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Taking care of the last mile – from order fulfilment 
to delivery – is no longer an option, as it 
deeply affects what buyers think. According 

to an Edelman Trust Barometer survey, 84% of global 
interviewees expect brands to be a trusted source of 
information, partially due to the pandemic surge in 
fake news and declining trust in mainstream media 
and governments. Managing Tracking Assistance in 
the best possible way brings many benefits to brand 
reputation – 60.7% of users want support directly from 
the e-commerce site they bought from and not from the 
courier or other services (Human Highway).

The new standard for online consumers’ expectations  
Over the last few years, consumer standards have risen a lot. 
They expect quality products or services that are faithful to their 
description, and above all, they want fast (and free) shipping and 
assistance that solves problems and doubts in the shortest time 
possible.

Today, the delivery experience is essential for e-commerce 
customers – 88% of e-Shoppers decide not to buy again from a 
website after a negative experience (Reve Chat, 2020).
In this final stage, it is possible to use all the new available 
touchpoints to communicate better, and innovative technologies 
that facilitate the seller’s work, such as Customer Management 
Software, can also be applied to them. 

Providing high-level assistance in the key process
Previously, customers contacted Customer Care in case of 
unexpected events or delays in delivery. Nowadays, many 
companies choose to automatically send communications on the 
shipment status, with great satisfaction from the buyer.
All tracking-related requests received by support are called 
WISMO (“Where is my order”) and can make up more than 
half of the total number.

Implementing a system that sends notifications or updates a 
tracking page in real-time reduces the WISMO rate by more 
than 50%, allowing operators to focus on more value-added 
activities.

Prioritising customised tracking experience in e-commerce 
strategies
Delivery status emails have an incredibly high opening rate. 
According to data collected by the Qapla’ management platform, 
it’s over 70% on average.
 
Knowing the status of a shipment is a real need for the buyer. 
As many as 88% of consumers say that receiving real-time 
notifications about tracking is very important (Dropoff, 2018), 
but 87% say they have not received proactive assistance (Gartner, 
2020).

Many Customer Experience leaders are investing in platforms 
that centralise customer data (53%, according to Pega, 2020). It 
is possible to keep track of all precious international shipments 
data and reduce the work pressure on Customer Service 
(-40% ticket handling time), thanks to constant technological 
innovation from software like Qapla’. 
 
Everyone likes customisation. By sending branded, customer-
targeted communications for every order status, you can also do 
promotion, up-selling, and cross-selling in a context where it is 
appreciated.
According to “Proactive Customer Service” research (Gartner, 
Sept. 2020), this kind of service, where present, was rated as 
valuable 85% of the time.
 
It might seem like a small step for an e-commerce platform, 
but it’s a giant leap in understanding the change in the mindset 
of consumers if we want to retain them, especially with cross-
border (and cross-carrier) e-commerce. 
 
Live long and prosper!
 
Mauro Maltagliati, CSO, Qapla’

FOREWORD
~ Welcome ~

TRACKING ASSISTANCE IS THE NEW 
CORE DIFFERENTIATION STRATEGY 
FOR E-COMMERCE
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COLUMN
THE HERE-TO-STAY TREND IN E-COMMERCE: SUSTAINABILITY

Sustainability is not a negligible factor for online shops. Environmental and 
sustainability awareness has changed from a trend to an everlasting necessity in 
e-commerce. Online retailers have been pondering topics such as corporate social 

responsibility and eco-friendly approaches in the supply chain for some time now in a 
bid to successfully address increasing demands for sustainability from their consumers.

The e-commerce sector is a bridge between the digitalisation of our society and the 
transition to a more sustainable economy. It is a sector in constant and rapid evolution, 
shaped by new technologies, new ambitions and ideas, and new demands. Ultimately, 
this makes it a sector capable of spearheading innovative sustainable solutions. Ranpak, 
for example, is a global leader in sustainable, paper-based on-demand protective 
packaging solutions for e-commerce, retail and industrial business, big and small. In 
this issue, they give us a deeper look into their sustainable solutions for e-retailers. 

In addition, while enjoying a nice cup of coffee/tea, we discussed the importance of 
sustainable products with the Global Communication & e-Business Director, Marina 
Vasilara, at APIVITA SA. The company offers effective natural 
beauty products for the face, body, and hair from value-added 
bee products and medicinal plants.

Furthermore, we would also like to introduce you to our latest 
rubric, the Topic Special, in which we go more in-depth into 
interesting subjects within cross-border e-commerce. Of course, 
in this issue, we will highlight sustainability within e-commerce 
by discussing some of the most pressing challenges, such as 
packaging, delivery and returns. 

Enjoy reading!
  
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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~ PostNL ~

NEW VAT 
(VALUE ADDED 
TAX) RULES ON 
THE HORIZON
Text: Marieke Koets // Photos: PostNL

Current situation and changes to come
The EU wants to update the VAT rules, simplify the 
VAT obligations for entrepreneurs and, fight against 

misuse of VAT rules so that European and non-European 
businesses compete fairly.

And so, from 1 July 2021, VAT rules are changing. 
Jan Van Moorsel from EY Belgium has explained the most 
major changes very well:

“…there will be a uniform (to be viewed annually) turnover 
distance selling threshold of 10,000 euros for the entire EU. 
Are you (entrepreneur) exceeding that? Then you must settle 
the VAT in the Member State of your customer. At the mo-
ment, there are thresholds of 35,000 euros and 100,000 euros 
applicable depending on the country. As a distance seller, 
under the new VAT rules, you will start charging local VAT 
to your customers much sooner than now, which would also 
mean the local VAT obligations are applicable sooner.
However, in order to reduce the need to apply for a VAT 

number in every EU country, the second amendment provides 
for the “one-stop-shop” to be extended to consumer goods. This 
means that you no longer have to apply for a VAT number 
and submit local VAT returns in every EU country where 
you sell. One declaration for all your transactions throughout 
Europe will suff ice.

The f inal one is that the VAT exemption for low-value ship-
ments will disappear. Now there is a threshold of 22 euros. 
One problem that has been identif ied is that some non-Eu-
ropean traders undervalue their parcels below that threshold 
so that they or their customers do not have to pay VAT. Now 
that the threshold disappears, in principle, every delivery in 
which the goods are imported into the EU will also be taxed 
with VAT.”2

What is the impact?
We can’t say for certain how the new rules will impact 
consumers and businesses.

We have been dealing with COVID-19 for more than 12 months now. But with the vaccine 
being rolled out, we are all looking forward to a summer where we can move more freely and 
enjoy each other’s company again. At the same time, it is interesting to see what will happen 
to online shopping when most COVID-19 measures are lifted. Dutch research has shown 
that the pandemic did not necessarily lead to an increase in cross-border e-commerce in the 
Netherlands1. But people who, up until the COVID-19 outbreak, did not have too much 
interaction with webshops have been shopping cross-border more often thanks to it. 
While we can speculate about the future of cross-border e-commerce, there is one thing that 
is about to change this summer: the current EU VAT rules.
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~ PostNL ~

In principle, shopping outside of the EU will become more 
expensive for consumers who are used to buying goods 
valued at €22 or less, as they will have to pay VAT over this. 
This might create annoyance and questions. It may also 
mean that more people will shop within the EU. 
 
What is clear is what it will mean for Logistic Services, like 
PostNL who handles import shipment. Because even though 
logistical services did not come up with these new VAT 
rules, in the EU, they have to handle customs clearance.
Thus, when goods come into the country, these goods must 
be declared at customs and VAT (if not paid upfront) must 
be calculated over it. 

PostNL notifies the customer that their parcel has arrived 
and that they have to pay the customs clearance fee. This fee 
consists of the VAT (which differs per European country, in 
the Netherlands, it is 21%) and the cost of handling.
So, for PostNL, this means that from 1 July, customs 
clearance will have to be handled for every item coming in 
from outside the EU (as opposed to only those that have a 
value of € 22.- or more). In other words, going from having 
to customs clear about 1% to 100%.

How does PostNL handle this?
Lots of work, but PostNL is prepared and is working hard 

to make sure their customers have an easy journey receiving 
their goods, also after 1 July.

PostNL makes sure the goods can be processed as quickly 
as possible by making an easy payment system. As soon as 
customs clearance is done, the receiver gets a notification 
that there is a shipment for them, and a payment request is 
sent. 

They can pay this online. If this does not happen, the goods 
will be sent to the nearest PostNL pick-up point, where they 
will be kept for one week (after that, they will be sent back 
to where they came from), and the receiver can pay there on 
pick-up. 

They can also choose to tell PostNL that they do not want 
to receive the goods, in which case they will get sent back 
as well. So, what might seem like a small change has a big 
impact on lots of people. 

But PostNL is ready. Bring on the goods and a COVID-19-
free summer (and years to come). ••

SOURCES
1 GFK CONSUMER RESEARCH: HTTPS://WWW.SHOPPINGTOMORROW.NL/NL/CONSUMENTENONDERZOEK
2 HTTPS://WWW.EY.COM/EN_BE/E-COMMERCE/WHAT-YOU-NEED-TO-KNOW-ABOUT-THE-NEW-VAT-RULES-FOR-E-COMMERCE



9

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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THE POWER 
SHOPPER 
A KEY COHORT 
FOR 
CROSS-BORDER 
E-COMMERCE
Text: Mark Kirschner, Chief Marketing Officer, ESW // Photos: Shutterstock

Power shoppers are a cohort of consumers who spend over 
€450 per year on cross-border purchases. First of all, any 
doubts about cross-border demand are dispelled by our 
recent survey of 22,000 consumers in 11 countries, Global 
Voices 2021: Cross-Border Insights, which found that 68% of 
shoppers made e-commerce purchases outside of their home 
country in 2020.

The research also looked at the cross-border buying habits 
and expectations of these consumers. Power shoppers, unlike 
other high spenders, are potentially more brand loyal and 
valuable, as they tend to purchase directly from brands, 
department stores, specific retailers, and luxury retailer sites, 
rather than marketplaces such as Amazon and Zalando.

Underscoring their well-established digital-native-level of 
comfort with buying online, millennials represent 40% of 
the overall cross-border market and 47% of high spenders. 
When we look more closely at the power shoppers, 22% of 

millennials exhibit that magic combination, compared to 17% 
each for Gen X and Gen Z, and just 10% of boomers. 

When we pull back and look at power shoppers collectively, 
they are more often married with families compared to the 
overall market. 

The family lifestyle may account for higher spending across 
key verticals. Survey respondents who qualify as cross-border 
power shoppers buy twice the number of products across a 
range of categories: 

• Clothing - 39% vs 25%, 
• Health & Beauty - 29% vs 15%, 
• Cosmetics - 26% vs 12%, 
• Luxury Goods - 26% vs 12%, 
• Fragrance - 25% vs 12%  
• Skin Care - 26% vs 11%.

~ ESW ~

What is a power shopper? And are you doing enough to attract them?
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~ ESW ~

Overwhelmingly, cross-border power shoppers prefer to 
use credit or debit cards for purchases, similar to overall 
consumers. However, they are twice as likely to use flexible 
or alternative payment methods. Twenty-three per cent use 
Global Wallets, such as PayPal, Apple Pay, etc., compared 
to just 12% of general consumers, 22% use bank transfer (vs 
12%), 12% use Buy Now, Pay Later (vs 8%) and 12% use 
COD (vs 6%).

While money is always a consideration, power shoppers are 
no more motivated by cost than general consumers when 
considering cross-border purchases. However, they are more 
likely to look to other countries for a wider variety or more 
unique products they can’t find locally. They are also far 
more likely to become loyal customers based on their overall 
satisfaction with the buying experience. 

They more often cite positive reviews, flexible delivery 
options, clear refund policies, brand recognition, and familiar 
payment methods as factors when deciding to buy online. 
When buying cross-border, localisation also matters. In 
addition to viewing a website in their language, they expect 
prices to appear in their local currency, and import charges 
stated upfront to avoid surprises.

Where are these power shoppers shopping? In our survey, US 
brands and retailers attracted 51% of cross-border shoppers. 
While UK-based sites sold to 20% of international customers.

Of the countries spending the most annually on cross-border 
purchases, Russia, Mexico, and Turkey top the list. These 
emerging markets offer significant opportunities for cross-
border retailers who can serve the demand. By offering a 
familiar shopping experience that provides the same level of 
service and convenience customers expect when shopping 
locally, brands can win customers and open new avenues for 
growth. 

Clearly, understanding these power shoppers is key to 
unlocking cross-border business growth possibilities.

But the factors going into a purchasing decision are becoming 
increasingly complex. With such rapidly changing market 
conditions – spurred by a global pandemic that upended the 
industry and caused lasting change – predicting consumer 
behaviours is hard. Some useful generalisations, however, do 
emerge from our survey.

1. The most valuable shoppers look to shop across 
borders when they are seeking more variety, 
products that are not available locally, or cost-
savings

2. Their loyalty is won through past satisfaction, 
positive ratings and referrals, and predictable 
delivery

3. Having a website in the consumer’s language and 
currency will lead to more cross-border purchases.

In terms of demographics, because of the preponderance of 
millennials in the power shopper cohort, they represent the 
highest value segments for most retailers and brands when 
it comes to cross-border e-commerce. Smart brands will 
prioritise millennials’ engagement whilst keeping a close 
watch on Gen Z as they establish more buying power and 
clout in the global market.

Power shoppers expect a wholly localised cross-border 
shopping experience with appropriate languages, local 
payment methods, currencies, and items that can’t be found 
on other sites. To keep customers coming back, provide a 
positive shopping experience that conveys estimated delivery 
dates, no surprise charges, easy local returns/return to store, 
and clear refund policies and reviews.

However, do not forget the power of variety and product 
availability, both crucial in attracting high-value shoppers. 
And remember that big spenders spend more time with 
brands and are more loyal. They tend to shop more frequently 
on brand websites and with more confidence than on 
marketplace sites. Curating a direct-to-consumer experience 
that exceeds expectations is the way to attract and convert 
them. ••

THE FULL GLOBAL VOICES 2021 REPORT CAN BE DOWNLOADED AT WWW.ESHOPWORLD.COM/GLOBALVOICES21
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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 the importance of sustainable products. Marina 
Vasilara is the Global Communication & e-Business Director at APIVITA SA. The story of 

APIVITA is a story of passion, commitment and vision, which led a small 
company in Greece to establish its presence globally.

A CUP OF COFFEE WITH…
Marina Vasilara, Global Communication & e-Business 
Director at APIVITA SA

SUBJECTS’ RIGHTS: 
APIVITA (WHICH MEANS “LIFE OF THE BEE”) OFFERS 

EFFECTIVE NATURAL BEAUTY PRODUCTS FOR THE 

FACE, BODY, AND HAIR FROM VALUE-ADDED BEE 

PRODUCTS AND MEDICINAL PLANTS.   
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~ Coffee Corner ~

Coffee or tea? When and how?
“That is a great question! Although I know it is a 
question that all interviewees of coffee corner are 

asked, in my case, it is not only a personal question but is also 
linked directly to APIVITA and our products. The choice 
is Greek Mountain Tea, as we have a Greek Mountain Tea 
infusion global patent to use in our products for its local 
antioxidant, anti-ageing, protective against cellular ageing, 
as well as hydrating and photoprotective action. Also, Greek 
Mountain Tea as a beverage has many health benefits and is 
naturally caffeine-free, so it can be enjoyed at any time of the 
day and throughout the year (hot in the winter and ice-cold in 
the summer).”

Can you tell us a bit about APIVITA and yourself ?
“APIVITA (which means “life of the bee”) offers effective 
natural beauty products for the face, body, and hair. Our 
formulas harness the power of Greek nature with key 
ingredients derived from value-added bee products and 
medicinal plants, enhanced by cutting-edge green cosmetology. 
In March 2017, APIVITA SA joined the Spanish group 
PUIG, which is active in the fashion, perfume and cosmetics 
sectors, with an international presence in 150 countries. 
PUIG’s investment in APIVITA was of strategic importance 
as it enhanced the company with resources and expertise to 
develop internationally to an additional 26 countries over 
the past three years with great success, reaching a total of 38 
countries globally and aiming to expand in 60 countries in the 
following two years. At the same time, APIVITA headquarters 
and production line remain in Greece, fully utilising the 
potential of the company’s research laboratory and state-of-
the-art facilities.
 
APIVITA understood the importance of digitalisation earlier 
compared to other cosmetics brands. Since I had a strong 
background in e-business, I joined APIVITA in 2011 to build 
its digital presence, and at the moment, I lead the development 
and implementation of e-commerce, digital communication, 
social media, and PR. Since 2011, we have developed our own 
e-shops that specialise in cross border e-commerce in Europe 
and the USA.”

What distinguishes APIVITA from other beauty 
brands?
“The idea of APIVITA SA was conceived when two young 
pharmacists (Niko and Niki Koutsiana), who were passionate 
about bee society and inspired by Greek nature’s biodiversity 
and fascinated by the amplifying power of science, created their 
first natural cosmetics company in Athens, Greece. The story 
of APIVITA is a story of passion, commitment and vision, 
which led a small company in Greece to establish its presence 
and gain loyal customers all over the world. This evolution, 
as well as our dedication to natural cosmetics, distinguishes 
APIVITA from many brands. Also, another important fact is 
that sustainable development is deeply etched in APIVITA’s 
DNA, which will be further explained below. APIVITA also 

offers a very strong and distinguished mix of clean formulation, 
traceability of renewable & low footprint cultivations & 
harvests, green packaging and production, and efficacy and 
safety. 
 
Last but not least, it is innovation that has always been 
central to APIVITA philosophy and is supported by our 
own laboratories staffed with a team of experts in the fields 
of chemistry, cosmetology, pharmacology, biochemistry, and 
chemical engineering. Our specific research fields are extraction 
and stabilisation of products from the beehive, Mediterranean 
flora and seabed, and skin molecular biology. As a result, we 
own seven patents to date, while we also maintain partnerships 
with the international academic community, with the aim 
of conducting extensive research on beekeeping products, 
indigenous medicinal and aromatic plants, elements of the 
Mediterranean seabed, and new efficacy assessment techniques. 
We are currently working closely with 74 research institutions 
in 23 countries.”

Sustainability seems to be a very important aspect 
of APIVITA. Can you tell us a bit more about the 
importance of sustainability within APIVITA?
“Sustainability, as I have already mentioned, is in APIVITA’s 
DNA and is testified by our B Corp certification. Thanks to 
its numerous ecological initiatives, as well as social action at 
a local level (creating jobs for the local population, fighting 
corruption, developing partnerships with more than 41 
philanthropic associations, etc.), the brand is the first and 
only Greek company to obtain B Corp certification, which 
recognises companies that meet the highest social and 
environmental standards. In 2021, APIVITA started the 
re-certification process of B Corp! We are committed to 
maintaining our status as a member of the international 
network of purpose-driven companies that use business as a 
force for good. For APIVITA, being re-certified as a B Corp 
has strategic importance and will serve as an inspiration and 
example for all, as it is not enough for our company to be “The 
Best in the World”, but to become “The Best for the World”.
 
B Corps meet the highest standards of verified social and 
environmental performance, public transparency, and legal 
accountability. Currently, the B Corp network consists of 
more than 3,400 companies from 150 industries and 70 
countries, including companies such as Patagonia, Natura, 
Danone North America, Ben & Jerry’s, Pukka, Dr Bronner’s, 
etc. Our evaluation and re-certification process is expected 
to be completed in 2021, aiming to score higher in more 
evaluation pillars but also to re-enter – for the 3rd consecutive 
year – in the “Best for the World” list of B Corps regarding 
environmental performance.
 
Obtaining this international certification for the second 
consecutive time will strengthen our commitment to 
sustainable and socially responsible operation, in conjunction 
with the Sustainable Development Report to be published in 
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~ Coffee Corner ~

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

the near future, which will be externally secured and certified 
by GRI standards.”

And how much do your customers value sustainability? 
“APIVITA’s sustainability also includes sustainable growth, 
meaning that we never go after short-term customers, but 
we want to create our own tribe that consciously chooses 
our products. From the beginning of our establishment, we 
always communicate clearly to customers our formulations and 
processes, and that’s how we know that our customers value 
sustainability as much as we do. Moreover, APIVITA  often 
runs environmental projects that require people’s involvement. 
Our customers always participate actively in our events and 
actions, and that proves that they also want to be a force for 
good.  Lastly, it makes us really happy that the number of 
people that choose products from sustainable and certified 
companies is growing every year. For us, this is a really positive 
sign for a more sustainable future, and we are really proud to 
contribute to this as much as we can.”

Lastly, what are the most important trends within your 
industry?
“The trends and changes for 2021 are connected, on the one 
hand, with technological developments and, on the other 
hand, with the basic shift of the beauty and fashion market to 
sustainability. In this environment, we see many interesting 
changes
 
The pandemic will accelerate the investment of beauty 
companies in technology and digital transformation. We 
will see more intense integration of AI and AR technologies 
in diagnostic tools (e.g., skin diagnosis) and personalised 
applications (makeup selection). We can verify this trend by the 
fact that big beauty companies acquire technology companies 
as part of their group. Moreover, many brands will develop a 
multi-channel approach to e-commerce with the development 
of their own DTC, a trend that has been slow in the beauty 
market compared to others. In addition, in this complex 
environment, retention of the digital customer becomes the 
centre for a sustainable development strategy as competition 
makes profitability more difficult in e-commerce. The 
complexity of the new environment requires the digitisation 
not only of the front end to the customers but also of all the 
internal processes of a company, where the speed of transition 
is vital.
 
The importance of user-generated content will also be 
strengthened as never before. This includes content creators 
where entire communities and platforms will build their 
content (even the products themselves will integrate content 
creators into the product, as Peloton did). An additional 
reason why this trend will become even more important is 
that we are at the beginning of technological [and regulatory] 
developments that will require the development of digital 
advertising in a cookieless environment.
 

Finally, the pandemic will further strengthen the shift that 
has begun in recent years towards a healthier lifestyle, the 
protection of the environment and people’s need for safety at 
all levels. In the cosmetics market, the term “clean beauty”, 
the biggest global trend in cosmetics in recent years, is 
attributed to the products that are designed based on the 
principles of sustainable development, contain safe ingredients 
for the skin and are friendly to the environment. This is a 
trend that promotes the concept of environmental ethics and 
responsibility. It is no coincidence that global e-retailers have 
now added the term sustainable products to search filters. 
According to a survey (IMB), 57% of respondents are willing 
to change their shopping habits based on the impact on the 
environment, and 70% are willing to pay more for a brand that 
promotes sustainability. ” ••
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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 
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process, using intuitive dashboards to display key payment 
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conversions and drive more sales.
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TURN ABANDONMENT INTO SALES.
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~ Ranpak ~

RANPAK: 
“SUSTAINABILITY 
IS IN OUR DNA”
Text: Sanne Leenders // Photos: Ranpak
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With ever-increasing online sales, the need for sustainable solutions is becoming stronger 
and stronger, and understandably so. Packaging is one of the main processes that is in need of 
change, and this does not have to hurt your bottom line. In fact, over 80% of consumers would 
be more likely to purchase from brands that ship sustainably than those that do not. Ranpak is 
a global leader in sustainable, paper-based packaging solutions for e-commerce. We spoke with 
Eric Laurensse, Managing Director at Ranpak Europe, to get an insight into their sustainable 
solutions.

~ Ranpak ~

“Ranpak was founded with the express mission of 
providing a sustainable alternative to the use of 
plastics for secondary packaging applications,” 

Eric starts. “At that time, the most common 
packaging material for most secondary packaging 
applications was loose-fill foam.” Basically, when 
you, as a consumer, opened a package delivered 
to your door, it contained more plastic filling 
material than anything else. “Our founder, George 
R. Johnson, wanted to address this problem and 
built the first PadPak® converter machine in his 
garage with his father. The machine allowed him to 
convert kraft paper into shock-absorbing stitched 
paper. He found a solution to replace foam in place, 
plastic air bubbles, airbags and more. Ever since 
then, sustainable packaging solutions have been the 
exclusive focus of Ranpak.”

Fast-forwarding in time, Ranpak currently serves 240 
exclusive distributors globally. Via these exclusive 
distributors, it serves more than 30,000 customers across 
the globe, varying from the largest retailers such as IKEA, 
just about any automotive and manufacturing company, to 
small e-commerce start-ups. Driven by the extremely high 
corporate and consumer demand for sustainable packaging, 
Ranpak’s e-commerce business is seeing strong global 
growth.

Paper-based
Paper used to protect goods for shipment, and the systems 
Ranpak develops have always been about doing just that. 
“Paper is our sustainable alternative to the traditional filling 
materials such as plastics or foam,” Eric states, adding that 
sustainability is at the core of Ranpak’s business. “It is part 
of our DNA. All the products we develop and market, 
such as our protective paper solutions, are renewable, 
biodegradable and curbside recyclable,” he says. Last year, 
the company produced over 200,000 metric tons of paper 
packaging material globally. How sustainable is that? “After 
use, most of this paper will be recycled,” Eric says, “and 
the very small amount that isn’t recycled will naturally 
biodegrade,” he adds.

Customised and automated solutions 
Ranpak takes its sustainable DNA further than just its 
products. There is a world to gain in providing custom-

made and automated solutions. It is all about being flexible 
as a company. “We expanded our offering with highly 
automated box-sizing solutions for large e-commerce and 
logistics customers to avoid unnecessary volume being 
shipped but, despite the reduced box size, there remains a 
sizable market asking for filling and protecting materials. 
To live up to this demand, we offer paper Void Fill, 
Cushioning and Wrapping solutions at the packing location 
of our customer,” Eric explains. “This way, they can convert 
the paper into its final shape to form filling wrapping or 
protective paper on demand, using our patented converters 
in their own facilities. For Geami compared to air bubble 
products, this saves up to seven times the transport and 
storage costs compared to producing the paper at our 
production sites. On top of that, this on-demand razorblade 
concept substantially reduces the environmental footprint.”

Paper over plastic
Consumers have become more aware of how they shop 
online. Their demands, for packaging as well, have changed, 
confirms Eric: “Recently, we surveyed the market, asking 
crucial questions about plastic and paper. The outcomes 
were clear. Over 80% of the interviewed people in the 
United Kingdom, France and Germany were more likely 
to purchase again from brands that ship in a sustainable 
way. On top of that, over 85% of the respondents indicated 
that they would prefer to see more paper and less plastic 
used in packaging. In addition, over 80% prefer to receive 
paper from responsibly managed forests, such as FSC®”. 
The survey also found that almost 25% of those interviewed 
stated that excessive plastic packaging in a box is still 
common. “These people noted that the amount of plastic 
used in packaging is still increasing compared to previous 
years.”

These people are not wrong, as there is still a huge plastic 
air bubble market out there. A market that has an incredibly 
negative impact on the environment with its low recycling 
rate and hundreds of years to degrade when ending up in 
nature. “But plastic air bubbles are unnecessary,” states Eric. 
Paper is the sustainable alternative. “It makes perfect sense 
to protect vulnerable items while packing; wrapping them is 
essential to prevent damage. Our patented Geami® process 
helps to do just that. It converts environmentally friendly 
paper into highly effective protective packaging material. 
Geami die-cut kraft paper expands into a 3D honeycomb 
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structure to protect your product as a sustainable alternative 
to plastic air bubbles. If required, you can add soft tissue 
paper. No plastics needed.”

Boost in B2B
In the B2B segment, Ranpak has seen that Geami sales have 
quickly accelerated over the past few years. “To boost this 
journey, we recently launched two new products – Geami® 
Sheets and Geami® EX Mini die-cut only,” Eric mentions. 
“Both products are targeted towards B2B in order to tap 
into this new segment. We plan to launch a specific Geami 
product for the consumer market later this year. It will 
provide a green alternative to the plastic air bubble products 
that are still widely sold.”

Meeting increased demand
Since the COVID-19 outbreak started, Ranpak experienced 
strong growth in e-commerce. “We dedicated our assistance 
to e-commerce companies in a structural way. However, this 
is easier said than done. One of the challenges we faced 
was a huge increase in demand due to the pandemic. Even 
though we acted immideately and in our very best way, 
customer satisfaction wasn’t as high as we would have liked 
it to be, as it took time to align capacity with enormous 
peaks in demand,” Eric says. 

Receiving the FSC®certificate 
“Customer satisfaction is always an important factor. If our 
customers are satisfied with us, our success will follow. The 
challenges caused by the pandemic taught us that we have 
to remain on top of our game. As we put our customers into 
the first place, we also continue to improve our products and 
make them even more sustainable,” Eric says. 

“Therefore, as our business has grown over the years, 
Ranpak has sought out partnerships with responsible 
suppliers and aligned with groups that promote sustainable 
forestry practices. As part of our mission, Deliver a Better 
World™, we decided to have all of our paper produced 

in Europe, FSC®-certified, per March 2021. FSC®, 
Forest Stewardship Council®, is globally recognized as 
an organization that manages its forest in the proper way 
but also has well-defined rules for the social environment, 
as well as the way their employees are treated. The FSC® 
certificate is, for us, not only important because of the well-
managed forests, but also because we see this certificate as 
the foundation of the fully circular life cycle of paper,” Eric 
continues.  

Ambitious objectives for the future
“We recently released our second annual ESG 
(Environmental, Social & Governance) Impact Report for 
2020. In this report, we have announced our ambitious 
objectives for 2030. 

• We commit to reducing scope 1 (covers direct 
emissions from owned or controlled sources) 
and scope 2 (covers indirect emissions from the 
generation of purchased electricity, steam, heating 
and cooling consumed by a company) GHG 
(Greenhouse gasses) emissions by 46% by 2030.

• We commit to sourcing an aggregate paper supply 
consisting of at least 75% recycled pulp by 2030. 

• We commit to sourcing an aggregate paper supply 
consisting of at least 25% post-consumer waste or 
alternative pulp by 2030. 

We commit to obtaining FSC® certification for 100% of our 
paper packaging materials by 2030.

The metrics that we track within this report are a critical 
part of our commitment to sustainability and remaining 
accountable to our mission to Deliver a Better World,” Eric 
concludes. ••

~ Ranpak ~

RANPAK FSC® LICENSE NUMBER IS FSC-C134738, AND ALL PAPER PRODUCTS 
PRODUCED IN EUROPE ARE FSC®-CERTIFIED MATERIALS.
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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: Beatriz Garcia // Photos: Oct8ne

~ Oct8ne ~

OCT8NE’S 
VISUAL 
CUSTOMER 
SERVICE 
DECREASES 
RETURNS
The number of digital buyers increases every year. More than two billion people bought products 
or services online in 2020, and e-retail sales surpassed 4.2 trillion USD worldwide.

However, just like in traditional stores, see-
ing a lot of returns is common. The ‘lack 
of reality’ of online shopping still means 

that customers don’t receive the same product they 
expected when they made the purchase.

What happens if the product doesn’t fit or is faulty? Each 
transportation service incurs costs, which is the problem trig-
gered by online sales. Therefore, if a customer buys a product 
and returns it, additional and unnecessary costs will be added.

Generally, these logistic costs account for around 25% of total 
e-commerce spending. Charging customers for returns isn’t a 
good idea; we don’t want to scare them away when they get 
to checkout. Therefore, your goal should be to cut back on 
returns, so your company’s spending doesn’t skyrocket.

According to a study by Return Magic, customers return 20% 
of online purchases, a statistic that is much higher in the fash-
ion industry. Furthermore, 70% of returns are subjective due 
to things like size, style, etc.

This is logical; consumers can’t see, touch or taste the product 
‘physically’, which can be a problem if it’s delivered to their 
house and the images aren’t the same as they were online or 
aren’t a good likeness of the product. If the product isn’t what 
they expected or has something wrong with it, it sparks a 
problem that entails additional, unnecessary expenses.

The way you display products in your e-commerce is decisive 
in avoiding their return. But did you know that customer 
service is also a fundamental pillar?
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~ Oct8ne ~

Oct8ne is a customer service scheme that has reinvented the 
way we communicate; it’s a livechat with visual support that 
not only improves communication but also makes buyers 
more sure of their purchase, which prevents many returns. 

How to avoid a return

Many users get frustrated with their online purchases: almost a 
quarter of online consumers have received a fake product.

However, you don’t need to blatantly mislead the customer 
for them to be disappointed with their purchase if the colour, 
material or size of the product doesn’t look like what they 
saw on your website or the features don’t match those on the 
product sheet, that will be enough.

The way you display your e-commerce’s catalogue is decisive, 
and having customer service reinforce this will prevent a lot of 
returns. With a visual customer service tool like Oct8ne, agents 
can ensure that the customer buys exactly what they need by 
displaying several images and videos of each item.

By ensuring that the images show the products as they really 
are, you can avoid disappointment and subsequent returns.

Thanks to Oct8ne’s visual support, these photos can be viewed 

together in the coviewer, zoomed in on or even marked on so 
the agent can advise the client clearly and seamlessly.

The most important image is to see how the product looks. It’s 
a good idea to include pictures from User Generated Content. 
If you encourage your customers to post photos of their 
shopping experience on social media, you can link them to your 
product sheets and share them in the Oct8ne coviewer during 
the conversation.

“I have doubts!”
At the point of checkout, if the user is flooded with second 
thoughts, it’s best to solve them without leaving the page. 
Better yet, without abandoning the cart. When a customer has 
the urge to make a purchase, they need to solve any problems 
right then and there.

Improving customer service should be the main goal for any 
e-commerce. Using a livechat to quickly assist a user is fine, 
but, realistically, it’s hard for an agent to understand what the 
customer’s looking for with just a brief description in the chat. 
This is especially true in more difficult cases like searching for a 
specific part or if the issue is a product malfunction.

With visual support, this process is much easier. The customer 
can upload a photo of what they need directly in the chat, 
regardless of whether it’s a specific product, a part they need 
replaced, or to show that something is wrong with the item. 
Easy!

“THIS ISN’T WHAT I BOUGHT”
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~ Oct8ne ~

“I’m looking for this”
The seller’s job is to make up for the lack of reality that exists in 
the online world. The easiest way to do this is for the customer 
and agent to both see what product they’re looking for so there 
is no room for doubts. Oct8ne is a tool that can eliminate all 
kinds of misunderstandings.

Our customer service system has reinvented the way we 
communicate with shoppers online. We enhance the classic 
livechat idea to make customer service visual. By adding a 
coviewing system, agents and customers share images and 
videos so they can see products and speed up communication.

If a customer needs a better view of what they’re going to buy, 
the agent can show them several photos of the product in real-
time or, if there aren’t photos, they can take some directly with 
the webcam. By zooming in, both parties can see the features 
and characteristics of the product in detail, at the same time, 
meaning any issues are resolved. 

As such, customers feel like they’re in a physical store because 
they can simultaneously see everything they need to know 
about a product and make sure that it meets their expectations.

Another feature of this tool is that users can also share images 
in the coviewer by uploading them from their computer or 
taking pictures directly with their mobile phone. They can send 

a photograph of the product they have just received to deal 
with a return before sending it back, and the agent can see 
if the product meets the requirements to move forward with 
processing it.

What better way to avoid returns than to ensure the customer 
receives exactly what they’re looking for? With the added 
bonus of personalised customer service. ••
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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, 
Consignor, 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 14 000+ 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/
HTTPS://INTERNATIONAL.BOXBERRY.RU
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Nobody can deny that they have a large slice of the 
cake, but it is also true that lately, the number of 
companies implementing a marketplace in their 
digital strategies to better satisfy the needs of their 
customers is increasing.

I can see why some companies have been reluctant to add a 
marketplace to their e-commerce. It is easy to think that you 
could lose sales while increasing your portfolio, but, luckily, 
this is not the case.

By increasing the number of vendors and products, you 
can get closer to your customers by using local suppliers 
to improve shipping times without having to worry about 
storing or sending the products. Something really important 
as well, you will avoid the danger of being out of stock.

With so many companies doing a great job online with a 
marketplace, this will improve your chances to have happy 
and loyal customers. Just to note, a study published by Mirakl 
says that among 60 tested marketplaces worldwide, they 
noticed a 34% lift in overall organic site traffic.

This leads me to Mirakl turning into a unicorn last 
September. With a $300 million funding round at a $1.5 
billion valuation, the company is ready to continue improving 
its services and expanding the net of marketplaces with 
Mirakl technology, which, in 2020, registered transactions 
with a value higher than $3.1B worldwide. Not bad, right?

The great thing about the marketplace model is that it 
doesn’t have industry limitations, and well-known companies 
such as Carrefour, Decathlon, Leroy Merlin, Maisons du 
Monde, Worten or Best Buy are already benefiting from their 
marketplace.

Another stunning new event in this field has been Lengow’s 
acquisition by Marlin Equity Partners this February. Lengow 
operates a software-as-a-service platform to optimise 
e-commerce listings, and even if the terms of the deal are 
undisclosed, I am sure that this will be a great year for growth 
at Lengow and this acquisition was closed at the perfect time.

A great example of 
how this model can 
make a difference is 
the French DYI company ManoMano. Founded in 2015, the 
company raised a total of €311 million in different funding 
rounds and closed 2020 with a global turnover of €1.200 
million! The UK, Germany and the south of Europe are the 
domains of companies with customer-centric strategies taking 
special care of every detail in the shopping experience they 
offer to their customers.

Food, cosmetics, DYI, fashion… all industries are welcome in 
the marketplace model, both in B2B and B2C. Which will be 
the next industry taking this chance…maybe sports? ••

COLUMN
THE RISE OF THE MARKETPLACE MODEL

~ Ronan Bardet ~

For many years, we have associated the word “marketplace” 
with Amazon or other similar companies.

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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““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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~ Topic Special ~

TOPIC SPECIAL:
SUSTAINABILITY
Text: Sanne Leenders // Photos: PostNL, Ranpak

Every year, there are a number of relevant themes that lend themselves to e-commerce and cross-
border selling. To take a deeper look into these themes, we would like to introduce our latest rubric, 
the Topic Special. The Topic Special deals with the most relevant topics within e-commerce and 

cross-border selling by means of a Q&A with experts on in-depth issues within the topic. We’re kicking off 
this issue with a Topic Special on Sustainability, a staying trend in online retail and internationalisation. 
Blide Druk, Program Manager Sustainability at PostNL, and Dan Roumen, Product Manager Void Fill at 
Ranpak, give us a closer look into end-consumers and their customers’ expectations and their sustainable 

packaging solutions.

HOW MUCH DO YOUR CLIENTS CARE ABOUT 

SUSTAINABILITY?

Most of our customers care about sustainability. 

The number of customers who care is growing, 

and they’re becoming more serious about it too. For 

example, we see a steep increase in detailed requirements 

about sustainability. There is differentiation between customers, of course. 

For some customers, it’s still a ‘nice to have’. We also have a group of 

customers who are forerunners for the sustainability targets. Having 

transparent, ambitious goals and taking the extra step are now must-have’s 

to do business with them. For PostNL, that’s great because it means we can 

face the challenges that still exist in sustainable cross-border e-commerce 

together.

HOW MUCH DO YOUR CLIENTS CARE ABOUT 
SUSTAINABILITY?
Ranpak uses a worldwide distributor network 

to sell their wide range of paper qualities and, 

therefore, has to look after the demands of their 

distributors on sustainability, as well as of their 

customers. In the last couple of years, we’ve noticed 

strong growing demand in both groups concerning sustainability. 

Since the distributors have chosen sustainable solutions from Ranpak, most 

of them many years ago, their level of attention toward sustainable items 

is already higher than usual. Next to Ranpak’s protective paper solutions, 

they have an increasing number of items in their product range that carry 

a sustainable image. The recent introduction of FSC® for all paper qualities 

produced by Ranpak in Europe increased sensitivity on this subject, and 

more companies are determined to become FSC®-certificated too. And as 

stated above, their customers also have higher demands and sensitivity for 

sustainable products and production methods. 

BLIDE DRUK, 
PROGRAM MANAGER SUSTAINABILITY AT POSTNL 
INTERNATIONAL

DAN ROUMEN, 
PRODUCT MANAGER VOID FILL AT RANPAK

HOW MUCH DO END-CONSUMERS CARE ABOUT SUSTAINABILITY?
With end-consumers, we see the same trend as with online retailers. 

Most consumers care about sustainability, and here as well, the amount is 

growing, and they’re getting more serious about the matter. They share 

their worries about the unused space in their parcels and vans in their 

streets. Current surveys show a growing group is willing to pay extra when 

they can count on a more sustainable journey. This is a real shift in trend. 

Earlier surveys have always shown customers cared, but they didn’t want 

to pay extra. And talk about a trend-shift: forerunner customers ask for 

slower delivery to prevent polluting transport means like planes.

HOW MUCH DO END CONSUMERS CARE ABOUT SUSTAINABILITY? 
Ranpak recently executed, via an international consumer research company, a 

sustainability survey among consumers in the UK, Germany and France. More 

than 80% of the participants would be more likely to purchase from brands 

that ship sustainably than those that do not. Over 85% would prefer to see 

more paper and less plastic used in packaging. They would be more likely to 

buy from brands that use paper packaging made from responsibly managed, 

certified forests, like FSC® (Forest Stewardship Council®). About 25% of the 

participants noted that there was an unnecessary amount of plastic inside 

the package, and another 20% thought that more plastic air bubbles or other 

forms of plastic were used for protection inside.
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~ Topic Special ~

WHICH TECHNOLOGIES/INNOVATIONS DO YOU USE TO INCREASE 
SUSTAINABILITY?
In the last mile, we use electric vehicles, bicycles and walking as 

sustainable alternatives to diesel vans. We place solar panels on our 

buildings to produce the electricity we use. For our long-haul transport in 

the Netherlands, we use HVO, a fuel made out of used frying fat that has 

90% fewer carbon emissions than regular diesel.

In international transport, no big-scale alternatives are available yet, so 

we use data science to improve our efficiency even more and to be able 

to choose our means of transport based on carbon emissions too. We’re 

investigating the possibility of joining pilots with promising upcoming 

alternatives, preferably together with our customers, the online retailers.

WHICH TECHNOLOGIES/INNOVATIONS DO YOU USE TO INCREASE 
SUSTAINABILITY?
Our mission is to Deliver a Better World™: We bring supply chains into balance 

with the environment and deliver protective packaging solutions that are 

good for the world and good for the bottom line. Our in-the-box packaging 

solutions can support companies to grow, protect the environment, and keep 

customers happy. Sustainable, cost-effective, and versatile packaging helps 

businesses to thrive while showing their commitment to the planet. All our 

papers are not only curbside recyclable, renewable and biodegradable, they 

are also FSC®-certified, guaranteeing well-managed forests. With two new, 

innovative paper converters, the PadPak® Guardian andFillPak Trident™, 

Ranpak is able to offer protective paper solutions, which use less paper to 

protect the products in the box in an improved way. Ranpak Automation, the 

latest business development within the company, offers right-sized boxes 

to increase efficiency and reduce the transported and stored volumes of 

shipments.

HOW CAN THE CUSTOMER EXPERIENCE BE IMPROVED THROUGH 
SUSTAINABILITY?
Receiving a parcel should make the customer happy. Having a positive 

sustainability impact makes a lot of customers happy. Imagine you 

go shopping online: when you order, you are able to choose a more 

sustainable transport and delivery method. If you do, you can exclude 

transport methods you don’t want to support, like planes, for instance. You 

see what delivery method is the most sustainable for your parcel, to your 

address. And of course, you can choose to get all your ordered goods at 

once, saving even more transport kilometres. You see the carbon emissions 

you save with every click. So, of course, you order. Then your goods are 

delivered. You see that bike or electric van in your street – or you use 

your own bike to collect your goods. The goods are packed in sustainable 

materials, and the package is exactly the right size for your order. Goods 

with solid boxes of their own don’t even have an extra shipping box. 

So, of course, this webshop is the one you revisit.

HOW CAN THE CUSTOMER EXPERIENCE BE IMPROVED BY SUSTAINABILITY?
We strongly believe that paper is a fully circular packaging product. The life 

cycle of our paper begins with wood, a renewable resource harvested from 

responsibly managed forests. It continues through its relatively short but 

useful life where it protects goods on the way to consumers. And after use, 

paper packaging can be recycled into new paper. The recycle rate of paper in 

Europe (86%) is very high since infrastructures to collect and recycle paper are 

fully established. A traditional linear economy sustains growth by consuming 

new resources. This ‘take make-waste’ model extracts value from finite 

resources, produces products without regard to harmful externalities, and 

leaves unusable waste as a byproduct. Ultimately, the linear economy leaves 

a growing set of problems for future generations to address – the increasing 

scarcity of resources, global climate change, plastic pollution in our oceans 

and waterways, and the loss of biodiversity along with crucial habitats. The 

traditional linear economic model is simply unsustainable.

DO YOU HAVE TIPS FOR ONLINE RETAILERS TO INCREASE THEIR 
SUSTAINABILITY?
Tip number one is decreasing the size of your packaging. This makes such 

an impact. The average parcel contains more than 50% air. That’s a waste 

of package material, and it makes a huge difference in transport: 50% air 

is twice as many trucks. Tip number two is to involve the consumer: let 

them choose. It’s a win-win because less polluting transport or shipping 

goods together helps the environment and is almost always cheaper as 

well. DO YOU HAVE TIPS FOR ONLINE RETAILERS TO INCREASE THEIR SUSTAINABILITY?
As Ranpak supports the Circular Economy, we advise bringing the supply 

chain into balance. As businesses look to improve the sustainability of their 

operations and supply chain, using paper to provide effective protection 

for products in transit allows online retailers to make their own business 

models a part of the Circular Economy. The steady growth of e-commerce 

over the past decades – and explosive growth in 2020 – exemplify both the 

opportunity and the imperative for businesses to develop green solutions to 

support the changes in consumer behaviour that will continue to become our 

new normal.
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TROUW 
NUTRITION IS 
MAKING ONLINE 
PROCESSES 
EASIER FOR 
B2B AND B2F 
CUSTOMERS
Text: Sanne Leenders // Photos: Trouw Nutrition
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~ Intershop ~

For approximately 90 years, Trouw Nutrition has 
been dedicated to innovation and developing 
smarter and more sustainable ways to help 

their customers raise healthy farm animals. From 
its beginnings in the Netherlands, a country world-
renowned for excellence in sustainable agriculture, 
the company has now grown to serve 105 countries 
worldwide.

Farmers are very adaptable to online channels
“Our business model is twofold: B2B and B2F (business-
to-farmers). The B2B segment is the intermediary between 
the farmers and us. Initially, 
we implemented our 
digital strategy for our 
B2B customers (feed mills, 
distributors). However, as 
the agriculture industry 
digitises and farmers’ 
connectivity improves, we 
see farmers’ use of online 
channels rapidly develop and 
more automation of some 
processes. Nowadays, the use 
of the internet is very high 
among our end users, the 
farmers,” says Mees.

“Looking at our intermediary channels, the suppliers in 
the agricultural sector, we have noticed that they represent 
pockets of value still to be unlocked when it comes to 
digitisation. At Trouw Nutrition, we closely monitor what 
happens in other industries ahead of us in this matter; 
we learn from their journey, incorporate these trends and 
developments in our own digital roadmap and implement 
what worked well for them. That’s what helps us be a strong 
frontrunner in our space,” he continues.

Crossing borders is in our DNA
“We started in the animal nutrition sector in the Netherlands 
90 years ago and have expanded over time beyond our borders 
and beyond nutrition. Nowadays, we have a broad portfolio of 
products, models and services and ever-increasing expertise 
in feed, farm and health. That makes us a one-stop-shop with 

limitless opportunities to 
create tailored, integrated 
solutions suited to 
each customer’s unique 
circumstances and objectives, wherever they are in the world.
We have evolved from “providing animal nutrition” to 
simplifying farmers’ decision-making so that they run more 
profitable businesses, grow healthier animals and produce 
more with less. So you can say that crossing borders is in our 
DNA!”

Digitalisation makes the supply chain more efficient
“One of the most important 
reasons behind our 
digitalisation is our ambition 
to make our supply chain 
perform even better thanks 
to real-time insights on order 
statuses, better cost control, 
less false orders. But also 
more agile, able to respond 
faster to the order process,” 
says Mees.

“More than 50% of our 
solutions are tailored 
to customer-specific 
requirements. Digitalisation 

makes this customisation easier for our customers and us, 
thanks to our ERP system that keeps things in order. Creating 
a webshop with products and hoping that customers will 
eventually buy them en masse is not realistic in our sector. 
What our customers want is relevant and tailored advice to 
their personal situation. We strive to make their purchasing 
experience as easy and pleasant as possible so that their next 
visit ultimately leads to a repeated purchase via our platform,” 
he adds.

“In that mindset, we learned from our customers that two 
functionalities we offer are particularly important to them:

• The possibility to get real-time insight into their order 
status: they can track what’s happening with their order 
at any time of the day – that level of transparency builds 

Trouw Nutrition is an organisation that deeply cares about building a more sustainable 
future. The company is committed to translating science into 
actionable, practical nutrition and farm management solutions to 
help customers produce quality meat, eggs and milk. They support 
feed and food producers with technology that puts advice and 
data at their fingertips. Mees Spoor, Product Owner E-commerce 
at Trouw Nutrition, gives us an insight into their e-commerce 
journey within the animal nutrition industry.

“MORE THAN 50% 
OF OUR SOLUTIONS 
ARE TAILORED TO 

CUSTOMER-SPECIFIC 
REQUIREMENTS.”
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trust and considerably decreases the number of questions 
our customer service receives, freeing up their time to 
respond to other types of questions.

• On the other hand, the possibility to enter their orders in 
our system by themselves, leading to fewer mistakes in the 
order process. Especially since the COVID-19 outbreak, 
where people are purchasing more products and services 
online, it is of great importance to offer both of these 
services,” he concludes.

Starting the digital transformation was a challenge
“Since starting our digital transformation was a bit of a 
challenge for us, we looked for a partner to help us with this. 
We came across the Forrester ranking, where Intershop had 
been selected, and we decided to meet with them. Some of 
the out-of-the-box functionalities they offer, were particularly 
appealing to us, such as the possibility of the headless 
integration and rich set of plug-and-play B2B commerce 
features.” 

“We have chosen Intershop as a partner because they enabled 
us to set up a headless integration that ensures a split between 

front-end and back-end. With the help of Intershop, we are 
building a better experience for our customers, simplifying their 
journey, and meeting their ever-growing needs. That’s the key 
to customer happiness and loyalty! Intershop has really proven 
to be a value-adding partner in this process,” says Mees.

Taking a look at the future
“Our next objective is to standardise the eOrdering process 
thanks to a generic template rolled out in most of the 
countries where we operate. In addition, we also want to 
integrate Intershop headless CMS into our customer platform. 
Ultimately, we will make all our processes more efficient by 
placing our customers in the driving seat: they will be provided 
with self-service access to what Trouw Nutrition can offer them 
and full control over the ordering processes,” Mees concludes. 
••
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HOW STOOV® 
DEVELOPED A 
NEW SUCCESSFUL 
PRODUCT CATEGORY 
INTERNATIONALLY
Text: Sanne Leenders // Photos: Stoov®
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~ Salesupply ~

“During my college years, I organised parties for 
my fellow students to earn some money. From 
that money, I bought a car to travel to my first 

job at ABN Amro, where I worked for ten years. 
However, at some point, I noticed that the heating 
car seat of my car was broken. Therefore, I decided 
to inspect the damage, and it turned out to be quite 
easy to repair. From that point on, I wondered why 
these heating seats are only available in cars, and the 
idea of a new product slowly started to arise,” says 
Teun.

From the very first prototype to a successful business
“In 2012, my first son was born, and during the pregnancy, 
my wife loved to sit outdoors in our garden. Obviously, on 
colder days, I needed to light the fire pit in order for us 
to stay warm and cosy. However, I spent most of my time 
outside of the house because of my work which meant that 
the fire pit would not be lit very often, and it would not 
be as pleasant to stay outdoors in the garden. Therefore, I 
decided to provide our garden bench with a heater. That 
was the very first prototype and it was well-received by the 
(non-objective) test public,” says Teun.

“Then I decided to make a business case to discover if 
the idea was economically viable and for which markets it 
would be most suitable. With the prototype, I cycled into 
the city centre of Utrecht (the Netherlands) and returned 
that same afternoon with an order from a restaurant owner 
for whom we could heat his terrace sustainably. At the 
end of 2014, we ran a pilot with that restaurant, and that 
is when it all started. At some point, we had our heating 
cushions in use at approximately 150-200 hospitality 
establishments,” he continues. 

“Then something unexpected happened. We received 
more and more requests from consumers who wanted to 
buy the cushions for their home. The hospitality industry, 
our intended target audience, turned out to be the perfect 
marketing channel. Consumers sit on our cushions – 
enjoying a pleasant moment with family or friends – they 
see the Stoov® brand label, and then they decide to contact 

us. After that, we converted our products into individual 
rechargeable cushions and relaunched them through our 
webshop as a consumer product in the Netherlands and 
Germany. Since then, we have grown steadily at 3x each 
year.”

Conquering the German market
“We started in the Netherlands and Germany, and 
especially in Germany, it immediately turned out to be a 
hit. We have higher satisfaction, higher-order value and a 
lower return rate in Germany because the products simply 
suit the German market very well. Premium products with 
good quality and comfort are valued highly in Germany.”

Building a strong brand
“Currently, we do not sell our products in any brick-and-
mortar stores. We are a pure player, and we want to keep 
growing online. At the moment, it is easier for us as a pure 
player to launch in a new country with the help of partners 
such as Salesupply than to roll out an entire retail and 
distribution strategy in our current markets.

“In the beginning, we focused on our own website, but 
then we quickly joined online marketplaces Bol.com 
and Amazon. However, we focus on our own channel 
because you can share your branding and your story there. 
Currently, we use marketplaces as a conversion enhancer. 
We see that many customers come across our brand on 
social media and end up buying on Amazon because of 
their trusted reputation and the ease of buying there.”

The importance of transparency
Teun continues: “Our brand and the experience that comes 
with it is of great value to us. We want to sell a product 
that is of good quality and that customers appreciate. 
At the very beginning of Stoov®, we sold products that 
we thought were good. However, they were not always. 
Then you have to solve that properly. We told our initial 
customers that they were the co-testers of Stoov® to ensure 
that they knew the product might not be perfect from 
the start. We kept in close contact with our customers to 
learn from their experiences. This urge to be close to our 

It all started with the broken seat heating of his first car. After 
Teun van Leijsen had opened the seat and repaired the seat 
heating, a question kept haunting his mind for years: “Why is this 
kind of heating only available in car seats?” Now, years later, the 
rechargeable, wireless infrared heating cushions and blankets from 
his company Stoov®  are available in four countries, and further 
international expansion is planned for later this year. We spoke with 
Teun van Leijsen, founder of Stoov® , about the development of a new product category and 
the strong international growth of his company.
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customers has become an important part of the Stoov® 
brand and DNA.”

Always stay involved in customer service
“Stoov® is run by a small team. We manage to do so and 
to keep on growing by outsourcing all seasonal activities 
such as fulfilment and customer service. Initially, we kept 
customer service in-house, but after we had to juggle our 
customer service by adding temporary workers and students 
due to extreme growth in 2019, we decided to outsource it 
as well. In 2020, we partnered with Salesupply to scale our 
customer service at pace with our growth. With Salesupply, 
we have close coordination at different levels every month. 
As a brand and entrepreneur, it is so important to know 
what is going on with your customers. This way, you keep a 
grip on your products and service and are able to improve 
where necessary,” says Teun.

Strong brand and market position
At the moment, Stoov® is active in Germany, The 
Netherlands, Austria and Belgium, but the ambition 
doesn´t stop there. “We definitely have cross-border 
ambitions for the near future. Our roadmap for our 

cross-border ambitions depends on our funding roadmap. 
We have secured large financing with which we can start 
growing seriously and the ambition – due to the increase 
in competition – is to grow quickly internationally and to 
claim a strong market position, whilst connecting Stoov® as 
a brand name to the feeling of warmth and comfort.”

“We are also considering getting rid of seasonality by 
expanding to Australia and New Zealand. The market is 
ideal, as people there practically live outdoors. Further into 
the future, I would love to launch in the United States at 
the right time. In order for us to reach this objective, we 
cannot just recklessly copy and paste our rollout strategy 
because the US is a completely different market. Let’s 
just say that we are definitely not done yet, and we have 
many great outlooks and opportunities in the future,” Teun 
concludes. ••
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~ Sound of Data ~

THE FUTURE 
OF CUSTOMER 
SERVICE 
TELEPHONY

Products and services are becoming more 
complex
The danger of increased digitising is that human 

components like tone of voice, empathy and engagement 
are pushed aside. Customers want support, preferably 
24x7, quickly and easily with, for example, self-service, 
(chat)bots, etc. If these options are not available or not 
easily accessible, personal voice contact is indispensable. 
Many products and services are becoming more and more 
complex, and so are customer questions. And this calls for 
more human interaction. 

Important for customer service satisfaction
This is also reflected in CGS’s Customer Service Crisis 
Survey (October 2020). Nearly 40% of UK and US 
respondents would rank the “opportunity to speak with 
a human agent” as a top-three requirement for ensuring 
customer service satisfaction. And about 44% said they 
wish brands would be more transparent about “how to get 
help from a human”. What you often see is that digital 
channels are pushed forward on websites, and you need to 
look hard for that telephone number.

Telephony is on an island
Many brands prefer to promote digital channels where 
agents can multitask and handle more interactions at a 
time and where everything that’s done and said is (often) 
automatically logged in the CRM or ticketing software. 
Telephony is a single-tasking activity which is why it ’s 
often considered to be more expensive. It ’s also a channel 
that isn’t as easy to measure and analyse as other digital 
(online) channels. Telephony isn’t integrated into the front 
and backend and often operates on an island separate from 
the other channels.

Outside the online journey
Up until now, telephony has been an offline channel that 
isn’t part of the online journey. When website visitors reach 
for the telephone, they are out of sight and can’t be tracked. 
This makes things like customer satisfaction and return 
on investment harder to measure because surveys are sent 
through different channels (with low attention value as a 
result), and you can’t always link a conversation directly to 
a sale. 

Text: Erzsi de Letter // Photos: Sound of Data, Unsplash

The world is digitising, and so is customer service. Channels like email, social, chat and bots 
all happen online. Easy and fast when it comes to simple and non-urgent questions, but 
when things become complicated or urgent, 34% of consumers* still reach for the telephone. 
This is because of speed and the indispensable human touch. What does the future of 
customer service telephony look like in this digitising world?
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Mix telephony with digital channels
There must be another way, we felt at Sound of Data. 
What if you could turn telephony into an online channel, 
take it off its island and make it part of the online 
journey? With that in mind, we developed Talk. This is 
a click-to-call solution that makes it possible to directly 
call customer service with the click of a button on a brand 
or organisation’s website, app, or newsletter. The visitor 
doesn’t have to look for 
a telephone number and 
can call directly from 
the browser without 
using a phone number or 
telephone network. It can 
be done on any device 
with a microphone that ’s 
connected to the internet. 

Embed telephony in the 
online journey
Talk embeds the 
conversation in the online 
journey. This is especially 
interesting for e-commerce 
because it allows marketers 
to follow the visitor and increase engagement and 
conversion. For example, you can show a visitor a special 
offer while in the queue. Or you can send them to a 
specific landing page or show a short survey when the 
call ends. This is not possible with a regular telephone 
call. Talk is based on WebRTC. It is a VoIP call and is 
forwarded to the call centre via our voice platform in the 

same way as regular calls. Contact centre agents won’t 
know the difference.

Maximise your conversion rate
Kaspersky is one of the companies that is actively using 
Talk on their website. Tim de Groot was immediately 
interested when he heard about it through his colleague 
at customer service. As Head of E-Commerce Benelux 

& Nordics, Tim wants 
to keep customers in the 
online customer journey 
as long as possible and 
maximise the conversion 
rate. “In the e-commerce 
department, we also look 
at customer service from a 
commercial point of view. 
Customer satisfaction is 
super important. If our 
customers feel protected by 
our products, they remain 
customers and don’t quickly 
switch to competitors.”

Telephony remains a popular channel
Kaspersky is one of the fastest-growing companies 
in cybersecurity and active in 200 countries. Given 
the nature of the business and the large number of 
customers, customer contact plays a major role in the 
organisation. Tim: “Consumers and companies can come 
to us for technical advice as well as questions about 

“WHAT IF YOU COULD 
TURN TELEPHONY INTO 
AN ONLINE CHANNEL 

AND MAKE IT PART OF 
THE ONLINE JOURNEY?”
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orders, installation and support. Together with a few 
external call centres, we serve the various target groups. 
Technical topics are more difficult to explain in text 
than in speech. We also notice that the older generation 
especially wants to call, they are used to that. The younger 
generation is different. But even then, when something 
gets complicated, they 
too eventually pick up the 
phone. It simply solves their 
issue faster.”

Easy to implement
The implementation of 
Talk is simple because 
it ’s basically just adding a 
button to the website. From 
that button, the visitor 
is directed to a page that 
fully meets a brand’s look 
and feel. That ’s where the 
real conversation starts. 
Tim was happy with the 
implementation: “For Sound of Data, it was less work 
than for us. This was mainly due to our internal process of 
getting approval to implement Talk on the website. After 
all, we are active in cybersecurity, so everything we do 
needs to comply with our own security requirements. Talk 
fully complied, so approval was granted.” 

Customer service from money-taker to money-maker
The first results show that users return to the website 
after a conversation and continue their online journey. 
A special offer on the landing page leads to more filled 

shopping baskets. The ultimate goal, of course, is more 
online conversion and turnover. Tim explains: “After a 
successful call, customers end up on a landing page with 
a special offer. That ’s not possible with a regular phone 
call, and that ’s why this tool is so interesting for us. 
Customer service is often seen as a money-taker. The costs 

are very easy to measure 
but measuring the value 
is more difficult. I am 
convinced that we can 
turn customer service into 
a money-maker by using 
a tool like Talk because 
we can measure how 
telephony contributes to 
online conversion. I can’t 
think of a nicer mix of 
customer contact, sales and 
marketing.”

The future is online
At Sound of Data, we 

want to give brands a voice and customers a listening ear. 
Telephony is one of the few channels that enable personal 
human interactions. Innovations like Talk and video 
integrations keep this old communication channel relevant 
and valuable to sustain a loyal customer base. They 
turn the voice channel into an online channel, so it ’s no 
longer on a separate island but becomes a real part of the 
omnichannel mix. The future is online, are you? ••

~ Sound of Data ~

“TELEPHONY IS ONE OF 
THE FEW CHANNELS 

THAT ENABLE 
PERSONAL HUMAN 

INTERACTIONS.”
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THE POST-
COVID 
ONLINE 
CUSTOMER
Text: Joanna Perry, Global Head of Marketing, Pattern // Photos: Pattern, Unsplash
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Store closures in countries around the world due 
to COVID pushed consumers online. Many of 
those involved with cross-border e-commerce will 

have seen an increase in sales during 2020 as shoppers 
struggled to get hold of the goods they wanted.

As a seller on Amazon across Europe, we wanted to 
understand whether the swing to shopping online was 
temporary and if those sales would swing back to stores once 
they were open again and social distancing measures had 
eased.

In February 2021, Pattern surveyed consumers in both 
the UK and Germany to understand how their shopping 
behaviour changed during the pandemic and their 
expectations for whether they would continue to shop online 
during the rest of the year.

The results highlight how the pandemic has permanently 
changed buying behaviour and indicates that online sales – 
and particularly sales on Amazon – will continue to vastly 
outpace online sales growth in these key European markets.

Shoppers are staying online
In both the UK and Germany, shoppers reported having 
bought more online during 2020, and this comes as no 
surprise. 54% of UK online shoppers and 46% of German 
online shoppers reported that they bought more online in 
2020 than in previous years.

As shoppers struggled to get products from their normal 
retail channels, particularly physical stores, they looked 
further afield. 40% of UK online shoppers said they bought 
non-food products online in 2020 that they previously 
would have purchased in physical stores; the number was 
32% among German shoppers. Amazon was one of the 
prime beneficiaries of this change in behaviour; 39% of UK 
shoppers and 36% of German shoppers reported that they 
bought more non-food products from Amazon.

When we asked them to predict how they would shop in 
2021, the results indicated that the shift is here to stay. 
34% of UK online shoppers and 29% of German online 
shoppers say they will buy non-food products online 
that previously they would purchase in stores. 28% of 
UK shoppers and 30% of German shoppers specifically 
reported that they would buy more non-food products 
from Amazon. 

Only 31% of German shoppers and 33% of UK shoppers 
expected there to be no further changes to their shopping 
behaviour in 2021. 29% of UK online shoppers and 26% 
of German online shoppers expect to buy from different 
online retailers than they have used previously, and 
so there is a clear opportunity for online retailers and 
consumer brands with direct-to-consumer sites to acquire 
new customers this year; while online shoppers are likely 
more receptive to buying from online stores for the first 
time.

~ Pattern ~

Consumers flocked online when physical stores were closed, and new research from Pattern 
suggests that this change in buying behaviour is here to stay.
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Text: Nico Hoeijmans // Photos: Dagmar Sporck, Drestige

~ Pattern ~

Amazon will capture extra online spend
Only 12% of UK online shoppers expect to spend less on 
non-food online shopping in 2021 compared to 2020. 50% 
expect to spend the same as last year, and 38% expect to 
spend a little or a lot more. 30% specifically reported that 
they would spend more on Amazon in 2021 than 2020.
The numbers for Germany look even more compelling. 
45% of German online shoppers expect to spend a little or 
a lot more online in 2021, and only 12% expect to spend 
less. 44% expect to spend more on Amazon this year than 
they did in 2020.

However, there are some differences between the results for 
the two countries in terms of the type of shoppers who will 
drive the increase in online sales.

In the UK, the 25-34 and 35-44 age groups were the 
most likely to predict they would spend a lot more online, 
and the 18-24 age group was most likely to spend a lot 
less. Online sales growth is being driven by convenience 
factors in the UK market; the shoppers who most value 
convenience are those who work full time, have their own 
homes and are likely to have families to take care of.
Meanwhile, younger shoppers are the most likely to have 
less money to spend on shopping overall and be the keenest 
to return to the social element of shopping in physical 
stores.

In Germany, the youngest 18-24 age group was the most 
likely to report expecting to spend a lot more online in 

2021. Here, the age group least likely to spend more was 
the 65+ age group. While older German shoppers did turn 
online during lockdown, they will not continue to increase 
the amount they spend online this year; 72% of the 65+ age 
group report that they will spend the same shopping online 
in 2021 as they did in 2020.

The key takeaway from these findings is that the gains in 
online shopping penetration seen during lockdown are here 
to stay and will likely increase further during 2021, despite 
the expected return to a more normal life as pandemic 
restrictions are eased. Online retailers and brands should 
invest in acquisition marketing to take advantage of this 
growth and prepare for their online channels to make up 
a more significant proportion of their total sales going 
forwards. ••pixi whitepaper: 

YOU CAN DOWNLOAD THE FULL RESULTS OF THE TWO CONSUMER POLLS 

HERE: HTTPS://PATTERN.COM/UK/RESOURCES/ECOMMERCE-RESEARCH/
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~ ChannelEngine ~

D2C, or direct-to-consumer, strategies allow 
brands to cut out the middleman and sell their 
products directly to customers through digital 

marketplaces. Selling directly to consumers gives these 
companies more control over their business processes and 
distribution channels.

The rise of D2C
While the D2C strategy isn’t a new concept, many 
e-commerce businesses saw the true potential of selling 
direct to consumer in light of 2020’s pandemic. Physical 
retail locations were closing their doors, and some 
e-commerce marketplace websites were slowing down 
because of the massive increase in traffic. Many customers 

Brands and wholesales worldwide have been making the change to a D2C retail strategy, but 
what is D2C?

Text: Niels Floors, Head of Partnerships and Sales at ChannelEngine // Photos: ChannelEngine

WHAT IS D2C 
(DIRECT-TO-
CONSUMER)
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started making purchases directly from their favourite 
brands, leading to the rise of the D2C model.

E-commerce D2C sales in the U.S. are on an upward trend 
with no sign of slowing down. The projected sales for 2021 
are $21.25 billion – more than triple the amount from just 
four years ago. This trend in the U.S. is also happening 
globally. 40% of internet users indicate that within the next 
5 years, 40% of purchases will be from direct-to-consumer 
brands.

Benefits of the direct-to-consumer model
Selling D2C provides 
benefits for both the 
brand and its customers. 
Consumers get a more 
personalised experience, and 
e-commerce companies can 
increase profit margins and 
customer loyalty. 

Larger prof it margins 
There’s a simple reason 
why D2C brands see larger 
profit margins than other 
e-commerce sellers: No 
middleman is taking a cut of 
their product’s retail price.

Because of these higher 
profit margins, many D2C 
companies opt to price their 
products lower on their own channels than other retailers. 
According to Retail Dive, lower prices are the number one 
reason consumers choose D2C brands over others, closely 
followed by simple return policies and fast, free shipping.

Personalised customer experience
Direct-to-consumer brands get higher-quality data on their 
customers that they usually don’t get to see when selling 
through a large retailer. Using this data, D2C sellers can 
build a more personalised experience for their customers – 
which is vital, considering 80% of shoppers would instead 
purchase from brands that offer more personalisation. A 
McKinsey study found that personalisation leads to:

• 10–20% reduction in marketing and sales costs
• 20% higher customer satisfaction rates
• 10–15% higher sales conversion rates

Higher brand loyalty
Loyal customers are the foundation of any D2C 
e-commerce business. Selling directly to the consumer gives 
brands some advantages in this department compared to 
wholesale marketplaces. D2C sellers can help build brand 
loyalty by doing things like:

• Offering reward programs for loyal customers
• Sending handwritten notes with customer orders
• Providing tips and tricks on social media platforms

According to Bain & Company, brand loyalty also leads 
to customer retention, and they also say it only takes a 5% 
increase in loyal customers for a company to see 25% more 
profit.

How to get your e-commerce business ready for D2C
While exact strategies vary from brand to brand, here are 
three considerations for getting started with D2C:

1. Create a process plan
When switching to a D2C 
strategy, you increase your 
profits by not using a 
middleman, but you lose 
some benefits that come 
with them – namely, you’ll 
have to deal with customer 
queries directly. Either you 
or your employees will have 
to take up the customer 
service role to engage with 
customers rather than rely 
on intermediaries.

Marketplace management 
platforms like 
ChannelEngine can 
help ease the burden by 

taking care of returns and handling shipping and tracking 
information, meaning fewer queries for your team to handle.

2. Choose the right channels
When transitioning to a direct-to-consumer business model, 
you’ll have to determine which channels to use to reach 
your customers. The most important aspects to consider 
when choosing the proper channels for your D2C business 
are: giving your customers a smooth, hassle-free shopping 
experience and ensuring the experience is the same across 
each channel. D2C channels to focus on are:

• Online marketplaces to connect your store with 
customers worldwide

• E-commerce platforms to integrate your store with 
existing back-end systems

• Click & ad channels for your direct-to-consumer 
advertising efforts

3. Integrate with marketplaces
Going direct to the consumer doesn’t mean that you can 
only sell your products on your company website. With the 
right tools, you can integrate your business with the biggest 
domestic and international marketplaces.

“THERE’S A SIMPLE 
REASON WHY D2C BRANDS 

SEE LARGER PROFIT 
MARGINS THAN OTHER 

E-COMMERCE SELLERS: NO 
MIDDLEMAN IS TAKING A 
CUT OF THEIR PRODUCT’S 

RETAIL PRICE.”
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~ ChannelEngine ~

With ChannelEngine, you 
can fully integrate with 
marketplaces like Amazon 
and eBay while fulfilling 
the orders through your 
own systems. You can 
also incorporate the best 
e-commerce platforms like 
Shopify and WooCommerce 
with ChannelEngine’s free 
plugins – no code necessary.

Ready to take the 
next step for your 
e-commerce business?
Going D2C doesn’t have 
to be a challenge. By 
integrating your business 
with the best marketplaces, 
you can easily sell direct to 
consumer without having 
to build a comprehensive e-commerce platform or put 
together a marketing or development team. You can take 

advantage of the reach and 
marketing power of existing 
marketplaces.

With brands seeing 
increased profits, higher 
conversion rates, and 
improved customer 
satisfaction, it ’s no wonder 
they’re turning to D2C 
strategies.

Get started with your free 
ChannelEngine demo to get 
more out of marketplaces 
and connect with customers 
worldwide.••

“GOING D2C 
DOESN’T 

HAVE TO BE A 
CHALLENGE.”
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~ Ingenico, a Worldline brand ~

ENGAGING 
CROSS-BORDER  
BUSINESS GROWTH 
WITH ALL RISKS 
COVERED
Text: Veerle Lebrun / Photos: Ingenico, a Worldline brand, istock
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~ Ingenico, a Worldline brand ~

When it comes to online business, Card-
Not-Present (CNP) fraud and charge-
backs are the biggest threats. The invis-

ibility of online transactions is a big advantage for 
fraudsters, who use sophisticated methods to evade 
merchants’ security systems. 

To handle this set of risks, merchants should understand 
how payment problems occur in the countries they are try-
ing to reach. Smaller business owners often don’t have the 
financial strength to gather market intelligence about every 
country they receive orders from. These insights might 
serve as an introduction on how to detect and manage the 
risks. 

Localisation is the key to conversion 
Every country has its own preferred online payment habits; 
developed over time through local circumstances and often 
with origins in offline shopping. To optimise your conver-
sion rates, you need to offer the right choice of payment 
methods. Local alternative payment methods will always 
be preferred. For example:

•  In France, consumers sometimes use their credit card 
to pay in instalments

•  German shoppers favour a clear financial overview 
and will use invoice payments or direct debit solutions

•  In Belgium, Bancontact and bank buttons are a must-
have

•  In the UK, only four in ten online transactions are 
paid by credit card

Understanding different payment methods to manage risk
Online commerce and risk management go hand-in-hand. 
Depending on the model in place,  merchants, payment 
schemes and consumers take on different levels of risk (fraud, 
bankruptcy, chargebacks...). As you may already be aware, 
some payment methods offer guarantees, some
don’t: 

•  Real-time bank transfers or guaranteed open invoice 
solutions pose no risk of chargeback

•  Non-guaranteed open invoices, on the other hand, 
allow for goods to be delivered without a payment 

guarantee for the merchant
•  SDD and card transactions carry chargeback risks but 

are preferential for recurring business models

Feeling secure
Consumers can feel insecure when it comes to making 
online payments, especially when the payment method is 
unfamiliar, so they will tend to stick to the methods they 
know and trust. Adding the logo of a trusted payment pro-
vider at checkout increases chances of conversion.
You need to identify where your customers are coming 
from and offer them their preferred local payment method. 
This will help you reach more customers, decrease cost, 
and increase revenue.

All-in-one package
To navigate the diverse world of payments, the right sup-
port can be crucial. This is especially true for SMBs, which 
don’t have the time or resources to manage cross-border 
payment risks. They might benefit greatly from a compre-
hensive multi-payment offering that helps them control 
risk for all desired payment methods and advises which 
methods work best for each market.

The development of cross-border e-commerce offers huge growth opportunities to merchants 
– provided they’re able to offer the right mix of payment methods to consumers. However, 
it’s important to realise that credit cards like Mastercard and VISA are not always preferred 
payment methods and that shoppers are increasingly relying on Alternative Payment Methods 
(APMs). This is directly reflected in fraud risks, which differ slightly depending on the country. 
This is why expanding an e-commerce business abroad comes with particular - and sometimes 
unknown - cross-border payment risks. 
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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 ION 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
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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
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~ Ingenico, a Worldline brand ~

Ingenico, a Worldline brand, creates the most customer-
friendly payment experience to increase sales across your 
channels 
We focus our efforts on what drives true value for our mer-
chants. Our vision of payments is firmly rooted in optimis-
ing your performance. We achieve this by continuously 
investing in our technology platform to secure the highest 
conversion rates, enable new sales channels, simplify your 
administration and outsmart fraudsters. 

Full-service payment capabilities
In traditional models, you would sign a contract with each 
party, do a direct integration with multiple
payment methods and – as a consequence – have multiple 
reporting formats to deal with, multiple payment terms to 
manage in your accounting cycles and multiple contacts to 
reach out to when you have a problem.

Our team of payment experts
Our team of payment experts are always there to help you 
optimise your payment setup based on your business needs. 
Our solutions offer all these benefits for the 14 essential 
payment methods used across European markets, enabling 
merchants to provide shoppers with their preferred local 
payment types while managing risk and liability. This way, 
merchants have the support and guidance to target markets 
across Europe with protection from risks.••

You can download the full eGuide, “GROW INTERNATIONAL SALES; 

CROSS-BORDER ONLINE PAYMENTS IN EUROPE” at: 

https://www.ingenico.com/crossborder

KNOW CROSS-BORDER   GROW CROSS-BORDER

www.ingenico.co.uk/payments/crossborder

If you are planning to sell cross-border, download our 
new Cross-Border Payments eGuide for the latest trends 
and payment profiles for key markets in Europe

EUROPE: 
44 COUNTRIES, 
000’S OF 
TRADITIONS 
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HOW TO ENTER 
RUSSIAN 
MARKETPLACES: 
TIPS AND TRICKS
   Text: Alex Krasnov, Boxberry International CCO // Photos: Boxberry International
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~ Boxberry International ~

However, to be noticed, your shop and your 
products have to stand out and be properly 
selected and framed. We have summed up a 

few tips on how to prepare for launching your brand 
on Russian marketplaces.

1. Choose the first set of products to enter the 
marketplace
Analysis of your SKUs is the first step: try to review all of 
your products and choose 
the most promising for sales 
on the Russian market. For 
that, you will also have to 
acquire expertise on the 
Russian market as a whole 
and the product categories 
you want to sell in. By 
the way, the most popular 
product categories in the 
largest Russian marketplaces 
are electronics, healthcare 
goods, accessories, clothing, 
tools and home improvement 
items, books and hobby 
goods (Data Insight, 2020).

If you are a distributor, 
you need to check if the 
products are exclusive: many 
items are already sold on 
local marketplaces either by 
Russian sellers or by foreign 
ones. If you have to compete 
with local sellers, you need 
to have a price advantage, 
including the delivery cost. 
Taking into account the 
difference in delivery times 
between local sellers and 
foreign ones, lower pricing 
is crucial. In that case, 
customers might prefer a significantly lower price to the fast 
delivery time. 

In case you want to sell products from your own brand, the 
starting point would be to analyse the market in the product 
category you want to sell in. Not all categories would be 

beneficial for selling on marketplaces, taking delivery price 
and time into account.

A tip: One SKU is a unit with particular attributes, like 
a size M black T-shirt. That means you have to put all of 
those SKUs separately. To save time, try putting up products 
such as kits, sets or one-size items. If all goes well, consider 
expanding your product range.

2. Put a price on the 
products
Analysing the market 
is crucial to pricing the 
products you want to sell 
on marketplaces. To put a 
final price for a product on a 
marketplace, you will have to 
include the marketplace’s fee 
and logistics costs.

Thus, we advise putting more 
expensive items on sale. The 
price difference for a more 
costly good will not be as 
significant as for the cheaper 
one when you include all 
additional costs.

3. Create informative 
product listings in the 
local language
Individual story-telling 
product listings are a trend; 
however, they’re not a must. 
What’s more important is 
to include as many details 
as possible: customers prefer 
online stores to offline 
ones due to clear product 
characteristics, among other 
reasons.

Of course, if you are entering one of the Russian 
marketplaces, then product listings have to be translated into 
Russian. Using automatic translation is not a good idea, as 
the initial intention may be lost, and the customer will not 
have a clear understanding of what the product is like. 

Marketplaces are a great opportunity both for small stores — as a starting ground — and the 
bigger ones, as a valuable addition to sales channels. Entering the Russian market through 
local marketplaces is an optimal way to test the waters and find out if your products would be 
popular among Russian customers, all without investing too much in standard procedures 
related to entering a new market.

“INDIVIDUAL 
STORY-TELLING 

PRODUCT LISTINGS 
ARE A TREND; 

HOWEVER, THEY’RE 
NOT A MUST. WHAT’S 

MORE IMPORTANT 
IS TO INCLUDE AS 
MANY DETAILS AS 

POSSIBLE”
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~ Boxberry International ~

4. Take good photographs of your products
High-quality photography is a must. Some experts endorse 
a plain white background, as it suits most products. If it’s 
possible, make sure to show the item in use — that may also 
boost product sales. Some marketplaces allow you to upload a 
video to a product listing: this would be the best way to show 
an item in use or from every angle.

Another thing worth including in the product listing, in 
addition to the photographs, is an infographic. This way, 
the time a customer spends on examination of the product 
listing will significantly decrease. Put the main product 
features and characteristics in the picture along with the 
product photographs. For instance, for cosmetics, it would be 
ingredients and main components. For electronics — main 
advantages, technical specifications, and working modes.

5. Make use of the promotional tools marketplaces 
offer
Marketplaces usually have a significant number of marketing 
tools available for the seller’s use — make sure to take 
advantage of them. For example, one of the biggest Russian 
marketplaces offers a variety of marketing tools such as 
special prices for Premium users, brand showcase page, paid 
reviews, and global promo campaigns related to different 
occasions. Some of the tools are even free, so make sure to 
learn about them. ••

BOXBERRY INTERNATIONAL:

BOXBERRY INTERNATIONAL OFFERS A READY-MADE SOLUTION FOR GLOBAL E-COMMERCE 

BUSINESSES. IF YOU WANT TO TRY OPERATING IN RUSSIA, OR IF YOU WANT TO BOOST 

YOUR SALES WITH ANOTHER SALES CHANNEL, WE CAN HELP YOU SET UP EVERYTHING FOR 

LAUNCHING YOUR BRAND ON POPULAR RUSSIAN MARKETPLACES. THAT INCLUDES ANALYSIS 

OF YOUR SKUS, TRANSLATING PRODUCT LISTINGS, SUPPORT WITH PROMOTION, AND END-TO-

END LOGISTICS. FOR MORE INFORMATION, PLEASE CONTACT US AT ST@BOXBERRY.RU OR VISIT 

INTERNATIONAL.BOXBERRY.RU. 
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WHY WE ARE 
REVOLUTIONISING 
THE SCHOOL FEE 
PAYMENT PROCESS?
Text: Bertie Simpson, Founder and CEO of Esenda // Photos: Esenda

There are over 2,500 independent schools in 
the UK taking payments from all over the 
globe, many of which continue to expend 

unnecessary time and resources reconciling fees 
through outdated payment systems. Finance teams at 
independent schools typically spend hours and hours 
managing the laborious task of fee collections. They 
are often across fragmented systems and paper-based, 
which is remarkable in 2021. Many of them don’t 
accept payments in foreign currencies, which, again, 
is astonishing when you consider how many students 
are international.

Current processes also require large amounts of inefficient 
manual intervention and are often unsecured. The recent 
rapid increase in school fee targeted cyber-crime has put 
payment fraud prevention at the top of the agenda. I’ve even 
heard of shocking instances of schools losing hundreds of 
thousands of fees by putting their bank details into their 
unsecured home website (which was, of course, easily hacked 
and changed). 

Finally, current systems are also prone to incurring large and 
unnecessary transaction fees for both the schools and fee-
payers. All things told, the current school fee payment system 
is ripe for change.

And so, when I founded Esenda, I had a very simple mission. 
I wanted to create a safe, simple, online payment system that 
dramatically increased efficiency and reduced costs for all 

parties in the school fee payment process.

The result is an online platform that is smart and secure and 
through which school bursars and fee-paying parents can 
manage all of their payments through one central system, 
anything from a music lesson, ski trip or annual tuition fees. 
Our automated fee collection and reconciliation service 
eliminates much of the manual workload associated with 
these processes, and schools can also save up to 80% on 
payment fees.

We have also integrated a large variety of payment methods 
and currencies that give parents the ability to pay fees 
in 37 currencies from all over the world within a secure 
environment. Furthermore, parents are kept up to date on 
their transactions with live notifications and reminders, 
eliminating the need for them to be chased for payment.

A critical factor in our security and ability to accept payments 
from all over the world is our integration of APEXX Global’s 
payment infrastructure. APEXX Global is a partner-agnostic 
global payments platform that combines acquirers, gateways, 
shopping carts and Alternative Payments Methods into a 
single marketplace. Having APEXX’s infrastructure as part of 
our platform means that schools and fee-paying parents can 
reduce unnecessary costs and increase the efficiency of their 
school fee payments. ••

Independent schools in the UK are some of the oldest and most prestigious institutions in 
the country. Their ability to adapt to the times and modernise have been key to their survival, 
and no greater test of this has been the COVID-19 pandemic. However, when it comes to the 
menial but critical process of school fee payments, there is a long way to go.

~ APEXX ~
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~ Tradebyte ~
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~ Tradebyte ~

THE DOOR 
OPENER TO 
DIGITAL 
FASHION & 
LIFESTYLE 
COMMERCE 
Succeeding in e-commerce is all about knowing the right markets, channels and tools to 
meet a brand or retailer’s online needs. Long considered experts in the field, British company 
Anatwine and German Tradebyte have recently joined forces to combine their years of 
expertise and power to turn brands into successful platform players. Today, operating under 
the name Tradebyte, the newly united company is Europe’s “platform enabler” for fashion 
and lifestyle players, with the highest number of fashion and living brands and retailers 
united in one ecosystem. For companies looking to grow their Direct To Consumer business 
or open up their own marketplace, there’s practically no way around Tradebyte. We had a 
closer look at the fashion e-commerce platform to find out why.

Text: Alexandra Koken // Photos: Tradebyte
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~ Tradebyte ~

WANT TO GO DTC OR START A MARKETPLACE OF YOUR OWN? VISIT WWW.TRADEBYTE.COM AND GET IN TOUCH!

Your one-stop provider to accelerate digital 
fashion sales 
The pandemic has accelerated the need for brands 

and retailers to go all-in on their digital performance, which 
Tradebyte answers to with a standardised, scalable and 
stable solution for all players in the market. This ensures 
extremely quick time-to-online processes for brands as they 
gain access to the Tradebyte ecosystem, which provides a 
pool of connected brands for retailers that enter the platform 
business. Tradebyte calls it the “Super Retailer Network”. 
And with Zalando, About You, Otto, Amazon and Pro:Direct 
Sport (to name a few) as parts of it, “super” seems very likely 
to be a telling name. With a portfolio of over 700 brands, 100 
platforms and marketplaces, Tradebyte is a one-stop provider 
for brands to enhance their digital commerce and move 
into Direct To Consumer (DTC) retail. This model allows 
brands to gain access to larger audiences in marketplaces 
without having to sell their stock to the retailer but instead 
selling directly to the shopper through software that 
Tradebyte integrates and manages. And there’s another ace up 
Tradebyte’s sleeve: Tradebyte is the preferred integrator for 
Zalando, which they are a part of. Basically speaking, access 
to seamless DTC has never been easier. ••

“WE WILL BE THE KEY 
ENABLER ACROSS EUROPEAN 

FASHION AND LIFESTYLE 
RETAIL TO MAKE PLATFORM 

PLAYERS SUCCESSFUL!”

WHAT’S BEHIND THE UNION OF THESE 

COMPANIES, AND WHAT MAKES THEM 

A PERFECT MATCH? WE SPOKE TO 

TRADEBYTE CEO MATTHIAS SCHULTE TO 

GET TO KNOW THE DTC POWERHOUSE 

BETTER AND FIND OUT WHAT THE 

FUTURE HOLDS FOR TRADEBYTE. 

WHEN ANATWINE AND TRADEBYTE 
JOINED FORCES IN 2021, THE 
LANDSCAPE OF THE EUROPEAN 
INTEGRATION BUSINESS CHANGED 
SIGNIFICANTLY: YOUR COMPANY HAS 
FAST BECOME A COMPETITIVE CLOUD AND SERVICE PLATFORM DRIVING DIRECT-
TO-CONSUMER COMMERCE FOR FASHION AND LIVING PLAYERS. WHAT MADE 
YOU FEEL THAT YOUR COMPANIES WOULD BE A GOOD FIT?
MATTHIAS SCHULTE: WHEN WE FIRST DISCUSSED THE IDEA OF ANATWINE & 

TRADEBYTE JOINING FORCES, IT DIDN’T TAKE VERY LONG FOR US TO CONCLUDE 

THAT THE TWO BUSINESSES WERE VERY COMPLIMENTARY AND THE COMBINATION 

MADE PERFECT SENSE. TRADEBYTE BRINGS ESTABLISHED, FEATURE-RICH SAAS 

SOLUTIONS, AND ANATWINE BRINGS A CUSTOMER-CENTRIC APPROACH TO 

SERVICES AND TECHNOLOGICAL KNOW-HOW, AND THE COMBINATION OF BOTH 

LEADS TO AN INDUSTRY-LEADING, BROAD VALUE PROPOSITION THAT CATERS 

TO ALL BRANDS AND RETAILERS THAT OPERATE A DTC OR PLATFORM BUSINESS. 

THE FINAL CONSIDERATION WAS ONE OF CULTURE, AND WE WERE DELIGHTED 

TO DISCOVER THAT BOTH ORGANISATIONS WERE ALMOST IDENTICAL IN THEIR 

CORE ETHOS, HIGHLY ENGAGED AND COLLABORATIVE, AND FOCUSED ON MAKING 

THINGS WORK FOR OUR CUSTOMERS. 

TRADEBYTE’S MISSION IS TO MAKE PLATFORM PLAYERS SUCCESSFUL. WHAT IS 
YOUR COMPANY’S GREATEST STRENGTH THAT HELPS YOU ON THIS MISSION? 
MATTHIAS SCHULTE: THE BEAUTY OF OUR COMBINATION IS THAT BOTH 

COMPANIES USED TO BE HIGHLY DEMAND-DRIVEN IN THE PAST AND THAT TODAY 

WE HAVE THE JOINT POWER TO ENTER THE DRIVER’S SEAT FOR OUR BUSINESS. 

ON TOP OF THE RELEVANT CONNECTIONS WE PROVIDE BETWEEN BRANDS AND 

RETAILERS ACROSS THE PLATFORM INDUSTRY, WE WANT TO DO EVERYTHING TO 

EMPOWER OUR PARTNERS TO BE SUCCESSFUL. THEREFORE, WE WILL EVOLVE 

OUR BUSINESS MODEL IN REGARDS TO BI POSSIBILITIES, PERFORMANCE, AND 

MARKETING TOOLS. WE WILL BE THE KEY ENABLER ACROSS EUROPEAN FASHION 

AND LIFESTYLE RETAIL TO MAKE PLATFORM PLAYERS SUCCESSFUL! ADDED TO 

THE LEADING VALUE PROPOSITION, WITH OVER 700 BRANDS AND 80 RETAILERS 

CONNECTED TO OUR NETWORK, WE OFFER BY FAR THE LARGEST OPPORTUNITY 

FOR RAPID EXPANSION AND GROWTH ACROSS EUROPE, ESPECIALLY WITHIN THE 

FASHION & LIFESTYLE SEGMENTS. 

YOUR DIRECT-TO-CONSUMER SOLUTION CONNECTS TO THE BEST-IN-CLASS 
SUPER RETAILER NETWORK, INCLUDING MORE THAN 80 RETAILERS SUCH AS 
ABOUT YOU, AMAZON, JD SPORTS, AND ZALANDO. WHAT ARE THE NEXT STEPS 
FOR TRADEBYTE?
MATTHIAS SCHULTE: WE ARE VERY MUCH EXCITED ABOUT HOW THE PLANNING 

OF THE PAST MONTHS WILL NOW BE TRANSLATED INTO ACTIONS LEADING TO 

TRACTION AROUND OUR MARKET LEADER POSITION. SO THE COURSE HAS BEEN 

SET. NOW WE ARE LOOKING FORWARD TO BRINGING THIS GREAT IDEA TO LIFE.
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THE LATEST ON EU 
PRIVACY LAW

Spotlight on ...

Text: Alan Rhode, Co-Founder Taxmen

Cookies are a very useful, almost fundamental, tool 
for marketing purposes: so, all data controllers 
are potentially tempted to make extensive use of 

advertising cookies, with the risk of falling short of complying 
with European data protection requirements.

In Europe, the use of cookies is regulated by the ePrivacy 
Directive (Directive 2002/58/EC), supplemented in some areas 
by the General Data Protection Regulation (better known 
under the acronym GDPR). The European Union is working on 
new specific regulation concerning electronic communications, 
referred to as the ePrivacy Regulation, which should see the 
light of day in the next few years. It will be a set of rules directly 
enforceable in all European countries, without the need to be 
transposed into national laws.

So, before unleashing the cookies, how can we rightfully ask 

for consent to advertising cookies when a visitor reaches our 
platform? Let us start with what we cannot do.

Cookie walls – also known as “tracking walls” – are pop-up 
banners requiring users to “agree” or “accept” the setting of 
cookies before they can access an online service’s content. So, 
they are based on a “take it or leave it” approach. Users are forced 
to agree to the use of advertising cookies if they want to navigate 
the site. 

The European Data Protection Board, an independent European 
body, which contributes to the consistent application of data 
protection rules throughout the EU, updated its guidelines on 
consent in May 2020 by saying that: “In order for consent to 
be freely given, access to services and functionalities must not 
be made conditional on the consent of a user to the storing of 
information, or gaining of access to information already stored, 

Platforms using advertising or analytical cookies are strictly required under European 
Union law to get a person’s consent to store a cookie on their device before deploying 
cookies to collect personal data. Outside the European Union, the UK and Switzerland 
apply similar limitations. User consent is not necessary, on the contrary, for technical 
cookies, meaning those cookies needed only for the operation of a platform or website 
(e.g., authentication cookies). 
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in the terminal equipment of a user (so-called cookie walls)”. 

The problem with cookie walls is that, in essence, acceptance of 
cookies becomes a condition to enjoy a service, and this is not 
acceptable under the GDPR. The guidelines of the European 
Data Protection Board are not legally binding but are taken 
into serious consideration by the national privacy supervising 
authorities. It is a form of so-called “soft law”. 

A more acceptable consent flow mechanism is a cookie banner 
(or cookie pop-up), enabling users to accept all advertising 
cookies, reject all advertising cookies or select which cookies to 
accept (“cherry-picking”). Whatever consent flow mechanism 
a platform adopts, this must allow users to express an 
unambiguous indication of wishes.

The European Data Protection Board, again, has specified 
further on the matter: scrolling through a website to make 
a cookie banner disappear does not represent a clear and 
affirmative action indicating consent to the use of advertising 
cookies. Moreover, this type of consent flow does not make it 
easy to withdraw consent to cookies. 

How often should we get consent? It depends. You need 
to ask for consent at the first visit and, for sure, if you have 
implemented new cookies, for which consent was not given in 
the first place. Many “off-the-shelf ” consent mechanisms that 
use preference cookies may default to a certain expiration period, 
such as 90 days or so. You need to verify whether this timeframe 
is appropriate for your website or platform.

A quite controversial consent mechanism is based on the so-
called “cookie-or-pay-walls”. This is when users are given the 
opportunity to refuse cookies, but only if they pay a fee to visit 
the site. Our friends at the European Data Protection Board 
have stated that there is no valid consent when the data subject 
has no real choice, feels compelled to consent or will endure 
negative consequences if they do not consent. This interpretation 
of the GDPR leads us to believe that cookie-or-pay-walls are not 
fully consistent with existing EU privacy law. 

More broadly speaking, the best consent mechanism is the one 
that enables users to expressly accept all advertising cookies, 
reject all advertising cookies or select which cookies to accept in 
a free and unambiguous way. 

Another hot topic related to user consent is “abandoned cart 
emailing”. Some merchants use abandoned cart emailing 
strategies to optimise sales. This happens when a customer starts 
the purchase process by adding products to the cart but then fails 
to complete checkout; then, the merchant sends an unsolicited 
reminder of the pending sale to the customer (or, perhaps, we 
should say “prospect” at this stage). 

Abandoned cart emailing is a type of direct marketing – a 
potentially invasive one. So, if carried out too light-heartedly, it 
may fall short of complying with data protection laws, especially 
the European GDPR and the UK Data Protection Act.

Unless the customer has clearly consented to receive an 
abandoned cart email, which is usually quite unlikely, the only 
legal ground on which abandoned cart emailing seems to be 
consistent with the GDPR is a legitimate interest.

Legitimate interest is the most flexible of the six lawful grounds 
for data processing. It can be the most appropriate basis when:
• The processing is not required by law but is of a clear 

benefit to you or others; and
• There’s a limited privacy impact on the concerned 

individual; and
• The individual should reasonably expect you to use their 

data in that way; and
• You cannot, or do not want to, give the individual full 

upfront control (i.e., consent) or bother them with 
disruptive consent requests when they are unlikely to object 
to the processing.

To ascertain whether you can send abandoned cart emails 
based on legitimate interest, you should carry out two tests: 
the necessity and balancing test. First, you must demonstrate 
the necessity of the processing. The burden is also on you to 
demonstrate that your interests are balanced with those of the 
concerned individual.

So, by applying the principles of legitimate interest to abandoned 
cart emailing, we should draw some conclusions:
• It is better if the privacy policy refers to the possibility for 

the user to receive abandoned cart emails; and
• The user must be entitled to easily opt-out from abandoned 

cart emailing; and
• Abandoned cart emailing seems more appropriate for 

returning customers than mere prospects; and
• This type of direct marketing should not be used unless 

the customer has inserted their email in the checkout 
process (so any other way to obtain the email address of the 
customer should be deemed as not regular); and

• Browse abandonment tools are not consistent with the 
GDPR, as in this case, the user has not entered a sales 
negotiation where you obtained their email.

These recommendations will help you to implement direct 
marketing strategies that are compliant with the strict 
requirements of EU privacy law. However, an evaluation of 
whether your direct marketing strategies are consistent with the 
applicable law should be carried out on a case-by-case basis and 
with the help of professional legal advice. ••

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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