and local medical councils we should reach 
out. By having these local collaborations, we can present 
ourselves as a company with sixteen local subsidiaries,’ he 
states.

HAVING ALL OF OUR 
SHOPS AVAILABLE ON 

ONE SYSTEM GIVES 
US A HELICOPTER 

VIEW OF OUR TOTAL 
ORGANISATION. 
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Delivery takes place from the Vlissingen headquarters 
as well. ‘Same-day delivery is not yet a necessity in our 
market,’ Joziasse says. ‘A 48-hour delivery window for all 
of our markets is considered very fast. It enables us to keep 
logistics close as well.’

Managing sixteen shops
Managing and centralising sixteen shops, automating 
processes as much as possible and still trying to be as local 
as possible can be hard. Support specialist Job van de Vrie 
steps in when we talk about this technical aspect of the 
company. ‘At Medisol, we work on one platform to manage 
all of our shops. That means, instead of using all different 
Magento solutions for our shops to manage them, shop by 
shop, we can manage all of it together from our ShopCtrl 
platform system. That is highly beneficial for automating 
processes like invoicing, confirmation emails and delivery 
templates,’ he states. It helps the company efficiently use 
resources as well. ‘Working on one system enables us to let 
someone from the Dutch customer service department assist 
on another shop, as we can automate messages with his or 
her expert knowledge.’

Joziasse and Van de Vrie highlight one aspect of the 
ShopCtrl system as major benefit. ‘Having all of our shops 
available on one system gives us a helicopter view of our total 
organisation. With reports we can download, we can see with 
just one look how our different shops in different countries 
perform. We can adjust our strategy in these countries and 
can see where we need to put some extra effort. Not having a 
platform like this would make it much more difficult to get a 
clear view of where you are at as a company.’

The platform benefits the works of Medisol in another way 
as well. ‘The ShopCtrl solution has a tailor-made service 
contract functionality for us, which is very helpful. We can 
automate a lot of the processes for our service contracts, 
which are a big challenge in the field of medical care,’ says 
Van de Vrie, continuing: ‘We register all AEDs on our 
system. That way, we can see where they are shipped to 
and know which serial number is assigned to that AED. 
It is why we put high pressure on our resellers to carefully 
register all AED on our system.’

Joziasse adds: ‘When an AED is used, or not used for a long 
period, some of the equipment has to be replaced. When 
customers have a service contract, we proactively notify them 
if parts of the AED have to be replaced, for example the 
electrodes as they have a gel layer that cannot be used after 
two years. The battery has to be checked regularly as well. We 
can do that because all the information is registered on our 
system.’ Van de Vrie adds: ‘Ultimately, working on one system 
brings a lot of processes together: service, invoicing, delivery. 
It is making life much easier for us.’   

A view on the future
Medisol is still expanding rapidly through Europe, as well 
as consolidating its position in more mature markets. ‘Our 
system is scalable, ready for growth,’ says Joziasse. That 
future has a social goal as well. ‘Our target is that every 
inhabitant in Europe has access to an AED within six 
minutes by 2025. We want to grow as a company, but from 
my personal point of view, we want to help save lives, as we 
have done for the most part of our lives,’ he concludes. ••
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WHAT’S NEW IN 
EU E-COMMERCE 

PAYMENTS?

Spotlight on ...

Text: Alan Rhode, Co-Founder Taxmen

New “strong customer authentication” (SCA) 
From the new “strong customer authentication” (SCA) 
to the tighter PSD2 regulations for marketplaces, it is 

extremely important for digital players to be constantly up-to-
date with EU and national laws concerning online payments.

New “strong customer authentication” (SCA) 
From 14 September 2019, European merchants will be required by 
law to provide card issuers with two “independent authentication 
factors” from customers for online transactions to be approved.

The new rules mean that customers will no longer be able to 
checkout online by using just their credit/debit card data: customers 
will be required to provide an additional form of identification.

The independent authentication factors should include two out 
of the following three factors:
• Something customers know (for instance, a password or PIN);
• Something customers have (for instance, a device or credit card);
• Something customers are (for instance, a fingerprint or other 

biometric).

Starting from 2018, the gradual implementation of the Payment Service Directive 2 ((EU) 
2015/2366), known under the acronym “PSD2”, is making e-commerce transactions easier 
and safer for consumers. At the same time, the new set of rules places new administrative, 
technological and economic burdens on online merchants. From the new “strong customer 
authentication” (SCA) to the tighter PSD2 regulations for marketplaces, it is extremely 
important for digital players to be constantly up-to-date with EU and national laws 
concerning online payments.
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The new SCA requirements, first set forth by Article 97 of the 
PSD2 and then spelt out in detail by the subsequent Regulatory 
Technical Standards (RTS) adopted by the EC in November 
2017, will certainly apply to online transactions where both the 
payor’s PSP (issuer) and the payee’s PSP (acquirer) are located 
within the European Economic Area (EEA).

In other cases, albeit the SCA is not expressly limited in its ter-
ritorial scope, geographical limits are likely to apply: for instance, 
according to an opinion by the European Banking Authority, 
“SCA applies to all payment transactions initiated by a payer, 
including to card payment transactions that are initiated through 
the payee within the EEA and apply only on a best-effort basis 
for cross-border transactions with one leg out of the EEA” 
(EBA-Op-2018-04).

The tightening of EU security rules for online transactions is 
aimed at reducing the number of online card frauds: according 
to the “Fifth Report on Card Fraud” by the European Central 
Bank, published in September 2018, during 2016 the total value 
of card-not-present (CND) fraud increased by 2.1% compared 
with the previous year, reaching €1.32 billion. Furthermore, 
CNP fraud, nowadays covering mainly “online fraud”, has be-
come the most prominent type of card fraud, amounting to 73% 
of total card fraud losses in 2016.

Nonetheless, payment service providers will still be able to 
decide not to apply SCA in some statutory cases: by example, 
for (online and mobile) remote payments worth up to 30 euros, 
except when a cumulative value of 100 euros is reached or when 
five payments of up to 30 euros have been carried out without 
strong customer authentication.

Likewise, SCA will not be mandatory where the payer initiates 
a contactless electronic payment transaction provided that the 
individual amount of the contactless payment does not exceed 
50 euros and, also, that the cumulative amount of previous con-
tactless electronic payment transactions from the date of the last 
application of strong customer authentication does not exceed 
150 euros or the number of consecutive contactless electronic 
payment since the last application of strong customer authenti-
cation does not exceed five.

“Ban” on payment card surcharges
As the recitals to the PSD2 acknowledge: “Different national prac-
tices concerning charging for the use of a given payment instrument 
(‘surcharging’) have led to extreme heterogeneity of the Union’s 
payments market and have become a source of confusion for con-
sumers, in particular in the e-commerce and cross-border context. 
Merchants located in Member States where surcharging is allowed 
offer products and services in Member States where surcharging is 
prohibited and surcharges the consumer”. 

Adding to the existing IFR (Interchange Fee Regulation) that 

came into force in June 2015, the PSD2 now prohibits online 
merchants from applying additional fees to consumers on certain 
consumer card transactions. By example, merchants, including 
ticket, travel and food delivery sites, are no longer allowed to 
charge consumers additional fees for the mere fact that the latter 
are paying by debit/credit card.

The surcharge ban applies if:
• the consumer’s bank or card issuer and the payment provider 

of the merchant are both located in the EEA; and
• the consumer carries out a payment using a debit/credit card, 

or an EUR payment using direct debit or credit transfer (e.g. 
SEPA).

Even in those cases where the surcharge ban is not applicable, 
the amount of any surcharge imposed may not exceed the cost 
incurred by the online merchant in accepting such particular 
payment method.

Tighter PSD2 regulations for marketplaces
As we all surely know already, marketplaces are e-commerce sites 
where third-party companies, usually defined as “business users”, 
can sell their products or services to consumers.

Many online marketplaces collect funds on behalf of their business 
users. In such cases, marketplaces are offering payment services 
(they offer to their customers various payment methods and they 
receive funds on behalf of the associated business user). Nowadays, 
most payment services are strictly regulated under the PSD2 and 
payment system providers need to be authorised/licensed.

Under the previous PSD, in some cases marketplaces did benefit 
from the ‘commercial agent exclusion’ applicable where an online 
marketplace negotiates or concludes the sale and purchase of 
goods and services on behalf of the payer or the payee. In such a 
case, no license is required.

Yet, different interpretations of the ‘commercial agent exclusion’ 
by national EU regulators made it quite difficult for online mar-
ketplaces to apply the commercial agent exclusion consistently 
throughout Europe.

The scenario, however, has now changed with the PSD2.
The PSD2 explicitly clarifies that the commercial agent exclu-
sion only applies when the commercial agent acts only on behalf 
of either the payer or the payee, not both, in spite of whether or 
not they are in possession or control of funds.

It seems that, under the newly-interpreted regulatory frame-
work, the only available solutions for those marketplaces without 
a license in order is to make changes to their contractual terms 
and/or business model. Some payment software providers have 
devised solutions, already available in the market, which may 
help for this purpose. ••

Alan Rhode is a co-founder at Taxmen, the one-stop-shop for legal and tax services to the e-Commerce industry.

~ Spotlight on ~
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