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2020 - a year of changes, challenges, disruptions 
- and learning how to ride the waters through 
COVID-19. Since the pandemic, digital, 

e-commerce, delivery, and instant commerce businesses 
have all boomed and thrived. Those companies who 
have understood the new demand and shifted their 
value propositions accordingly are able to succeed and 
grow even faster. As an entrepreneur and international 
expansion advisor, I will outline why it is important to 
understand what kind of trends your business needs 
to adapt to, as well as how to prepare for international 
expansion and enter new markets successfully.

1. Adapting to new trends in e-commerce and digitalisation
Changes in e-commerce due to COVID-19 are here to stay – 
there has been a “permanent transformation” in how potential 
buyers research and interact with B2B and B2C companies. 
e-commerce has risen to ~30% share of addressable retail1, and 
research has shown that consumers spent an average of 25 more 
minutes per day on mobile devices last year2. Industries ranging 
from retail and shopping to food and beverage are all affected 
by this accelerating shift, as clients are demanding more fast 
and efficient digital solutions. Companies with more traffic 
and business conversions can thank their quick adaptations 
and understanding of the need to pivot their proposition to 
the customers. Start- and scale-ups need to place the buyer 
journey at the centre of everything, and so adapt their strategy, 
processes and resource allocation to this. Refocus your sales and 

marketing efforts to facilitate purchases and the buyer journey. 
Use omnichannels to engage, create content and use the right 
channels and information for hyper-automated engagement 
with customers, such as using a personalised ROI calculator 
for a specific solution or website personalisation. Thus, to be 
successful in 2021, it’s crucial for B2B and B2C start- & scale-
ups to get a solid grasp on, and efficient plan for, their online 
strategy.

2. Riding the ‘international expansion’ wave
Research, research, research! Often, business owners 
underestimate the complexity of expansion into other markets 
and do not understand well enough that, if you overlook the 
intricacies of a new market, it can prevent you from succeeding 
there. Typically, failures during international expansion fall into 
these categories:

1.   Not being ready: Rushing in - without proper research and 
preparation. Also, the right timing plays an important role.

2.  Picking the wrong market - and not being able to retreat 
without burning too many resources. Sunk cost fallacy alert!

3.  One-size-fits-all approach: No localised go-to-market 
strategy, missing local product-market-fit and not taking 
different cultures into account.

4.  Wrong organisational setup and not enough funding, which 
can lead to less sustainable growth than expected, and it all 
might fall like a house of cards.  

To avoid those mistakes and to de-risk your expansion, look at 
how to adjust your business accordingly to the demands of the 
new market, local culture and new trends. Just because certain 
elements work in your home market, this does not mean that 
they can be copied and pasted into new markets. At weGrow, we 
provide companies with tools such as a growth readiness check, 
to make sure that all stakeholders are aware of the necessary 
key items to de-risk expansion. We often see that unsolved 
challenges are being scaled into new markets - and this will 
hurt later on. You need to assess your company’s strengths and 
weaknesses, and position your business in the new market; do 
not rush into expansion. 

Have lots of fun ‘riding the wave’ while succeeding in new 
markets! 

Best wishes,
Gernot Schwendtner, Co-founder, weGrow International
weGrow is a hands-on consultancy specialised in helping startups 
& scale-ups achieve fast and sustainable international growth. - 
www.wegrow.company/

FOREWORD
~ Welcome ~

LEARNING HOW TO “RIDE THE 
WAVE” AND WIN NEW MARKETS
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COLUMN
WHERE WOULD WE BE WITHOUT E-COMMERCE?

Unfortunately, COVID-19 is still present in most countries across the globe. 
Bad for mankind, good for the e-commerce business, as the online sales 
numbers are still rising high. In fact, where would we be without e-commerce? 

E-commerce has been shown to be a necessity for keeping the economy at least 
somewhat running by getting products to the end consumer when they have to stay in. 
In fact, it has helped many retailers stay alive during these difficult and uncertain times 
when closing their physical stores was an obligation due to the strict rules of lockdown. 
A good example of this issue is the Portuguese company PAEZ, a company that sells 
espadrilles, and how they navigated their way through the ‘perfect storm’ of facing 
difficult COVID-19 challenges and finding creative ways to overcome them. 

Meanwhile, YourSurprise tells us their unique story of selling personalized gifts and 
explains the positive impact COVID-19 has had on their online and cross-border sales, 
as well as how their steady growth has been affected. Their international ambitions 
haven’t stopped!

In addition to the COVID-19 impact, Brexit has also brought 
certain difficulties to cross-border retailers who export their 
products into the United Kingdom or the other way around. This 
issue provides a perfect solution to tackle these Brexit challenges 
so that you don’t have to shut the UK market or your EU market 
down in sales.  

Trying to look to the future, it is still uncertain when this 
pandemic will come to an end, but I do sincerely hope that we 
will all be able to meet face-to-face again very soon. Maybe 
during an e-commerce event, as I see this is also starting up 
again step by step.  

I wish you a lot of reading pleasure!

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

COLOFON
FOUNDER & PUBLISHER JEROEN LEENDERS

EDITOR-IN-CHIEF SANNE LEENDERS

EDITORS RUUD DEN ROOIJEN, LAURA MARTIN

GRAPHIC DESIGN & LAYOUT NICO HOEIJMANS

 

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 in 
association with EcommerceNews.eu. 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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HOW PAEZ 
NAVIGATED 
THEIR WAY 
THROUGH 
THE ‘PERFECT 
STORM’
  Text: Sanne Leenders // Photos: PAEZ
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~ Salesupply ~

PAEZ was born in Argentina, transforming the 
classic gaucho alpargata—better known as 
espadrilles—into a fashion icon, an idea that 

crosses borders and spreads the PAEZ lifestyle worldwide, 
turning the dream of a group of friends into a community 
of dreamers that keeps growing.

A year of maintenance 
“Before the COVID-19 outbreak, we wanted to maintain 
a strong offline presence in our main markets - Portugal, 
Spain, France, Italy and Poland. We were preparing for 
a normal summer while managing the further transition 
of the company. We were providing support for our B2B 
customers, maintaining a strong presence in our key ongoing 
legacy markets, and preparing a communications campaign 
to celebrate the coming of 
PAEZ to Portugal. We had 
everything prepared for the 
summer; we were ready to 
go,” says Francisco.

“March 1st was the starting 
shot of the marathon. We 
were ready to ship out our 
products to all of our clients, 
and we were prepared for 
what we expected to be a 
very good summer for our 
offline channels. Meanwhile, 
we were revamping and 
firing up all the social and 
digital platforms. Next in 
line was the logistics. In 
2020, our logistics hub was still located in Barcelona, and the 
plan was to move it to Portugal after summer. Apart from us 
being there, Portugal is also our strongest market, with 60% 
of our sales being there. Therefore, it makes a lot of sense for 
the logistics hub to be based in Portugal,” he adds. 

Ready to rumble
“We were excited and ready for what we called ‘a summer of 
maintenance,’ not necessarily experiencing crazy growth but 
getting a hold of handling everything with a small and new 
team and establishing a good relationship with our ongoing 
customers and becoming closer to them. However, this did 
not proceed in the way we wanted or imagined.”
On that faithful day, March 15th 2020, we received emails 
from most of our distributors saying that they wanted to 

cancel their orders. They did not 
want us to send the products 
because they could not pick them 
up from the warehouse (due to 
lockdown), nor would they pay 
for them. From that point on, 
everything was on hold, and the 
distributors were very uncertain if 
they could reopen their business. 
That week was all doom and gloom.”

Back to the drawing board
“We decided to wait and see for a while since there 
was no need to try and pump out our products yet. We 
created a quick online campaign to communicate and 

emphasise that PAEZ is 
super comfortable to wear 
around the house - which 
is true. In addition, we were 
trying to understand what 
we could do to overcome 
some of the burden of 
having most of our products 
stuck in the warehouse. 
We managed to create a 
few new partnerships with 
marketplaces, which helped, 
and we started an aggressive 
discount campaign to sell as 
many pairs of PAEZ before 
the summer,” Francisco 
explains. 

“The world returned to being somewhat normal during 
the summer, and we were able to remove our discounts. 
However, this was short-lived as COVID-19 hit once again 
and people went back into quarantine, and we had to ramp 
up our discounts again.”

COVID-19 taskforce
“We created an ongoing COVID-19 taskforce to ensure 
customer satisfaction. The taskforce would meet virtually 
twice a week to discover and handle ongoing issues and 
prevent them. The customer service team of our partner 
Salesupply played a big role during this process,” says 
Francisco.

Imagine you are in the middle of a transition after taking over management of an 
international fashion brand, and all of a sudden, COVID-19 comes creeping around the 
corner. This was the case for the new team at footwear brand PAEZ. Francisco Lacerda, at the 
time Operations Manager at PAEZ, tells us about the ‘perfect storm’ and 
how the company navigated its way through the COVID-19 chaos.

“WE HAD 
EVERYTHING 

PREPARED FOR 
SUMMER; WE WERE 

READY TO GO.”
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~ Salesupply ~

“Right around the start of the pandemic in Spain, we 
experienced IT issues resulting in a period of almost 40 
days in which customers were not able to reach us. When 
COVID hit Spain hard, logistics became problematic as 
well. At this point, we sat down and made a list to start 
solving all of these problems. 

We took cases one-by-one. We were very open in our 
communications towards our customers and shared our 
issues with them. Ultimately, this created a lot of goodwill, 
positive social media comments and a lot of understanding 
emails from customers. 

“There was constant communication between the Salesupply 
team and us to solve the issues. They would handle the 
regular cases, and when it came to more exceptional cases, 
they would directly communicate with me. I could see 
significant progress from the time when the customers were 
not able to reach us. The negative comments on social media 
platforms were put to a stop because of the amazing progress 
we made.”

Going the extra mile
“For some extreme customer cases, we really had to go the 
extra mile. For example, I had to drive an hour out of Lisbon 
to exchange the shoes of two customers that got mixed 
up. Logistically, there was no other way to arrange this. 

However, it resulted in satisfied customers.”

“We experienced some repeat purchases from customers 
that had issues with us earlier that year. They mentioned 
that their first experience was horrible, but their second 
experience was excellent, and they received their purchases 
within two days.”

Outlook for 2021 and beyond
“This year, we will run our online operations with military 
strictness because that is where the revenue will come 
from. In addition, we need to be out there, outspoken, fun 
and present offline. By the end of this summer, all stores 
will be ordering their collections for 2022. Therefore, they 
need to have PAEZ at the top of mind. Especially because 
in the coming year, we are introducing recycled materials 
for the first time and also producing our first 100% vegan 
collection.” Francisco said, looking forward.

It ’s another step forward in the brand’s commitment to 
“walk the talk” - continuing to make responsible choices and 
sticking to their core values. For this summer, they’ve also 
increased their marketing team in an effort to continue to 
remain close to customers. ••
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““68% of shoppers made
e-commerce purchases 
outside their home
country in 2020” 

Apparel, toys, and health 
& beauty are the most 
favoured categories

47% of Millennials spent 
more than $500 on 
crossborder purchases in 
2020

Gen-Zers are the group 
most likely to buy directly 
from brands  

Get your free copy of “Global Voices 2021. Cross-Border Shopper Insights” 
– the industry’s most comprehensive study of Cross-Border e-commerce.
www.eshopworld.com/globalvoices2021

If you’d like to learn more about how to grow your cross-border 
e-commerce revenues, talk to us at growmybrand@eshopworld.com

Learn about the behaviours 
and attitudes of 22,000 
Cross-Border Shoppers in 11 
key international markets 
– the Why, Where, What 
and How they like to shop 
across borders.
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~ PostNL ~

GETTING 
RETURNS 
RIGHT

Text: Fiona Passantino  // Photos: PostNL, Passa Sports, Spring, Sawyer Bengtsonk
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Due to the ongoing coronavirus crisis, most of our purchasing 
is happening online by necessity; 51% more from domestic 
e-tailers and 33% buying internationally1. The crisis is 
bringing new buyers into the digital market and increasing 
the purchasing strength of existing ones. Many enjoy the ease 
and convenience and will most likely linger long after the 
crisis subsides.  
 
By 2022, global online fashion sales will account for 36% of 
total sales2. But items purchased online have a high average 
return rate – about 30% of clothing and fashion items are 
returned to the retailer; a surprisingly high number when 
compared to an 8.89% return rate at a brick-and-mortar 
shop3.
 
The online buyer is unable to try on the shoes they are 
considering nor feel the texture of a scarf; they look more 
carefully at an e-tailer’s returns policy and consider their trust 
in the brand before making an online purchase. Some 49% of 
customers report that returns policies influence where they 
choose to shop, with 18% only choosing shops that offer free 
returns4.
 
The goal for everyone is a better customer experience for the 
entire length of their journey and fewer returns. If an item 
has to be returned, it’s in everyone’s interest for the process to 
be smooth, easy, efficient and sustainable. 

Reducing the number of returns  
The first step towards reducing returns is gathering data. 
Who is making the returns? What types of items are being 
returned most, and why? Are you seeing an increase in 
incorrect shipping information? If a customer is returning an 
item and has built a fair amount of loyalty, chances are they 
will honestly explain why they are returning an item, provided 
your people are listening. This data is key and should drive 
your returns policy. This information is also very helpful to 
future customers considering the same item.

Better packaging  
Around 20% of returns are due to damage5. This is a fairly 
easy one to fix; take a good look at your packaging processes, 
from wrapping materials to boxes. Double checking that the 
correct item, colour, number and type goes into the box in the 
right way reduces the number of returns down the road. 

More information at point of sale 
The more information you can offer about an item at the 
point of sale, the less likely it will be returned later. Accurate 
descriptions with size measurements and specifications help. 
Online sizing charts or conversion guides are useful tools and 

~ PostNL ~

With holiday shopping behind us, it’s time to focus on the final stage of the customer 
journey: returns.  A sale is only complete when the customer is happy with the item 
they ordered and keeps it. While it’s no one’s favourite part of the journey - neither 

the customer nor the retailer - returns are an unmissable part of the complete purchase cycle: a 
vital customer touchpoint and opportunity to delight and build trust with a customer. With so 
much choice in the online shopping world, buyers have plenty of options. It pays to get returns 
right.

THE SHIPPER’S PERSPECTIVE

Medy Talib is the Portfolio Manager 

for International Returns at PostNL, 

overseeing the cross-border returns 

process for over one million items 

shipped each year. 

“Our goal is to make it easier for 

e-tailers to grow and ship overseas. 

Offering returns enables growth. 

Consumers have come to expect this. 

We help e-tailers reduce the number of returns they receive and help them 

achieve a more sustainable, efficient, affordable inbound journey. This is 

a win for everyone. We provide tips and tricks, advise smaller operations 

to share the cost of returns with their customers and suggest pinpointed 

customer profiling to identify the serial returners. 

“We are aware of the high cost of returns to a webshop, particularly the 

smaller ones, and we try to keep costs as low as possible. International 

returns used to drip in one item at a time. But now we offer a consolidated 

service, which bundles these items together, and schedule deliveries in ways  

most convenient to the customer. Our portal offers 24/7 label retrieval and 

track and trace in 22 languages. This takes some of the strain off an e-tailer 

customer service desk, a big cost centre for most webshops. 

“Reducing our carbon emissions is a priority for us. We work with 

international partners and choose those partners with as many dropoff 

points as possible, and balance that with those offering lower prices. At the 

same time, we gather data from our partners about their CO2 emissions, 

and actively choose the more sustainable players. Within Europe, we strive 

to ground shipping options, rather than flying; this does a lot to reduce 

emissions. We try to combine shipments as much as possible so that the 

trucks are always full. 

“In the future, we would like to launch a green solution for international 

returns and a cost-sharing functionality which would allow e-tailers to share 

the cost of returns with customers.”
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~ PostNL ~
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~ PostNL ~

easy to incorporate into your shop. Show multiple photos of 
the item at different angles, in use and up close. This is also 
a great place for reviews and other customer testimonials. If 
more than half of previous customers found that a certain 
sweater ran small, you can safely suggest a different size to 
other shoppers. 
 
It’s also important to gather information, as many items come 
back undelivered. Checking the accuracy of a shipping address 
is a good move; an address check API at the point of sale can 
help. 
 
Tackling poor customer behaviour 
We’ve all ordered several items online with the intention 
of returning one of them. But some buyers make it a habit. 
What about the customer who regularly orders ten pairs 
of shoes only to return nine? Returning a blender that has 
clearly been used for a special event? These are the actions of 
serial returners.  
 
Shoppers aged 18-34 are some of the worst offenders. 
German online retail giant Zalando reports return rates of 
up to 50%6. Some 22% of these shoppers confess that they’ve 
intentionally bought more items than they intended to keep7. 
Even retail giant Amazon announced that it was considering 
imposing a lifetime ban on customers that habitually return 
merchandise, as they represent a net drain on the company’s 
bottom line. 
 
This is a difficult balancing act. Most shoppers buy and return 
in good faith, so it’s important not to punish loyal, responsible 
actors to reduce serial returning from a few. Good data can 
help find the patterns and pick these customers out of the 
crowd. These individuals can be asked to cover some of their 
own shipping costs or pay a percentage back for every item 
returned.  

Reach out to serial returners on a human level. Show them 
their own shopping and returning history; the numbers 
often speak for themselves. If retailers explain the effect their 
behaviour has on the environment, on their favourite shop 
and on pricing in general, often they can convert a serial 
returner into a responsible buyer. Serial returners buy a lot 
online, and once they clean up their act, they can become 
valuable customers. Advocates, even. 

International returns 
What about when a shipment crosses a border? Given Brexit 
and the ongoing complications due to the coronavirus, many 
e-tailers are choosing not to offer international returns or 
avoid shipping to certain countries. Many e-tailers don’t 
take the returns preferences of each destination country into 
account. 

In general, 9% of international purchases are returned, 
but more than 25% of these shipments did not include a 

convenient return label nor the option to print it out on a 
customer history page8. 
 
While international returns might seem complex, 
understanding the process and making a few small 
adjustments can make international returns just as easy as 
those carried out in-country. International returns can be 

THE E-TAILORS PERSEPCTIVE

Returns done right: a conversation with 

Robert Jan Peters, the founder and co-

owner of Dutch-based Passa Sports. 

 

“A return is the final part of the 

purchasing process; the last experience 

with the company the customer will 

remember. If the customer has an 

excellent experience from start to 

finish, even if  returned the goods and 

we didn’t earn anything, then it’s likely that the customer will order from 

us again.” 

 

Sportshop.com is the leading sports retailer in the Netherlands. Orders from 

abroad are nearly 30% and growing with Germany and Sweden leading 

the pack. Those orders are larger with fewer returns; about 12%. This 

combination makes international sales very attractive.  

 

“We ask customers abroad to alert us in advance of their intention to return. 

We can see what the customer wants to return and give  instructions to 

drop off the parcel locally. PostNL has a good European network and offers 

a consistent returns solution throughout. For many of our orders, we use 

PostNL returns solutions with a self-print label. 

 

“Providing detailed information to the buyer at the point of sale and 

keeping those lines of communication open with the buyer during the entire 

returns process is key. Not all our international buyers speak good English, 

so we try to offer support in their local language as needed. 

 

“Domestic returns are freethis includes Belgium and Sweden, since we have 

distribution points thererunning about 35% of all sales. Buyers in France, 

Spain, Portugal and other countries are expected to pay their own shipping 

costs for returns or exchanges, so they are more careful buyers.  

 

“We are still shipping to the UK, but are taking a wait-and-see attitude 

before expanding this market. Brexit has complicated matters, increasing 

shipping times by 1-2 days and there are still issues with customs. But 

eventually, this will sort itself out and processes will run smoothly again. 

 

“In the future I would like to see returns and exchanges proceed more 

quickly in our international markets. Once the buyer pre-alerts the return 

item, the weight and size of this item can be checked at the drop-off point 

to see if the return is on the way, without anyone opening the parcel en 

route. We would already be able to start the return or exchange process with 

this simple check and shave a few days off the shipping times.”  
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followed across borders using track & trace. Good returns 
overviews can be seen via ready-to-use portals, API and IT 
integrations. 

Making returns more sustainable 
Returns are, by definition, less sustainable than a first-time-
right purchase cycle. While returns emissions are lower 
than for outbound shipments, there is room for increased 
sustainability. 
 
Reusable containers built for returns are a good place to start; 
these knock out the waste of the box and the packaging and 
improve the customer experience at the same time. Multi-use 
zip-bags, such as the fashion pack with pre-printed labels in 
or on the package, make it easy for the returns customer to go 
waste-free. 
  
The future of returns 
eCommerce is growing, and with that, return volumes will 
also increase. What else are we likely to see in the years 
ahead?  
 
Buyers already expect free and easy returns, and these 
expectations will become more entrenched. With more 
and better data flowing in, we will better understand buyer 
behaviour. The problem of the serial returner will need a 
sensible, human approach that effectively balances the needs 
of both buyer and seller.  
 
There is a high demand for green returns solutions from 
buyers and e-tailers alike. International returns will soon 
become as easy as those conducted in-country. We will see 
more green returns proposals offered by the larger shopping 
and shipping giants. This can take many forms: incorporating 
offsets, allowing the buyer to opt for slower, ground delivery 
or an emissions-free vehicle.  
 
In general, we can expect a greater awareness on the part 
of sellers that free and easy returns are a fundamental part 

of a complete sales cycle. We will see more smart solutions 
and more personal approaches that more closely match 
the capacities of the e-tailer. There will be more returns 
features embedded at the point of sale, more and better data 
collection, more tailor-made solutions, and more varied cost-
sharing options for small businesses. More listening channels 
in place to hear the customer’s voice when things go wrong, 
so weak links in the returns chain grow stronger. ••

Pattern

We act as the authorised 
seller for brands who want to 
grow their sales on 
marketplaces, and are one of 
the largest Amazon sellers in
the world

How we work with brands:

You sell us your stock at an agreed 
wholesale price, and ship it to us in 
the UK or mainland Europe

We take care of everything to list 
and sell your products on Amazon in 
each market 

We both benefit from investing in 
your brand’s Amazon presence to 
grow your sales

For more information visit

www. pattern.com/uk 

or email:

uk@pattern.com
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~ eShopWorld~

Pattern

We act as the authorised 
seller for brands who want to 
grow their sales on 
marketplaces, and are one of 
the largest Amazon sellers in
the world

How we work with brands:

You sell us your stock at an agreed 
wholesale price, and ship it to us in 
the UK or mainland Europe

We take care of everything to list 
and sell your products on Amazon in 
each market 

We both benefit from investing in 
your brand’s Amazon presence to 
grow your sales

For more information visit

www. pattern.com/uk 

or email:

uk@pattern.com
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Back in 2010, the DNVBs (Digital Natives Vertical 
Brands) created a new trend of business model that 
caught my eye from the very first moment, and 
year by year we have seen its amazing evolution. I 
followed this phenomenon closely, looking at how 
D2C online brands like bonobos.com, casper.com, 
or dollarshaveclub.com were disrupting the retail 
industry.

Also, since 2016, I have been particularly involved as 
a mentor/investor of stunning online brands such as 
mamoriginals.com and flipandflip.com.

This phenomenon has scaled to a level to which some people 
aren’t even aware that a brand they know and trust is actually 
a DNVB. It’s to the point that the Love Index report of 
Accenture revealed that four of the top five most loved brands 
were actually DNVBs. 

As always, the first brands that arrived in the market got 
the big slice of the cake faster than the ones that arrived 
later on. This model, based on strong storytelling, is quite 
dependent on online acquisition, and its margins are affected 
significantly by increasing costs in advertising, both on 
Google and Facebook.

Capturing the audience’s attention is pretty hard with the 
huge amount of advertising we see every day. Nowadays, the 
cost of advertising can easily be 50% of the product price. For 
a newborn DNVB, it’s an almost impossible cost to take on.

As the costs increased and consumers evolved, this issue 
became a critical pain point for all digital native vertical 
brands. It became a weakness to be faced.

Some DNVBs faced it by opening physical stores to reach 
new customers without depending so much on social 
networks. New channels, new challenges. 

In the last few years, we have seen a new variation in the 
DNVB model called ONVB.

But, what’s an 
Omnichannel 
Native Digital Brand?

Still native, still digital, still a brand focused on storytelling 
but with an omnichannel touch to escape advertising 
dependence. 

In the end, it’s nothing new, but it’s a fresh new look to a 
successful business model, reducing it’s bigger pain point. 
ONVBs still face advertising costs but have a wider range of 
opportunities to reach their customers.

The key to their success is the balance between sectors. Every 
channel has the back of the other ones when hard times 
come. The moment we are living in right now is a great 
example of difficulties to overcome. This balance is not easy to 
achieve, though. 

When you want a real omnichannel business, you must be 
able to not only collect and analyze data from your website, 
but it is utterly necessary to get data from all your other 
channels. And to get it in real-time.

There are great solutions out there to manage your data, and 
if you really want to succeed with your ONVB, choosing the 
perfect platform for your business will make all the difference. 
••

COLUMN
THE NATURAL EVOLUTION OF DNVBS TO ONVBS

~ Ronan Bardet ~

2020 was definitely the year of the e-commerce revolution, its 
rise has been incredible and badly needed in markets like the 
Spanish one where consumers were still, let’s say, getting used 

to buying online.

RONAN BARDET

Founder of EGI Group & Club eCommerce;  I have been named one of the Top 

10 Spanish eCommerce Influencers with more than 17 years of experience in 

the Digital Commerce industry.

I am an expert in SaaS Retail Tech & eCommerce Tech Startup acceleration 

(sales + marketing + capital). My passion for the industry has led me to 

launch and grow many Digital Commerce tech startups in Spain and create a 

specific acceleration program for them. As an eCommerce expert, I have also 

mentored many Spanish DNVBs / D2C Brands.
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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 are focusing on telecom, technology, and customer service. Gerard 
Nijboer is the Product Manager at Sound of Data, a super telecom company for customer 
service centres, using their smart telco solutions for customer service to route 300 million 

interactions annually. Gerard tells us about their latest innovation 
and the current trends in e-commerce and customer service.

A CUP OF COFFEE WITH…
Gerard Nijboer, Product Manager Sound of Data

SUBJECTS’ RIGHTS: 
THE VOICE CHANNEL IS KEY TO CREATING PEOPLE-

BASED EXPERIENCES AND LOYAL CUSTOMERS IN 

AN OMNICHANNEL WORLD. IT GIVES BRANDS A 

VOICE AND CUSTOMERS A LISTENING EAR.   
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~ Coffee Corner ~

Coffee or tea? When and how?
“I love a good cup of coffee! Two, early in the morning 
and sometimes one more in the evening. While 

contemplating the question, I noticed that some of my best 
cups of coffee are linked to holiday memories. Like when I was 
on the road in the middle of the night or at a beach bar the 
next morning, kickstarting the day. Apparently, the summer 
holiday of 2017 with my lovely wife and newborn son has a lot 
of links with coffee.”

Can you tell us a bit about Sound of Data?
“We’ve been around for over 30 years and in that time have 
become an expert in the customer service voice channel. 
We help corporate brands, media companies, and charities 
integrate voice into their customer journey. We provide a wide 
range of voice services for customer service and e-commerce 
and seamlessly integrate this channel into today’s omnichannel 
world, both in the Netherlands and abroad. We work for 
companies who want to distinguish themselves from their 
competitors by providing excellent customer service. They 
understand that this is crucial for customer satisfaction and 
brand reputation.”

Could you tell us something about the current 
innovations within customer service voice channels?
“An amazing innovation is the implementation of 
conversational AI in the voice channel for customer service 
purposes. Using ever-evolving technologies such as Text-To-
Speech (TTS) and Automatic Speech Recognition (ASR), 
you can literally talk with a “chatbot”. The chatbot has all 
possible resources of information at its disposal, it’s not limited 
by office hours and always remains calm and polite. There are 
a lot of opportunities appearing because cloud technologies 
are becoming more accessible and affordable. This leads to 
innovations that make the voice channel what it should be: an 
important customer service channel for the moments when 
service really matters.”

How does your technology improve the customer 
experience?
“Our voice platform maximizes customer service accessibility 
by distributing inbound calls most efficiently over multiple 
contact centres. So when a contact centre has less capacity, 
performs less efficiently or has a complete outage, our platform 
can automatically adjust the distribution of inbound calls. 
Combined with our state-of-the-art omnichannel contact 
centre platform, this gives our customers the opportunity to 
provide their customers with first-class customer service.”

Customer service telephony is mostly an offline 
channel. Now digital channels are booming, how can 
companies better integrate this offline channel into the 
mix? 
“We have an application called Talk, which enables website 
visitors to initiate a call with customer service straight from 
their browser. This works perfectly on a smartphone, tablet, 

or laptop. The entire call takes place online as it runs in the 
browser, integrating it into the customer’s online journey. This 
allows brands to push the valuable voice channel at the right 
moment in the journey and to determine how callers continue 
the journey after the call ends. ”

What trends do you see in customer service? And how 
can your services be of added value for online retailers?  
“Omnichannel customer service is the hot term right now. 
As a company, you have to be present on the channels where 
your ideal customers are. So not just telephony but also new 
and evolving digital channels. With our omnichannel contact 
centre platform XCALLY Motion, we smartly combine those 
channels with telephony. Then we integrate it seamlessly with 
a brand’s Customer Relationship Management (CRM) system. 
This way, all information is easily available, and customers can 
receive optimal service.” ••
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~ ChannelEngine ~

MARKETPLACES 
ARE RAPIDLY 
CHANGING 
THE RETAIL 
DISTRIBUTION 
CHAIN
Text: Niels Floors, Head of Partnerships and Sales at ChannelEngine // Photos: ChannelEngine

Few people could have missed the explosion in online shopping over the last decade; this 
growth accelerated in 2020. Global e-commerce sales grew by more than 500% in the 2010s, 
reaching more than $4 trillion in 2020.
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~ ChannelEngine ~

It is still in its infancy when looking at the 
penetration of the total retail market (16% in 
2019). Still, it is continuing to grow faster than 

ever, as retailers are scaling up, embracing new sales 
channels, and brands across the globe are finally 
taking the leap to go direct-to-consumer (D2C). 
Last year, the pandemic further accelerated the shift 
to e-commerce, reportedly by up to 5 years in some 
regions. 

The e-commerce landscape is rapidly evolving and 
shifting to marketplaces. Large retailers are turning into 
marketplaces, entirely new marketplaces are emerging, and 
social media and search engines are becoming transactional. 
This provides a lot of cross-border opportunities for any 
company selling products. However, it also creates new 
complexity in managing all these new sales channels.

More than half of all e-commerce sales are already taking 
place on marketplaces. This trend will keep growing, leading 
to an expected 75% of global online sales going through a 
marketplace or drop-shipping model. For companies selling 
products, it ’s essential to connect and manage all these 
diverse sales channels through a centralized system that is 
fully integrated with their internal systems.

How have recent e-commerce trends changed the 
classic distribution model?
In days gone by, brand owners and manufacturers followed 
the traditional distribution model, which meant working 
through agents, distributors, and wholesalers to deliver 
their products (stage 1). Such a one-way journey was pretty 
stable: once a deal was done with a retailer, manufacturers 
felt safe knowing that a revenue stream was coming in for 
sure.

In recent years, agents have mostly disappeared due to the 
rise of B2B e-commerce (stage 2). 

With the rise of marketplaces, both retailers & e-tailers 
have started selling to consumers via marketplaces and have 
launched private label brands, turning them into brand 
owners (stage 3). 

Many brands and distributors were already shipping 
products to the end consumer and are now taking control 
of their product distribution and sales through direct-to-
consumer webshops and by directly selling on marketplaces 
(stage 4).

What are the core challenges of the current distribu-
tion chain?
Many brands experience a lack of control in managing all 
the sales channels out there because they can’t fully control 
the content to make sure it ’s complete, attractive, and in line 
with brand guidelines. The same goes for the product range, 
which needs to contain the latest product lines available on 

all channels. Finally, resellers, product availability, and price 
levels should be monitored and controlled.

Distributors and retailers fight to boost their revenues with 
better margins and look for the right service to enable them 
to sell a higher volume of products, creating an economy of 
scale, wherever customers are searching for them.
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How has customer search behaviour changed within 
the current e-commerce developments?
Nowadays, people are inspired in different places. So it ’s 
essential for a seller that their product is everywhere the 
consumer is searching for it. It ’s a whole other competitive 
game. Online channels are taking over the e-commerce 
customer journey, especially in the US and Western Europe. 
The e-commerce sector is booming with dozens of new 
marketplaces.

Also, one of the most significant changes at the moment is 
Google turning into a marketplace. It is already happening 
in the US and Canada, and they’re piloting it in France. 

Social media is already a big traffic driver with a massive 
impact on the B2C relationship. That impact will increase 

as they become transactional, not sending traffic to 
webshops anymore. For instance, Instagram is turning into 
a marketplace with many products, especially in fashion and 
living. You can already click on those items and buy them 
directly on Instagram.

Another platform, Wish, has over 500 million users. 
WhatsApp just launched marketplace features as well. 
Besides these, there is chat commerce and voice commerce. 
There are so many different places where people can see a 
product and instantly buy it.

~ ChannelEngine ~
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Why should you sell on marketplaces?
The most important reason is, that’s where your customer is. 
If you’re not present with your products, you will be missing 
sales. 

Going cross border on marketplaces has a faster and larger 
impact than launching a country webshop yourself. The 
marketplace already has a lot of customers potentially 
searching for your products.

If you are a brand selling on the marketplace instead of 
being a vendor on, for instance, Amazon, it provides more 
control over pricing, positioning, and product availability. 

What are the opportunities for brands and retailers? 
With the right strategy and technology, brands and retailers 
can harness the power of global marketplaces. 

Brands gain more control over pricing and availability 
by selling on marketplaces. They can leverage the same 
logistical infrastructure and stock positions for their D2C 
(Direct-to-Consumer) shops, marketplaces, and resellers. 

Retailers will benefit from their current B2C infrastructure 
and processes with a high level of delivery, product 
availability, service levels, and competitive pricing. They 
could also be working closely with brands and become 
a part of their overall strategy, which solves some of the 

marketplace challenges faced by brands. Finally, they will 
be able to extend their offering by becoming a marketplace 
themselves (when big enough).

Which cross-border marketplaces would you choose? 
There are significant differences, especially in the types 
of marketplaces that are used. Each country has its local 
hero: In Germany, Amazon is quite big; if you go to France, 
you have Cdiscount and Fnac as the leading players; in the 
Netherlands, the market leader is Bol.com; and Allegro is 
big in Poland (which is actually 5 times bigger than Bol.
com). 

Amazon is a great platform to sell on, but your products 
need to compete with more than 600 million other products. 
The local marketplaces are less crowded with products, but 
they do have a large stream of buyers. Because of this, we 
typically see some sellers sell much more on Bol.com or 
Zalando compared to their Amazon sales. 

Our advice would be to start with one marketplace in a 
country to test your process and then add all other relevant 
marketplaces in that country. 

~ ChannelEngine ~
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What should you keep in mind when you are using 
cross-border marketplaces? 
When you want to start selling cross border, register for 
VAT in that country as soon as possible. The application 
processes can be lengthy, especially during COVID, when it 
can take months.

Make sure you can ship to the consumers in that country 
in a timely manner. You can do that from your own 
warehouse, use a 3PL (third-party logistics provider) or use 
the fulfilment possibilities of the marketplace, for example, 
Fulfillment by Amazon, Fulfillment by Bol, or Zalando 
Fulfillment Services.

You need to prepare a return solution for those countries. 
And you need to be able to respond to customer service 
queries in the language of the customer. Luckily, most 
questions will come in via email and can be translated with 
tools like Deepl.com.

What is the added value of ChannelEngine in this 
respect?
For brands & retailers, selling on marketplaces is a huge 
opportunity as well as a complex challenge. Content should 
be fully controlled by the brand to make sure it is complete, 
attractive, and in line with brand guidelines. The product 
range should be done, with the latest product lines available 
on all platforms. Product selection and profitability should 

be managed in a smart and centralized way. Finally, stock 
levels and orders should be synchronized.

ChannelEngine solves these challenges and opens up new 
sales channels globally, while companies can optimally 
leverage their existing IT infrastructure ERP, WMS, PIM, 
and e-commerce platform. 

ChannelEngine has a powerful suite of tools, customer 
success teams, and a large partner ecosystem to help you get 
on the marketplaces and maximize sales and profit while 
reducing the complexity and effort of cross-border sales. ••

~ ChannelEngine ~
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We combine our knowledge and expertise to 
provide fast and e�ective international solutions. 

Whether you’re an e-tailer or service provider, 
we o�er the best logistical solutions.

We’re experts in getting your mail, packets 
and parcels delivered to your customers.
 
And back, if necessary.

Find out what we can do for you.

www.postnl.nl/en

Just As Easy Abroad
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Text:  Joanna Perry, Global Head of Marketing, Pattern // Photos: Pattern

~ Pattern ~

AMAZON 
GERMANY 
EXCELLENCE
As Amazon’s largest market in Europe, Germany is the one market above all others where 
consumer brands and retailers trading on the platform can most benefit from delivering excellent 
customer experience.

Pattern - a global marketplace seller who trades many 
well-known brands on Amazon in Germany - has 
conducted an audit of 50 brands selling on the 

platform.  

The results provide benchmarks for the experience brands 
must deliver if they want their Amazon.de listings to attract 
traffic and convert browsers to buyers.
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~ Pattern ~

We chose 50 brands selling on Amazon.de across five 
categories: smart home, home & kitchen, tools, home 
appliances and baby. For each brand, we reviewed its top 
three listings against a list of criteria related to the quality of 
its product content, seller proposition, ratings and reviews, 
customer service and search engine ranking.

The top-scoring brand—Philips Hue—scored 70% of the 
total available marks. The lowest scoring brand achieved 34%, 
and the average across all brands was 60%. Based on our 
findings, there are some clear areas of improvement that even 
the best performing brands listing on Amazon.de could make. 
For international brands that are localising their listings to 
sell cross-border into Germany, this is even more true.

Crowded market
The first thing to note is that Amazon.de is a very crowded 
marketplace. 42% of the brands in our study had an average of 
six or more sellers on their top three listings, and a further 56% 
of brands had an average of between two and five sellers on their 
top listings. While choice can be good for consumers, it can 
also confuse them as to who to buy from. It also increases the 
likelihood that they might buy from an unauthorised seller who 
doesn’t provide the level of customer experience the brand would 
want.

Competition for Amazon Advertising placements is also higher 
than in other European markets. All brands reviewed were using 
the Sponsored Brand ad type, but 56% were competing against 
other brands for placement of this ad type. 76% of brands were 
using Sponsored Products ads, and here, 64% were competing 
against other brands. Only 12% were winning the top Sponsored 
Product ad placement.

The categories themselves are also crowded. Despite auditing 
brands that are household names, only 2 of the 50 brands we 
looked at had all of their top three products in Amazon’s Top 50 
Amazon Bestsellers list for their category.

However, it’s also possible to provide prominence for products 
in search results through the Amazon’s Choice badge, and here, 
our brands did score better; only 8% of brands didn’t have an 
Amazon’s Choice badge on any of their top three products, 
while 30% had the badge for all three. This badge is awarded 
automatically based on a set of criteria, including the popularity 
of the product, high customer ratings and a low return rate.

Video converts
When it came to looking at how well the brands employed 
product content and imagery within their product listings, a few 
things stood out. The first is how widely product videos were 
used; 76% were using product videos on at least some of their top 
three listings, and 36% were using them on all of their top three 
listings.

Close-up and lifestyle images were also widely used by 88% and 
90% of brands, respectively. All brands used only high-quality 
images on their listings, a standard that we haven’t seen reached 
on other Amazon country sites. Your product imagery needs to 
be of a high standard to compete on Amazon.de

However, there is room for improvement in product information. 
Only 54% of brands were providing useful product descriptions 
on all of their top three products. We recommend that product 
information is reviewed regularly, particularly for listings that are 
receiving adequate traffic but not converting. Taking information 
that is being asked for in customer questions, plus anything 
gained from customer review feedback, and adding this to the 
product description for the benefit of future customers is also 
important.

In general, the brands analysed had very positive review scores 
for their products. 94% had an average of four stars or more as 
the rating on all of their top three listings. Generating ratings 
and reviews is crucial to driving the appearance of your listings 
in search and aid conversion. The Smart Home category had the 
highest average number of reviews, at 2838 per product, and the 
lowest-performing category still saw 1323 per product.

Finally, we would encourage all brands to include responding 
to Amazon.de customer questions within the remit of their 
customer service team. Only 26% of brands responded to all of 
the questions asked on their top three listings; 42% responded to 
some but not all, and 32% did not respond to any.

If you have German speakers within your European customer 
service team, then this should be part of their remit to maximise 
the benefit of all the other work done to optimise your listings 
and ensure that customers feel confident to proceed with 
purchases. ••

YOU CAN DOWNLOAD THE FULL REPORT FOR FREE AT: WWW.PRACTICOLOGY.COM/AMAZONDE21
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E-FULFILMENT 
AFTER BREXIT
Text: Ruud den Rooijen // Photos: Salesupply , Adobe Stock
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~ Brexit ~

Ludo, what is going on with Brexit? How bad is 
it?
”There is indeed a lot of worrisome news regarding 

cross-border logistics and Brexit.

That Brexit was coming was clear, but how and what 
remained vague for a long time. Too long, so much we can say 
now. In December, we got the first signs of how bad it would 
get, and since January when Brexit became official, it has 
become even worse.”   

“It has become so bad that officials from the British 
Department for International Trade have advised British 
companies that export 
products to the EU to 
actually create EU companies 
to circumvent cross-border 
issues…”

What is the problem 
exactly?
”For the merchant, the 
problems are delays, extra 
cost and different procedures. 
We have identified 4 key 
themes causing the most 
Brexit headaches:

1 Paperwork and customs 
delays
”Since Brexit, both carriers and businesses are required to 
present specific information to customs. The problem is 
that their IT systems aren’t always designed to include this 
information. For each parcel, carriers need to provide correct 
and corresponding HS codes, Country of Origin, GB EORI 
and GB VAT numbers and a commercial invoice - both 
hardcopy and digitally.”

What data needs to be included in a commercial 
invoice?
”In the case of a parcel being shipped from Europe to the UK, 
the commercial invoice needs to include: Country of Origin, 
HS Codes, sales value paid by the end-consumer, seller details, 
receiver NAW info, GB VAT and GB Eori number shipping 
DDP.

This data is not 
impossible to obtain; the 
issue lies with the systems 
of either the carrier, the 
seller or both. If you don’t 
have this data incorporated into your systems (WMS, TMS or 
e-commerce back-end), your parcel will be stopped at customs, 
causing delays and unhappy UK customers.” 

2 VAT
“Since Brexit, businesses need to collect 20% UK consumer 
VAT (in the case of an EU-UK delivery) and need to 
register for UK VAT to obtain a local VAT number used 

in the quarterly UK VAT 
administration and filing at 
HMRC in the UK. 

When orders surpass the 
amount of £135, it gets tricky. 
Below this amount, you pay 
VAT periodically, but above, 
applicable import duties and 
20% UK consumer VAT 
needs to be paid in full before 
the parcel is delivered.

To do so, you need a carrier 
that will clear and pre-finance 
these shipping costs with 

the DDP (Delivered Duty Paid) Incoterm. Many carriers do 
not offer this service due to the required customs deposits at 
HMRC.”

What about carriers that do not provide this service? 
Can they still operate?
“They can, this way of working is called DAP (formerly known 
as DDU), but it is far from ideal. Working with a DAP carrier 
means that the end-consumer has to pay the VAT before they 
physically receive their order. These are unexpected costs for the 
end-consumer that will definitely cause some dissatisfaction.

For businesses, DAP shipments mean that they should expand 
their customer service teams, as demanding customers will not 
appreciate this unpleasant financial surprise.

We have all seen the terrifying images of freight traffic jams at the UK borders, CHIEF 
(Customs Handling of Import and Export Freight) systems, 
and the news updates of several large carriers announcing the 
suspension of their operations from mainland Europe to the 
UK or from the UK to mainland Europe. It’s time for an expert 
opinion on the topic. With us is Ludo Verlinden, Global Business 
Development Manager Fulfilment at Salesupply.

“I KNOW OF AN ONLINE 
FASHION BRAND THAT LITERALLY 

DEDICATED AN FTE TO GO 
THROUGH THEIR PLACED ORDERS 

TO MANUALLY DELETE ALL UK 
ORDERS WITH A VALUE ABOVE 

£135.”
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~ Brexit ~

I know of an online fashion brand that literally dedicated an 
FTE to go through their placed orders to manually delete all 
UK orders with a value above £135.”

3 Extra costs and surcharges
“Brexit has surely made cross-border business more expensive. 
If the administrative and tax rules alone were not difficult 
enough, carriers have added surcharges to ship to and from the 
UK. From the EU to the UK, surcharges of €20 are normal, and 
from the UK to the EU, the extra costs are even higher. That’s 
why the export officials 
from the UK government 
are now advising businesses 
to move part of their 
operations to the EU.

Most products sold in 
cross-border e-commerce 
are produced outside of the 
EU, causing an absolute 
export nightmare for UK 
businesses doing business 
with the EU. If they ship from Asia to their UK warehouse and 
execute their EU fulfilment from there, they will have to pay 
import fees twice! That’s why many UK businesses are changing 
their strategies. Many ship part of their product supply directly 
from Asia to an EU warehouse and the other part to the UK.”

4 COVID-19
“Let’s not forget that this historic event took place during 
another historic event, the COVID-19 pandemic. This is 
important to acknowledge because carriers are currently 
executing at a volume they were expecting to handle in 2025 
- without being able to expand their workforce to cope with 
these volumes. They are working at full capacity as it is without 
the extra operational workload that Brexit brings.

While many borders are already shut or partially shut, waiting 
times at customs keep increasing, causing frustrations among 
demanding online consumers.” 

With all the challenges you just mentioned, what can 
cross-border businesses do to stay in business and to 
remain attractive to their clients?
“If you have read all the challenges mentioned above, it does 
indeed look like the end of cross-border e-commerce, but it 
doesn’t have to be that bad. We have identified two workable 
solutions:” 

1- Cross-border delivery
“If, for strategic or operational purposes, you want to keep on 
sending parcels cross-border, make sure that you:
• have your data, paperwork and systems up-to-date and 

compliant 
• work with a carrier that has this in order as well - a carrier 

with a good customs infrastructure

• make sure that your carrier can send DDP, especially for 
orders above £135

• partner with a carrier that doesn’t charge unreasonable fees 
and surcharges

Otherwise, my strong advice would be:

2 - Go local 
Outsource your fulfilment in the UK or (for UK businesses) in 
the EU. It might seem like a bigger hassle, but nowadays, it isn’t 

since most systems are plug 
and play.

Outsourcing your fulfilment 
locally comes with two big 
advantages: 
• Next-day delivery, 

virtually impossible if you 
ship internationally, and so 
important to compete in 
e-commerce 

• Lower delivery fees 
because you send locally

• For EU companies, this would be from £4-5 for next-
day delivery in mainland UK

• For UK companies, this would be €4-5 for next-day 
delivery in the largest European e-commerce markets.”  ••

PE R S ON A L

Provide every buyer 
with a unique, 
personalized, we-
know-exactly-what-
you-need buying 
experience. And make 
them say ‘wow’.

DR E A M B IG

We’ll turn your daring 
vision into a profitable 
reality. Nobody ever got 
ahead by being boring.

E A S Y TO IN T EGR AT E

Modern API-based 
architecture works seamlessly 
with your existing landscape 
and keeps your IT team happy.

CLOUD - B A S E D

Flexible, accessible, 
and secure with no 
downtime.

APIs for easy 
integrations

500+

‘Intershop 
Commerce 
Platform 5x 
Highest Score  
in B2B Features’
The Forrester Wave™ 
B2B Commerce Suites, Q2 2020

‘Even though we have many 
brands, each will have a very 
different look and feel.’
Thomas Areskoug  — Atlas Copco  
Industrial Technique

The digital world never stands still. To succeed,  
we have to keep moving forward. Our e-commerce 
platform helps leading manufacturers and whole-

salers do just that. Are you ready for a boost?
www.intershop.com 

‘Enterprise-grade 
commerce, flexibly 
catering the needs of 
19 local online stores.’
Daniel Kaschula —  Miele

‘There basically is no other 
system around offering 
premium performance 
faster and more 
competitively.’
iBusiness

Customer portals = 
happier customers

C A PA B LE

Robust out-of-the-box 
functionality — down 
to the finest detail —  
especially for B2B.

IN T E R N AT I ON A L

Serving 300+ customers 
worldwide from 11 global 
offices.

S T R E A MLINE D

Put an end to messy systems 
and support all your regions, 
buyers, partners, and 
marketplaces from one 
platform.

H A ND CR A F T E D CODE

Additional functionality 
and personalization are 
created just for you.

B2B Commerce 
Platform

Safe and secure 
architecture

Increase in  
mobile shopping

Customers expect 
immediate answers

B2B customers want 
a B2C experience

11 offices  
around the world

‘Great  
teamwork!’

Freddy Lessmeister 
 — Dynapac

R E LI A B LE

Top-quality, field-tested 
German engineering.

T E A M

We treat everyone we work with 
like a team. We’re here to lift you 
up and catch you if you fall.

‘Wir sprechen Deutsch.  
En Nederlands. Et Français. 
E Italiano. Och Svenska. 
And English.’
Frank Andersen

Intershop_AdA4_def.indd   1Intershop_AdA4_def.indd   1 15-02-2021   17:4315-02-2021   17:43

“OUTSOURCING YOUR 
FULFILLMENT LOCALLY 
COMES WITH TWO BIG 

ADVANTAGES”

About Salesupply
The success story began in 2008, when the founders of an international 

online shop started their own international infrastructure for other 

companies and so became a service provider. 

Accompanied by a large number of international awards, Salesupply is 

now one of the leading providers in the field of e-commerce logistics and 

customer care solutions. 

Salesupply operates a network of more than twenty logistics and call center 

locations in Europe, USA and Asia, serving more than 500 clients. 

You can visit the website at www.salesupply.com 
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~ eShopWorld ~

DIGITAL NATIVES 
DRIVING 
CROSS-BORDER 
SHOPPING

More and more people are shopping on-
line outside of their home country, but 
younger, digitally native consumers aged 

25–34 are leading the way. Our Global Voices 2021: 
Cross-Border Shopper Insights study found that 
nearly 70% of global consumers across 11 countries 
shopped cross-border in 2020, but younger, digitally 
native consumers made 10 or more e-commerce 
purchases outside of their home country.

This digital generation has been spurred on by brands 
and retailers that were already making it easy to shop by 
offering the convenience of services such as click and 
collect, return to store, and guaranteed delivery date. Now, 
with COVID-19 having more or less cut the store route 
off, these consumers are looking further afield and finding 
plenty of brands happy to accommodate them wherever 
they live.

Not only are these brands finding that consumers are 
buying from more suppliers than ever, but they are also 
exploring new product categories, so they need to keep pace 
with demand that grew 82% last year and shows no signs of 
slowing.

Looking at the figures, younger cross-border shoppers 
favour clothing and accessories (30%), toys (19%), and 
health and beauty (19%). Millennials, however, are the 
highest spenders, accounting for nearly half (47%) of 

respondents who had spent more than £500 on cross-
border e-commerce purchases in the past year.
Brands also need to take into account the youngest 
shoppers, Gen Z (aged 18-24), who are most likely to buy 
directly from them, rather than from marketplaces. Some 
29% of this group has shopped cross-border directly from 
brands versus 23% of millennials and 23% of Gen Xers.

Paying via credit or debit card remains popular, but flexible 
payment options are gaining traction. Some 72% of 
respondents used a credit or debit card to complete their 
cross-border transactions, while younger consumers are 
more frequently taking advantage of buy now, pay later 
options, with roughly 10% of respondents aged 18–24 
and 11% of those ages 25–34 saying they have used these 
flexible payments to shop from international merchants.

Offering a localised online shopping experience is key to a 
successful cross-border e-commerce experience. Consumers 
said being able to shop on a site in their local language 
(34%) and local currency (34%) and seeing all charges, taxes 
and duties clearly displayed (33%) were the most important 
factors contributing to their decision to make a purchase.

While cross-border commerce is up and almost certain to 
remain high after stores reopen, it is also going to get more 
competitive, so a deeper understanding of where the money 
is coming from will pay dividends through any future 
promotional activity. ••

Text: Sanne Leenders // Photos: AdobeStock

Retailers and brands looking to grow their cross-border business should take heed of our 
latest research, and consider how well they are segmenting their customers, says Tommy 
Kelly, CEO of eShopWorld (ESW).

FULL REPORT ALONG WITH INDIVIDUAL COUNTRY REPORTS CAN BE FOUND AT: HTTPS://WWW.ESHOPWORLD.COM/GLOBALVOICES2021
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YOURSURPRISE: 
SPREADING 
HAPPINESS ALL OVER 
THE WORLD WITH 
PERSONALISED GIFTS
   Text: Sanne Leenders // Photos: YourSurprise

YourSurprise has been growing ever since its 
launch in 2005, with approximately 30-40% 
growth every year. The company mainly focuses 

on B2C clients, as 90% of their customers are consumers. 
However, personalisation is becoming more and more 
appealing to B2B clients, such as Coca-Cola, Calvé 
and Milka. YourSurprise collaborated with Coca-Cola 
on a big personalised bottles campaign for Benelux 
and Scandinavia. Currently, there are only a few 
companies in Europe that can deliver this kind of per 
piece personalisation on such a large scale. The thing 
that makes YourSurprise extra special is the fact that 
the company does everything from their headquarters 
in Zierikzee, the Netherlands, from IT, product design, 
customer service to printing/producing and distribution.

Expanding to other countries
“We not only deliver our gifts to European markets, but we 
also deliver them to markets such as the United States, India 
and South America. Currently, we accept that the delivery 

times and the costs are a bit higher than delivering in Europe. 
Volume-wise, it is not yet worthwhile to set up a facility in 
another region,” says Gerbrand. 
 
“We are planning to start selling in other continents as well 
because, why not? We have arranged our online platform in 
such a way that we can quickly translate and launch a new 
native website. We optimised those processes years ago. A 
very important tip I would give entrepreneurs who are plan-
ning to sell cross-border is to roll-out one platform so that 
adjustments can be made easily everywhere. Make sure it is 
the same and accept that it sometimes might feel a little less 
local than you would prefer. Exceptions can make further 
growth more complex. Make sure that the IT foundation is 
solid,” Gerbrand explains.
 
“We have the same assortment in every country, but the 
arrangement of the gifts on the website differs. Each gift in-
cludes a development, test and production investment, so we 
want to offer it in as many markets as possible. Smart systems 

~ Ranpak ~

In 2005, YourSurprise started as an online business creating personalised songs from an 
attic room. Currently, the company is one of the largest personalisable gift businesses, with 
a native online presence in 23 countries. Everything is arranged from their headquarters in 
Zierikzee, the Netherlands. YourSurprise makes moments extra special. The company helps 
its customers to create and give personal gifts to surprise their family, friends or colleagues. 
Gerbrand Verton, owner and co-founder of YourSurprise, gives us an insight into their 
e-commerce success story.
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Text: Nico Hoeijmans // Photos: Dagmar Sporck, Drestige

~ Ranpak ~

ensure that the gifts that sell well in a country get the most 
visibility,” he adds.

Experiencing a tremendous amount of growth during 
COVID-19 
“From the very beginning, our business was growing 
steadily with 30-40% growth each year. At the end of 
2019, we moved to a new building due to limited capacity. 
Currently, we have expanded to a capacity that is three and 
a half times bigger, as we expected our business to grow 
even more. However, at that point, COVID-19 spread 
across the globe and during the first week of COVID, we 
saw our turnover decrease by 70%, which was definitely 
concerning. On the other hand, in countries with a very 
strict lockdown—Italy and Spain—we saw demand pick 
up again. From this point on, we experienced a tremendous 
amount of growth and had an amazing year. For our 
production to keep going and be able to work safely under 
the circumstances, we have opted to build an expansion.”

Our biggest investment yet
Gerbrand continues: “During the infamous first COVID 
period in March 2020, we purchased two Form’it! Tray 
erectors and two EVO Cut’it! Machines from Ranpak, 
these were our biggest investments yet. These machines 
were necessary for Christmas when our sales hit their peak. 
We chose Ranpak as our partner because the packaging 
machines help us to automate our processes. We still do a 
lot of manual work in the factory, and the packing process 
was one of those manual processes. We want to pack as 
efficiently as possible, and these machines help with this 
because the product is folded very precisely around the 
gift.”

“Ranpak provides us with multiple benefits. For example, 
we need less packaging materials, the gift is very secure 
and safe within the packaging, the packaging is smaller, 
which is also beneficial for the carriers, and it has positive 
effects when it comes to the ecological footprint and 
environmental impact. However, the most important 
benefit we gained from this partner is the fact that we 
saved approximately 60 FTEs during peak season because 
of the automation of certain processes.

Importance of personalised gifts during COVID
“During these difficult times, in which people cannot 
see or visit each other, personalised gifts play quite a big 
role. When you receive a personalised gift from a family 
member, a friend or a colleague, you know someone is 
thinking about you and has made an effort for you, and 
these are very special gestures,” says Gerbrand.

Positive outlook for the future
“Our objective for this year is to keep growing since we 
have always been a growing company. We want to be able 
to grow within our current markets and eventually be 
present in new markets. Furthermore, we want to expand 
our assortment and make more customers happy, so they 
will keep on coming back to us.”
 
“In addition, it also occurred to us that selling on online 
marketplaces was another option. However, selling on 
marketplaces can be quite a challenge because of the 
personalisation.” ••e Descartes pixi whitepaper: 
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~ ShopCtrl ~

B2C DELIVERY TO RUSSIA

WE KNOW RUSSIA. 
WE ARE GOOD AT CROSS-BORDER DELIVERY.

 LET US TELL YOU MORE.
 

Get access to 90 000 000 potential customers in Russia. 
Start shipping with Boxberry International. 

We accept your parcels in our warehouses in the US, South 
Korea, Germany, Great Britain, Italy and Finland. First mile 
delivery is also an option.

Data exchange is fast and convenient through Magento / 
ShippyPro or API.

We provide customs clearance in 36 hours on average 
and personal data operation. 

Add a free interactive map on your website so that the 
customers would choose one of 11 000 + Pick-up Points or 
Parcel Lockers that’s convenient for them. 

And in case your customers prefer home delivery - 
we deliver to any Russian city, from Kaliningrad to Vladivostok. 

CONTACT US: ST@BOXBERRY.RU
FOLLOW US ON LINKEDIN: LINKEDIN.COM/COMPANY/BOXBERRY-INTERNATIONAL/
BOXBERRY.RU/INTERNATIONAL-DELIVERY
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BREAKING 
THROUGH THE 
COMPLEXITY 
OF TRAVEL 
PAYMENTS
Text: Maximilian Wiese, Head of Product, AeroGuest // Photos: APEXX

~ APEXX ~
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The past year has brought many challenges, and COVID-related prevention measures have hit 
the travel sector particularly hard. With the rollout of the vaccine, we are focused on the recovery 
of the global travel industry. As a digital travel platform that services hospitality businesses and 
their customers, we’re always thinking globally. We provide a digital guest service that works 
with hotels and hostels, enabling guests to choose a room, check in and out, and even pay – right 
on their mobile phones. At the guest’s convenience, they can also use their phone as a digital 
key. Our mission is to make this process as seamless and convenient as possible, but payments 
represent a complex piece of the puzzle. Having the right payment infrastructure is more 
important than ever. This means streamlined, efficient payments and higher conversion rates, 
which ultimately benefit businesses and their customers.

The complexity of travel payments
The travel industry is truly international, connecting 
travellers with hotels, hostels, sites and attractions 

all over the world. For merchants, this means simultaneously 
connecting with customers, payment providers such as Visa 
and Mastercard, and WeChat in China or Yandex in Russia. 
In the Netherlands, for example, 60% of Dutch eCommerce 
transactions were paid with iDEAL payments*. The wide 
range of vendors and hotels also means that the industry is 
very complicated, as not everyone supports the same payment 
solution or functionality. Travel merchants must always 
be prepared to engage with multiple payment providers 
and acquiring banks. There are also many pain points for 
merchants and customers alike, with high fees and payment 
processes that compromise efficiency. 

Putting merchants first 
It goes without saying that the payment industry is critical 
to our business and the travel sector. Making sure that you 
have the right payment infrastructure in place while growing 
and servicing clients across their respective, domestic markets 
is critical, especially for securing efficient payments and 
competitive rates. This is when having the ability to move 
volume between acquiring banks is important. This empowers 
you as the merchant to seek out the acquiring bank that suits 
your needs and the needs of your customers.

The rise of payment orchestration platforms like APEXX 
Global means that merchants can select the right payment 
providers and acquirers for their needs. Merchants can 
connect to multiple acquirers through one integration, easing 
the process of fund collection. For example, the AeroGuest 
platform enables hotels to benefit from existing and new 
revenue streams, such as deposits, Choose Room and Upgrade 
Room features. This is facilitated by the range of payment 
routes provided by APEXX. This means more flexibility, more 
competitive conversion rates and ultimately, a fairer and more 
equitable landscape for travel merchants. This additional 
choice also creates a great opportunity for alternative 

payments methods, including Buy Now Pay Later (BNPL) 
and Open Banking Solutions, among others. 
Increasing the number of acquiring banks that you work 
with also helps to reduce risk and means that merchants can 
choose the payment methods that suit their specific needs, 
rather than taking a one-size-fits-all approach. By using a 
payment orchestration platform, such as APEXX Global, 
travel merchants are able to work with multiple acquirers 
through a streamlined and simplified process, meaning you 
don’t need to integrate your system with each acquiring bank 
separately – saving time and money! This is essential to us as 
a fast-growing and disruptive business. 

When you’re a global business with customers spread across 
continents, it is critical to have a unified payment gateway 
that enables you to work across global markets. In a world of 
complex travel payments, flexibility, choice, and a merchant-
first approach are king. ••

~ APEXX ~

* HTTPS://WWW.IDEAL.NL/CMS/FILES/FACTSHEET_IDEALPAYMENTS_UK.PDF
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~ Ingenico, a Worldline brand ~
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The evolution of chatbots, for example, is one of 
the most promising trends in eCommerce. This 
add-on offers you automation in aspects such 

as customer service, in addition to reducing expenses, 
streamlining work, and saving time for workers. These are 
tools based on artificial intelligence (AI) that are capable 
of simulating a conversation with a user in a totally natural 
language, through instant messaging applications, websites, 
telephones, or mobile applications. These provide solutions 
to different questions in the same way as a human agent 
would. 

Following this trend, Oct8ne, a company specialised in 
visual customer service for eCommerce, has launched a new 
chatbot, with the aim of continuing to improve and always 
offering the best customer experience. As we have already 
explained to you, chatbots help increase sales, improve 
customer service, and streamline procedures.

This is the new Oct8ne chatbot 
This new chatbot model works through automation 
modules, which allow different conversations to be 
connected. Thanks to the decision flow, the bot will guide 
the customer to the solution they need, helping the user to 
make a final purchase decision.

A 100% customisable chatbot
As the company explains, “the bot’s conversations are fully 
customisable. Its configuration panel is quite simple, any 
user without technical knowledge can customise their own 
bot. It is only necessary to configure the answers and the 
diagrams, which connect with all the variables. Adapting 
them to the needs of your clients so that they move forward 
in a logical and natural way.” 

With the Oct8ne chatbot, any online business will be able 
to clear up all the frequent doubts that arise in eCommerce: 
delivery times, returns, or order tracking, among others. 

The evolution of artificial intelligence and automation offers us multiple resources and 
complements to reach people around the world, allowing companies to provide better 
experiences to customers.  

Text: Beatriz Rojo // Photos: Oct8ne

THIS IS HOW 
THE NEW 
OCT8NE 
CHATBOT 
WORKS

~ Oct8ne ~
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~ Oct8ne ~

Oct8ne chatbots offer preconfigured templates depending 
on the type of business. This way, any user will be able to 
start working with a previously elaborated bot and not from 
scratch. 

Guide your clients to the solution they need 
Another interesting functionality the chatbot offers is 
that it allows the user to decide how to get to the solution 
they need through the various options presented to them. 
In addition, it is able to decide for itself within the flows 
according to the answers, specifications or context in which 
the user is.

They also include variables so that, within the same module, 
depending on the client’s response, it can guide them 
towards one conversation or another. This is very useful 
for the bot to be able to decide, for example, whether to 
advance a conversation when a user provides them with 
their order number correctly, or ask them to enter it again if 
the number is wrong. 

Resolving your customers’ doubts automatically will allow 
you to improve the customer experience and will have a 
positive impact on your sales. If a user immediately resolves 
their doubts, they can continue with the purchase process. 
If, on the other hand, the user needs more leisurely advice, 
the bot will detect it and automatically transfer the chat to 
an available agent. 

In short, a chatbot allows the customer service team to have 
more time to guide users who are about to check out. And 
this, too, gives them the opportunity to apply cross-selling 
and up-selling techniques, strategies that always generate 
more opportunities to improve sales. 

Visual support through Oct8ne livechat 
Oct8ne has been innovating customer-service-oriented 
chat technologies for years. Thus, it has a live chat service 
that breaks the limitations of traditional customer service 
chats. It offers an innovative and unique co-viewing 
technology that allows the client and the agent to see the 
same panel displayed from the chat and allows sharing 
images and interacting while both are talking. This enriches 
the experience for the client and allows the agent to better 
understand how to help the customer.
 
In this sense, last year, Oct8ne announced its integration 
with Zendesk to unify ticket management, lead generation, 
and personalised assistance on the same platform. With this 
new connection, all Zendesk customers using Oct8ne can 
manage their customers’ tickets in a much more streamlined 
way: they don’t need to leave the chat conversation because 
all information will be automatically logged. That is to say, 
agents will be able to open a new ticket to a user or consult 
existing ones while having a conversation with them and 
solving their doubts. ••
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Voice Channel Experts
Providing one point of contact for all your  
customer service voice channel needs

Easily grow cross-border with maximum customer service accessibility.  
One point of contact for all your omni-channel customer service questions and needs.  

Worldwide and 24/7.

We are Sound of Data
Your voice channel expert for customer service

Global service numbers

Cross borders with compliant local 
service numbers in any country or 

region in the world.

Intelligent call routing

Route and distribute incoming calls 
to contact centers and agents 

across the globe.

Online portal Gearbox

Make decisions based on real time 
call data insights from our fully 
customizable dashboards.

Voice channel consultancy

Tackle complex voice channel, 
contact center platform and  

infrastructure projects with ease.

Talk

Turn customer service telephony 
into an online channel so it  

becomes part of the online journey.

XCALLY Motion

Provide omnichannel interaction with 
voice, mail & social channels and, 
integrate seamlessly with your CRM.

www.soundofdata.com
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~ Worldline ~

DUTCH FASHION HOUSE 
STUDIO ANNELOES 
SEES 75% INCREASE 
IN CROSS-BORDER 
ORDERS THANKS 
TO A NEW PAYMENT 
ENVIRONMENT
Studio Anneloes was looking for a reliable partner that could integrate with their webshop’s 
current technical platform. It was also important to them that the whole payment system 
was intuitive and guaranteed a painless experience for their customers. These factors lead 
Studio Anneloes to choose Ingenico, a solution from Worldline. As a nice added benefit, the 
payment system didn’t only help them with their Dutch clients but also their international 
ones.

Text: Roxy Burger // Photos: Studio Anneloes
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~ Worldline ~

According to data from Worldline, 60% of 
online shopping carts are filled but never 
checked out. The last step in the customer 

journey remains crucial: the payment process. A 
payment system that’s easy-to-use and feels trust-
worthy is crucial to the successful completion of a 
transaction, as Dutch fashion brand Studio An-
neloes can attest to.

About Studio Anneloes
Anneloes Van der Heijden founded Studio Anneloes in 
2006 to provide a quicker response to new fashion trends for 
Dutch women. Studio Anneloes introduces no fewer than 16 
new collections per year, each of which is only available for a 
short time. This unique model allows the webshop to respond 
very quickly to fashion trends. 

By way of managing its fashion footprint, the company also 
set its sights on becoming the first fashion brand to include 
the environmental impact of each item on its label using QR 
codes.

This innovative take on the fashion cycle has led to the busi-
ness’s rapid growth, with its pieces now offered in over 300 
stores across the Netherlands and purchasable directly from 
Studio Anneloes online.

A tailor-made solution
Ingenico, which is now part of Worldline, was brought on as 
a partner last year to refine its online checkout. By integrat-
ing the global payment provider’s interface and equipping the 
checkout with a range of additional payment methods, the 

fashion house was able to attain a more fluid customer experi-
ence. This better supports Dutch customers who are located 
across borders and accounts for the diverse payment prefer-
ences across the Netherlands. 

Frederic Loos, Worldline’s CMO, added: “The payment 
process is the final step in the buying cycle, so it’s extremely 
important that companies get this right. However, for those 
not well-versed in the industry, it can be a bit of a minefield. 
It is always a pleasure to step in and assist, meaning that part-
ners like Studio Anneloes can focus on other crucial elements 
to their business.”

The new checkout phase resulted in a significant increase 
of 75% in international orders, as well as a 10% decrease in 
returns. 

Impact on the environment
A benefit of the reduced number of returns is the reduced im-
pact on the environment. Studio Anneloes is very conscious 
of its ecological footprint. For example, every article in the 
webshop has a QR code that shows customers the garment’s 
environmental impact. This QR code is dynamic, which 
means that if processes in the chain improve, the impact value 
improves along with it.

Anneloes Van der Heijden of Studio Anneloes explained: “In-
genico has been crucial in solving some of our payment prob-
lems, significantly reducing returns and building a smooth 
customer experience. Furthermore, Ingenico is a platform that 
can grow with us if we want to increase our reach.” ••
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SOUND OF DATA 
GIVES BRANDS 
A VOICE AND 
CUSTOMERS A 
LISTENING EAR
   Text: Erzsi de Letter // Photos: John van der Linden
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Companies and brands can be contacted 
through various channels these days. 
Shopping in stores has declined because of 

COVID-19 regulations, so the importance of contact 
via telephone has increased. At a time when products 
and services are more and more interchangeable, 
providing optimal customer service gives companies 
the opportunity to distinguish themselves. 

Compete on quality
“There are currently two trends: companies that communicate 
‘call me’ and brands that send the signal ‘don’t call me’,” 
explains Thomas Hazelaar, Chief Technical Officer of Sound 
of Data. “Companies you can call choose optimal customer-

friendliness. They understand that optimal customer service 
distinguishes their brand from the competition and that 
people are willing to pay extra for the service. They compete 
on quality and not on price.” On the other side are the 
companies that don’t provide maximum telephone support 
for economic reasons. Thomas: “It is an important channel 
because almost 75% of consumers lose interest when a 
company does not have a telephone number on its website.”

Specialist in voice
To optimally support companies and brands in their customer 
service, they also make sharp choices themselves. “Sound of 
Data has been in business for more than 30 years and over 
time has come to specialize in the human voice. We provide 

Companies and consumers love to search and buy online. But when things get urgent or 
complicated, they want to talk to someone. Not through mail, social media or a chatbot, 
but direct contact. Sound of Data is specialized in the human voice. They help corporate 
brands, media companies, and charities integrate voice into their customer journey so that 
their customers can get assistance immediately with one phone call. Fast, easy and personal. 
Anywhere in the world. Making people heard.
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~ Sound of Data ~

various services in the voice 
domain and connect this 
seamlessly with today’s 
omnichannel world,” says 
Thomas. “We work for a 
selection of large clients and 
not for many small clients. 
We immerse ourselves in 
our customers’ businesses 
and look forward, enabling 
us to provide high-quality 
service. We really add 
something and ensure value 
creation.”

Super telecom company
The company works for major corporate brands, media 
companies and charities, among others. “Think of brands like 
Kaspersky, Sonos and Asus, TV programs like The Voice and 
All You Need Is Love and charities such as Amref Flying 
Doctors. We are basically a super telecom company for 
contact centres that arranges everything behind the scenes: 
from infrastructure to telephone numbers and from routing to 
overload solutions for call spikes. This allows our customers 
to scale up their telephone services quickly and easily. And in 
2021, we added the integration to an omnichannel platform. “

Create added value
Sound of Data creates added value in the market through 
complete services: from consultancy to implementation. That is 
why, according to CEO Jos van Loo, the company doesn’t just 
look at customer service but also marketing and sales. “Great 
customer service is critical to consumer confidence and your 
company’s reputation. Good customer service seduces and leads 
to more sales and loyal customers. It is the key to sustainable 
success.”

Implementation and optimalisation
Companies that work with Sound of Data get optimal service 
themselves. Jos: “We are flexible, and our customers have one 
contact person who takes care of everything. This is perfect in 
the present time because companies are increasingly opting 
for cloud platforms for their important business processes, 
including communication 
platforms. We act as an 
integrator for companies, 
ensuring implementation 
and continuous 
optimization. We identify 
with them, get to know their 
full scope, and offer smart 
custom solutions where the 
standard isn’t enough. This 
leads to more effective use of 
platforms, a better business 
case and an overview of the 

entire playing field.”

Platform independent
“Companies and brands 
are thinking and growing 
beyond language and national 
borders,” Jos explains. “We 
enable human contact between 
brands and consumers 
worldwide. We are a one-stop-
shop for global inbound voice 
customer service solutions. 
From arranging telephone 
numbers anywhere in the 

world, smart routing of telephone traffic, handling call spikes, 
to managing call traffic via an online portal. Whether you sell 
something in Germany, Mexico or Thailand or all of them.” 
Sound of Data is platform-independent. Jos: “We work with 
local carriers and providers of contact center platforms in the 
various countries and, as an independent party, connect with all 
providers and platforms.”

Continuous innovation
Sound of Data is continuously innovating to optimally serve 
brands and consumers. Jos: “We integrate the human voice into 
the online customer journey with innovations such as Talk. 
Talk is a click-to-call solution that allows users to easily call 
customer service with a button on a brand or organization’s 
website, app, or newsletter. Completely online. Without using 
a phone number or telephone network. This is especially 
interesting for e-commerce because it allows marketers to 
integrate telephony into the online journey. This way, they can 
increase engagement and maximize conversion.”

Smart routing algorithm
The company has also developed a product called Cruise 
Control. Thomas explains: “Cruise Control is an API that 
dynamically distributes incoming telephone calls across the 
call centres involved based on a smart routing algorithm. 
The API continuously monitors the most important KPIs 
and adjusts the distribution of calls in real-time. As a result, 
the best performing call centre receives the most calls. As an 
additional advantage, the Channel Manager no longer needs 

to continuously monitor 
performance and can focus on 
all other tasks.”

Integrate with omnichan-
nel
As a specialist in the customer 
service domain, Sound of Data 
knows that omnichannel is 
the buzzword right now. Jos: 
“As a company, you have to 
be present on the channels 
where your ideal customers 

“THE HUMAN 
VOICE IS THE MOST 

PERSONAL MEANS OF 
COMMUNICATION”

“SOUND OF DATA IS 
FLEXIBLE, OFFERS ONE 
CONTACT PERSON AND 

GETS THINGS DONE”
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Main features

Request a live demo session with one of our marketplace specialists.

Your systems

+200 
Sales channels

Sell more on the best
international marketplaces

ChannelEngine bridges the gap between your backend systems and all your sales channels.

www.channelengine.com +31 7 15 28 87 95

Content, stock, and price 
syndication

Complete order, shipment, 
and return management

Hybride fulfillment options
(Channel and merchant)

Advanced dynamic repricer 
and price rules

Supports more than 200 
marketplaces in 50+ countries

Internationalization: content 
translations & currency conversion

Integrations with all major 
enterprise systems

Advanced reporting
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are. So not just telephony but also new digital channels. With 
our omnichannel contact centre 
platform XCALLY Motion, 
we smartly combine those 
channels with telephony. And 
we integrate it seamlessly with a 
brand’s Customer Relationship 
Management (CRM) system. 
This way, all information is easily 
available, and customers can 
receive optimal service. “

Voice channel experts for 
customer service and e-commerce
Sound of Data wants to be known as the smart voice channel 
experts for customer service and e-commerce. “We are a 
leading player in optimizing (telephone) contacts in the 
customer journeys of brands. Both in the Netherlands and 

internationally,” says Jos. “We continue to innovate. Offer 
integrated solutions and 
smart consulting services. 
This way, we create value 
for companies and brands 
that focus on high-quality 
customer service. Because 
we believe that people 
want to be assisted with a 
human touch. The human 
voice creates a more 
personal bond and lasting 
connection. And that 

makes customers feel heard.”  ••

“WE GIVE COMPANIES 
AND BRANDS A 
HUMAN VOICE”

THOMAS HAZELAAR (LEFT) AND JOS VAN LOO (RIGHT)
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Global Partner 
for Local Payments
A Single Integration to APEXX gives you the flexibility to build your 
perfect Global Payments System

Global E-commerce
One stop shop for the full stack of 

your payments requirements.

Channel Partnership
Become an APEXX Global Channel Partner

Intelligent Routing

APEXX optimises your payments flow 
by routing transactions based on key criteria to 

any number oacquirers in order to improve 
sales and reduce costs

Unlimited APM’s

APEXX provides the right mix of payment 
methods to help your business grow 

quickly globally.

Our vision is to be the payment industry's most merchant centric provider. Through 
our platform a merchant can connect via a simple API connection to the world's 
payment ecosystem.

A Payments Orchestration Layer for Enterprise Merchants

www.apexx.global
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GET TO KNOW 
YOUR RUSSIAN 
CUSTOMERS 
– AND WIN 
THEIR HEARTS
   Text: Alex Krasnov, Boxberry International CCO // Photos: Shutterstock

1. Dislike long waiting time and buy spontaneously
Russians usually have a busy schedule, especially in large 
cities like Moscow and Saint Petersburg (where most 
active online buyers are located). They are used to buying 
spontaneously, and so expect their orders to be delivered as 
fast as possible. 

Delivery time from abroad is approaching a domestic 
timeline. For instance, Boxberry International delivers parcels 
from the USA starting at 4 days.

2. Rely on customer reviews when making a purchase 
decision. However, positive reviews are rare
According to Data Insight, 91% of Russian customers 
read online reviews before a purchase, and for 21%, it is 
the deciding factor. Customers treat reviews from their 
acquaintances, friends or professionals in the industry 
the same way, as long as the review covers the reviewer’s 
experience using the product. 

44% of Russian customers are motivated to leave a review 
when the product’s quality is especially good. However, 

citizens of Moscow and Saint Petersburg do not forgive 
mistakes – the biggest motivator to write a review is poor 
quality.

Encouraging your customers to write reviews may be 
beneficial: customers are both willing to share their opinion 
and examine others’ reviews.

3. Love discounts and special offers, actively use 
loyalty programs
Russians are generally price-sensitive and do not take losing 
money lightly. Following this, Yandex & GfK 2019 research 
shows that 71% of customers purchased a good at a discount.
Among all promo activities in online stores, Russians prefer 
free shipping and discounts on products (46%) (Yandex & 
GfK, 2019). 

Waiting for discounts will likely become a normal part of 
buying behaviour.

4. Unforgiving when it comes to broken promises
When creating content for your Russian-speaking customers, 

The Russian market is a major growth opportunity for foreign eCommerce players. However, 
to win your Russian customers’ hearts, you have to understand the way they think. In this 
article, we will sum up the Russian mindset features that affect buying behaviour.
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HOW ABOUT AN 
INCREASE IN 
CONVERSION?

WHAT CAN 
PAYMENT DATA
DO FOR MY BUSINESS?

DIGITAL PAYMENTS 
FOR A TRUSTED WORLD

Ingenico has joined Worldline, the leading European player in payment services and the fourth largest player in the world. Worldline provides its customers with sustainable, 
reliable and secure solutions throughout the payment value chain.    © Worldline 2021

Globally, 69% of customers abandon their shopping cart. 
The right payment setup can help you drive sales and boost 
conversion.

Our Business Intelligence tool, MyPerformance, provides 
simplified insights into transaction data across the payment 
process, using intuitive dashboards to display key payment 
performance metrics over time. With it, you can identify 
where to focus your optimization efforts to help streamline 
conversions and drive more sales.

FIND OUT HOW DATA INSIGHTS AND 
AN OPTIMIZED PAYMENT SETUP CAN 
TURN ABANDONMENT INTO SALES.

ingenico.com/payments/performance
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try to avoid promising something that is way too optimistic. 
For instance, when talking about time terms, allow some time 
for possible delays. 

Make sure to provide as much information about the goods as 
possible – failing expectations will not only lead to negativity 
but turn customers away from you.

5. Love humane customer service and an individual 
approach
Polite and friendly customer service, especially in the 
local language, is highly valued by Russian customers. An 
individual approach to customers’ inquiries might become 
your best competitive advantage.

Even if you’ve failed customer’s expectations in some way, 
loyalty could still be achieved through apology gifts, coupons 
or promo codes – Russian customers usually expect such 
bonuses as compensation.

An important note: check if your customers have been 
notified by your logistics partner in case something is wrong 
with the parcel at customs – for example, if personal data 
is required or tax needs to be paid. In this case, Boxberry 
International sends emails, text messages, and makes phone 
calls to ensure that the customer is aware of what is needed 
from their side to proceed with customs clearance.

6. Enjoy being a part of something big – like a 
community
Creating a customer community is an effective way to endorse 
loyalty and build a trustworthy image. 

Post reviews about your goods, show your values, involve your 
customers in discussions. A community makes people feel 
special and gives them a sense of being a part of something 
big, reinforcing their loyalty to the brand.

Make sure that you choose the correct platform to build the 
community on, for example, Facebook is not as popular as the 
local equivalent, Vkontakte. 

7. Are family people
More than 50% of Russian consumers shop not just for 
themselves, but for the whole family. This is 8% more than 
the global average. One-third shop for themselves regularly 
(Nielsen). 

Family-oriented marketing activities may be your competitive 
advantage in the Russian market. ••

ALEX KRASNOV, BOXBERRY INTERNATIONAL CCO:

RUSSIAN CUSTOMERS MAY SEEM CONTRADICTORY AND HARD TO APPROACH. HOWEVER, 

IF YOU WIN THEIR TRUST, THEY CAN SIGNIFICANTLY GROW YOUR AUDIENCE. BOXBERRY 

INTERNATIONAL HAS EXTENSIVE EXPERIENCE IN THE RUSSIAN ECOMMERCE MARKET AND 

WILL GLADLY BE YOUR GUIDE. A RECOGNIZABLE AND RELIABLE LOGISTICS BRAND, BOXBERRY 

INTERNATIONAL, WILL MAKE YOUR RUSSIAN CUSTOMERS FEEL SAFE AND COMFORTABLE.
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Tradebyte is an international Software-as-a-Service 
company with a rapidly growing customer base  
across Europe. By providing an uncomplicated, digital 
connection of supply and demand between the big 
players in the e-commerce industry, we enable seam-
less »direct to consumer« experiences for brands and 
manufacturers. Tradebyte is headquartered in Ansbach 
(near Nuremberg, Bavaria) and is an independent sub-
sidiary of Zalando SE.

If Interested submit your application via form on 
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~ Intershop ~

CAN A B2B 
WEBSHOP BE 
TOO CUSTOMER-
FRIENDLY?
At a recent expert panel, we had the opportunity to discuss the challenges of digitalisation 
with a global manufacturer - Rockwool. For them, success has been based on digitalising the 
backend services first, before deploying everything slowly to their commerce platform.

Text: Gerrit Enthoven  // iStock
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Daniel Tholander, Director of Commercial 
Excellence at Rockwool, laughs when he 
talks about internal change management: 

“Yes, we called it RockCommerce. We like the Rock 
name; it has a nice ring to it internally. You know, 
when you sell such a project to your organisation, it 
makes it much easier when you brand a product like 
that!” 

Daniel is responsible for commercial excellence at Rockwool. 
The organisation is operating globally, with headquarters out-
side of Copenhagen, Denmark. They have 46 manufacturing 
facilities, from Thailand, China, and Russia, all the way over 
to North America. They produce stone wool, thin “fibres” that 
derive from molten stone and that are tremendously effective 
in insulating walls.

Steering global e-commerce centrally
“Within my role, I am responsible for ensuring that our sales 
team has the adequate tools and the supportive processes 
they need. That doesn’t necessarily mean that we from the 
headquarters decide how they’re supposed to work and which 
tool they’re supposed to take on, but we do try to do our best 
to actually have more centralised steering on what tools and 
what processes we have.”
 
For Rockwool, e-commerce is the outcome of a very thorough 
and long-term digitalisation initiative. “We’ve been going 
through quite a digitalisation journey over the past five years, 
focusing mainly on our backend services to ensure that they 
work properly so that we can actually feed them effectively to 
a commerce platform. For us, it’s kind of imperative that we 
have a commerce platform that actually delivers the services 
and the transactional value that we want, but also that our 
customers can realise and see a benefit from these services.” 
 
Although the backend was well prepared, deploying B2B on-
line shops is something that Rockwool don’t rush. So far, only 
three countries have access to the Intershop-based portal: 
France, Germany, Spain and soon, the UK.
 
“We’re ensuring that in each market, we address the right 
customers and that we have the right approach there. We 
also want to ensure that in the local market, the manage-
ment team there know what they’re doing, they know how 
to harness our product and know how to engage with their 
customers.” 

A B2B platform that looks like B2C
Rockwool customers have had access to a basic procure-
ment platform for the past 10 years now. It still exists in 
some regions but lacks the expected features in terms of user 
experience. 
 

In the early stages of running on Intershop, pilot customers 
were a bit confused, though. The Rockwool team created a 
platform that was too fancy for B2B!
 
“The Intershop platform can be mistakenly taken for a B2C 
platform because of the ease of functionality and also the 
look and feel. We invested quite a lot in the design and UX 
of it, for example, in reducing the check-out process from five 
to three clicks. However, we quickly found out that we had 
to tone it down a bit because our pilot customers didn’t think 
they were on the commerce platform! 
 
We wanted to make sure that when you enter the platform, 
you quickly see some of the latest transactions and some 
relevant extras. But you need to make sure not to be mis-
taken for a regular B2C website. That was indeed a lesson we 
learned. Although the new platform definitely has some bet-
ter functionality and improved look and feel, just be careful 
that you don’t turn it into too much of a B2C platform.” 
 
A slow deployment ensures that customer needs are truly met. 
And that can mean not implementing every possible feature 
or tool: “In Germany, 50% of our orders last year came from 
fax machines. If you are a 55/60-year-old procurement pro-
fessional, you’ve been doing this all your life. You have your 
own processes on how you file certain procurement requests. 
Then it may not be to your benefit to change that process!”

Challenges in terms of B2B self-services
Changing user behaviour in order to increase efficiency for 
both the customer and the manufacturer is one of the chal-
lenges of digitalisation at Rockwool: “Our customers can 
easily get on the commerce platform for an invoice request,  
a change of pricing, or a quote request. We have all these 
features in place. So why do they want to call and maybe sit 
15 minutes in a queue instead of just doing it themselves? 
It’s our current task to explain that to the customer and show 
them the benefits of that.”

Continuous development - with new user journeys
“Now that our developers know the platform so well in terms 
of benefits and limitations, we will redo some of our customer 
journeys. It doesn’t have to be a four-day workshop. We’ll try 
to see what we can do in a few hours, just to highlight a few 
things that we want to optimise.
 
Of course, then we put customers on the spot and say: Okay, 
for this particular service or for this particular piece of in-
formation, what would be the most effective way for you to 
engage with the platform? And this is what I think is a good 
iteration process to have.”
 
Do you want to get more insights into the digitalisation of 
Rockwool? Watch the expert panel now and explore deeper 
into t heir challenges and solutions! ••
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THE IRISH 
JIGSAW

Spotlight on ...

Text: Alan Rhode, Co-Founder Taxmen

Negotiations on the Irish question were uneasy, 
though. They substantially cost Theresa May her 
premiership when she failed to have her Brexit 

proposal for Ireland approved in Westminster Parliament on 
several occasions.
Under her successor, Boris Johnson, the European Union and 
the United Kingdom finally reached an agreement regarding 
Ireland, known as the “Northern Ireland Protocol”, in 2019. 

Effective from 1 January 2021, the Northern Ireland Protocol is 
a very complicated set of provisions. Practically, the underlying 
concept for international trade purposes is that Northern Ireland 
will continue to be subject to the European Union’s VAT and 
Customs rules, at least for a certain period. It is a “hybrid” 

status for the territory that politically still belongs to the United 
Kingdom. 

Let’s see what happens VAT and customs-wise when we trade 
with Northern Ireland after Brexit.

Trade between the UK and Northern Ireland (and 
vice versa)
The first tenet of the agreement is that trade from Northern 
Ireland to the rest of the United Kingdom shall take place as it 
used to before the year 2021. There is no additional process or 
paperwork, and there are no restrictions on Northern Irish goods 
arriving in the rest of the United Kingdom. For trade moving 
from the rest of the United Kingdom to Northern Ireland, no 

Since the early stages of Brexit, only a few cornerstones for negotiation seemed laid down: 
one was that no physical border between the Republic of Ireland and Northern Ireland 
should ever be re-introduced. Indeed, it was believed (with reason) that a new internal 
border might endanger the peace brought to Ireland by the 1998 Good Friday Agreement 
after decades of talks. 
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tariffs apply on goods remaining within the United Kingdom’s 
customs territory. 

Only goods with no UK preferential origin ultimately entering 
the Republic of Ireland or the rest of the European Union, or at 
substantial risk of doing so, should be subject to customs tariffs 
when reaching the border of Northern Ireland by sea/air.

Health and safety controls may take place in Northern Ireland, 
for instance, on UK products such as meat and eggs, as the 
remaining part of the United Kingdom is no longer subject to 
EU rules. 

VAT will continue to be accounted for as it was prior to 2021 
on goods sold between Great Britain and Northern Ireland. This 
means that the seller will continue to charge its customers VAT 
and should show this on sales invoices.

However, there are a small number of exceptions to this system. 
For instance, when goods are declared into a special customs 
procedure while entering Northern Ireland or Great Britain, 
(in this case, the business customer or importer will be liable to 
account for VAT), or are subject to an Onward Supply procedure 
(this means that the products are destined directly to the EU) or 
are sold by an overseas seller through an online marketplace (in 
the latter case, the marketplace is liable to collect and pay VAT 
on the sale in lieu of the seller).

Trade between the EU and Northern Ireland (and vice 
versa)
Even after Brexit, the trade of goods between VAT-registered 
businesses in the EU and Northern Ireland must still be 
zero-rated as long as the acquirer holds a valid VAT number 
recorded in the EU VIES database and all the other statutory 
requirements are met.

VAT-registered businesses trading in Northern Ireland must use 
a VAT number starting with the XI prefix. This VAT number will 
be used by EU businesses to zero-rate their intra-EU sales to 
businesses in Northern-Ireland (and the other way around).

Intrastat requirements between the EU and Northern Ireland are 
still in place even after January 2021.

With respect to consumer distance sales, the current EU VAT 
system based on distance selling thresholds will still apply to 
consumer sales from the EU to Northern Ireland and in the 
opposite direction. So, EU sellers will still use their UK VAT 
number to report distance sales to Northern Ireland (those 
where the postcode starts with BT) if they met the £70,000 
threshold in 2020 or have opted for the application of VAT 
at the destination. Similarly, if a Northern Irish business met 

the distance selling threshold of Spain (€35,000) in 2020 with 
shipments from Northern Ireland, they will still have to apply 
Spanish VAT on similar sales in 2021.
 
From 1 July 2021, consumer distance sales between the EU and 
Northern Ireland will be subject to the new EU VAT reform on 
distance sales, which will remove the distance selling threshold 
and allow the reporting and pay of VAT in all the EU via the 
One-Stop-Shop electronic interface. Quite a simplification.

Trade to Northern Ireland from outside the EU 
As in all the other parts of the United Kingdom, there is 
no longer Low-Value Consignment Relief (LVCR) for 
consignments of goods valued at £15 or less. So, import VAT 
applies to all shipments from outside the EU to Northern 
Ireland.

However, there are simplifications. Postponed VAT accounting 
will be available to VAT-registered traders when they release 
imported goods of any value for home consumption, allowing 
import VAT to be declared on their VAT return.

For imports of overseas goods (outside of the EU at point of 
sale) into Northern Ireland in shipments that do not exceed £135 
in value (threshold to be determined under the FOB criteria), 
the liability for import VAT will be on the seller or on the online 
marketplace for business-to-consumer transactions. It is the 
same system applied to the remaining parts of the UK, which we 
analysed in the previous issue of Cross-Border Magazine. 

Imports of consignment with a value higher than £135 from 
outside the EU may also be subject to tariffs unless a Free Trade 
Agreement or other cause of exemption applies. 

The future
The Northern Ireland Protocol allows the Northern Ireland 
Assembly to express its consent (or not) on the current 
arrangements by the end of 2024. According to the NI Protocol, 
if the consent motion is passed by cross-community support 
(meaning by a majority of both Unionists and Republicans), then 
a further consent decision is required within only eight years. 
However, if the consent motion is passed by a simple majority, a 
further consent decision is required within four years.

On the contrary, if the Assembly of Northern Ireland resolves 
not to pass the consent resolution, then Northern Ireland’s 
aligning with EU law will come to an end within a two-year 
period. In this case, A UK-EU Joint Committee, established 
under the Withdrawal Agreement, will make recommendations 
to the UK and the EU on a new arrangement concerning 
Northern Ireland.  ••

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