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The summer holidays are barely over, and online 
retail is already preparing for its lucrative Black 
Friday, Cyber Monday, and Christmas sales. 

The most stressful time of the year is about to begin for 
e-commerce. So, what can you do to best prepare for peak 
season? The most important thing, I find, is to have a 
generous portion of composure garnished with extensive 
preparation and a good pinch of shipping expertise. Here 
is my recipe for you:

Step 1: Consolidate your shipping processes
Peak events get the checkouts clicking for online shops, but 
they also create lots of work. Figures from Black Friday at the 
end of November 2020 show that Shopify merchants globally 
took in about 75% more than in 2019, partly related to the 
coronavirus pandemic. Amazon reported an increase in sales 
of 60% in comparison with Black Friday last year. We have 
found that delivery volumes in the week before Christmas are 
approximately one and a half times higher than in a regular 
week.  
 
If managing particularly high order and shipment volumes at 
peak times and wanting to reduce the effort involved in booking 
capacities and remain flexible, it is advisable to work with a 
single partner with a wide carrier network. Therefore, you have 
fallback options in case of emergency or to distribute shipping 
volumes onto different “shoulders.” You also need to ensure from 
early on that you can increase your capacity if necessary. Last 
but not least, your shop should ideally offer various delivery 

possibilities – for example, PUDOs and parcel stores – as they 
give customers more options for reliable delivery, thus avoiding 
potential disappointment.

Step 2: Provide proactive customer communication
Seamless communication is an essential part of a top-level 
customer experience – especially at peak times. As processing 
packages may take longer during peak season, it’s crucial to 
communicate with customers proactively. And this requires the 
ability to track and consolidate all shipping information into 
a clear overview. With an analytics dashboard customised to 
your needs, you can find out where your packages are, intervene, 
and notify customers with up-to-date shipment information 
before they contact customer service. A recent YouGov survey 
carried out on behalf of Seven Senders showed that customers 
want to receive notifications throughout the delivery process. 
The study found that 74% of customers want to know when a 
package has shipped, 57% when a package is out for delivery, 
and 47% that a return was received. Mobile-optimised tracking 
pages in the store design are another best practice for optimal 
communication.

Step 3: Get your data management into shape
With a powerful shipping analytics tool, you can clearly view 
all orders and shipments and make data-driven decisions using 
your customised dashboards and reports. These data insights 
make it possible to evaluate carrier performance, for example, 
based on delivery times or rates per region or zip code. You can 
also generate automatic reports to prevent delays. When the next 
peak period arrives, you will find that your customer support 
team is less burdened as fewer delays make for more satisfied 
customers.
 
To plan the next season effectively, you need to know the 
previous year’s data and volumes. Ideally, you should leverage last 
year’s data to more reliably calculate orders and delivery volumes 
for a successful peak period. The data can also help identify and 
assess seasonal and industry-specific fluctuations in your delivery 
volumes.

As the next peak period will be here sooner than you think, it 
makes sense to get your shipping “peak-ready” now. 

I wish you much success with your planning!  

Martijn Kleij 
Chief Sales Officer Seven Senders 

FOREWORD
~ Welcome ~

GETTING THROUGH PEAK PERIODS 
CALMLY: HERE’S HOW TO DO IT
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COLUMN
ARE YOU READY FOR THE SHOPPING HOLIDAYS?

It is time to gear up for the most wonderful time of the year: the holiday shopping 
season. After an unexpected year of events, many retailers are looking to capitalise 
on the season. This is where planning early and prioritising online efforts come into 

play.

Online sales are booming. Especially during the magical holiday shopping season 
running from late November to early January. The pandemic continues to define daily 
life, shape the economy and colour consumers’ outlooks. Therefore, it will inevitably 
make its mark on the holidays as it did last year. In this issue, we put a special emphasis 
on the holiday season since days such as Black Friday, Cyber Monday and Christmas 
are slowly creeping around the corner. 

However, one thing that customers keep looking for is the perfect customer experience. 
Customer experience has fast become a top priority for businesses to gain customer 
loyalty, and the upcoming years will be no different. 

Moreover, people increasingly see customer experience as 
indispensable to successfully compete in the market and keep 
customer satisfaction high. Thus, in this issue, we will also be 
taking a closer look at customer loyalty and how a brand such as 
Hunkemöller ensures that its customers stay loyal to the brand. 

Lastly, some other articles in this issue of Cross-Border 
Magazine feature Customer Care during the holiday season: 
don’t keep your customers waiting, and why customer support 
should be a top priority for cross-border logistics companies. 

I wish you reading pleasure!

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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WHY CUSTOMER 
SUPPORT SHOULD 
BE A TOP PRIORITY 
FOR CROSS-BORDER 
LOGISTICS COMPANIES
   Text: Alex Krasnov, Boxberry International CCO // Photos: Boxberry International
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~ Boxberry International ~

Firstly, a bad experience with delivery affects 
the overall experience of buying in an online 
store. On the other hand, if the customer got 

answers to their questions quickly and was informed 
about delivery status regularly, the online store’s 
brand image would be boosted.

Clear communication is essential in logistics — the customer 
needs to know their parcel is in safe hands throughout the 
delivery process. Customers are more willing to use a service 
they trust, so make sure your customer is updated about 
the parcel’s status, and if questions arise, support is easy to 
receive. For instance, the Boxberry International customer 
support team is available at a convenient time via a dedicated 
phone number for free all across Russia. A customer can also 
contact our expert customer support via email or online chat 
on the boxberry.ru website. Besides, popular messengers are 
available for customer inquiries.

Another reason why a logistics business may need to be 
customer-oriented is the competitive market. Due to 
globalisation, the logistics market is highly saturated. To stay 
one step ahead of competitors, use all available competitive 
advantages. Great customer support could be one of them. 

Customer service can help when things go sideways. 
Unforeseen difficulties can negatively affect customer 
experience. There might be situations when delivery doesn’t 
go the right way. In this case, competent customer support 
can help save the day and retain the customer. Any issues 
with a parcel should be addressed and solved as quickly as 
possible, and the customer needs to be communicated with.

What is good customer support like? We at Boxberry 
International believe excellent customer service is based on 
the following four factors:

• Speed
Waiting for a cross-border delivery may be hard — the 
moment you paid for the order is the time you start waiting 
for delivery. That’s why customer support has to be there 
when the customer needs it most and answer their questions 
as quickly as possible.

• Convenience
Make sure your customer support is available via different 
methods — text messages, phone, and email. Working hours 
are also important: most people are too busy to contact 
customer support during their working day and are more 

comfortable doing it early in the morning or late in the 
evening.

• Client-oriented approach
Receive all the feedback from your customers and try to 
implement it — this way, you can build a loyal audience. Try 
to avoid using pre-made answers in all cases and address the 
questions individually.

• Transparency
Clear tracking and accessibility of all information on the 
delivery process are especially important. Inform your 
customers about status updates and possible delays to make 
them feel the delivery is under control. ••

Most cross-border logistics companies nowadays can offer good prices and delivery times. 
However, many underestimate the importance of customer service, thinking it is an online 
store’s job. In this article, we explain why customer support should be a logistics company 
concern.

ALEX KRASNOV, BOXBERRY INTERNATIONAL CCO
BOXBERRY INTERNATIONAL GIVES HIGH PRIORITY TO CUSTOMER SUPPORT. 
OUR DEDICATED CUSTOMER SUPPORT TEAM IS AVAILABLE AT A CONVENIENT 
TIME VIA CONVENIENT METHODS — ONLINE CHAT, PHONE, EMAIL, TELEGRAM, 
AND VIBER. THE CUSTOMER SUPPORT TEAM CONSISTS OF EXPERTS IN 
CROSS-BORDER LOGISTICS WHO ARE IN REGULAR CONTACT WITH ALL THE 
DEPARTMENTS OF THE COMPANY.

ONE OF THE GREATEST ADVANTAGES IS WORKING WITH EACH CASE 
INDIVIDUALLY, USING NO SCRIPTS OR PRE-MADE ANSWERS. CASES OF ALL 
DIFFICULTY ARE GUARANTEED TO BE RESOLVED.

WE AT BOXBERRY INTERNATIONAL KNOW HOW CUSTOMERS FEEL WHEN 
WAITING FOR THEIR ORDERS FROM ABROAD. THAT’S WHY WE TAKE CARE OF 
MAKING CUSTOMERS FEEL AS COMFORTABLE AS POSSIBLE BY KEEPING THEM 
INFORMED AND ADDRESSING ALL THEIR QUESTIONS.
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~ ESW ~

MILLENNIALS DRIVE 
CROSS-BORDER 
D2C E-COMMERCE 
AS PANDEMIC 
SHOPPING 
HABITS REMAIN 
WORLDWIDE
Text: Scott Lindsey // Photos: Shutterstock, ESW

Our recent Global Voices: Pre-Peak Pulse 
2021 survey of almost 15,000 consumers 
across 14 countries showed that overall, 

52% of global consumers were motivated to buy 
online during the pandemic, rising to 58% on 
average for 25–44-year-olds, as shuttered stores 
prompted consumers to purchase items online that 
they normally would have validated and bought in-
store.

Reduced access to stores also boosted cross-border 
e-commerce, with almost half (46%) of global shoppers 
surveyed saying it prompted them to buy directly from an 
international brand online, rising to 52% among those ages 
25–34. Indian and Chinese (both 61%), Mexican (59%) and 
Russian (50%) consumers were the most likely to have made 
international D2C purchases in the first half of 2021.

Fashion remains the most popular cross-border online 

shopping category internationally, while luxury purchases 
saw the biggest growth over the past six months (+6%), 
followed by skincare and fragrance (+4% respectively). A 
quarter (25%) of global shoppers bought clothing online 
outside of their domestic market, while footwear (19%), 
luxury goods (18%) and health & beauty and skincare 
(17% respectively) also topped the list of the most popular 
international e-commerce purchases.  

Once again, Millennials and Gen Z shoppers led the way, 
making cross-border purchases at three times the rate of 
Baby Boomers (those aged 57–75 years old). Outside of 
apparel, Millennial and Gen Z demographics bought three 
times as many cross-border purchases compared to Baby 
Boomers.

This boost to cross-border luxury purchases, driven mostly 
by younger demographics of shoppers, appears to have been 
prompted by new international buying behaviours caused by 

The rise in international direct-to-consumer (D2C) purchases in the last six months has 
been led by Millennial demographics, with reduced access to stores during the pandemic 
prompting over half (52%) of 25–34-year-olds to buy direct from international online brands, 
reveals Martim Avillez Oliveira of ESW (eShopWorld).
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~ ESW ~

the pandemic.
 
Our data show that 56% of global shoppers admitted to 
spending more online as a coping mechanism, either treating 
themselves to ‘pick me ups’ to reward themselves for getting 
through lockdowns or to alleviate the emotional stress of 
the pandemic.  Meanwhile, over a quarter (28%) said they’d 
bought more online ‘gifts’ or ‘treats’ for friends and family 
during the pandemic to make up for not being able to see 
them in person. 

As many countries begin to ease COVID-19 restrictions, 
despite 57% of the global shoppers surveyed saying the 
pandemic had opened their eyes to the convenience 
and choice on offer online – increasing to 63% among 
Millennials – 71% said that post-pandemic, they would 
continue to purchase via a mix of digital and physical 
channels, highlighting the importance of omnichannel 
capabilities in retailers’ international commerce strategies.

Brands that understand the evolution of traditional retailing 
see the importance of blending their direct international 
e-commerce trading with their existing omnichannel 
structure. The stores of the future will be experiential 
meccas, where brands will espouse and reinforce the brand 

personas and experiences they are building on social 
media. But the transactional engine for future growth has 
undoubtedly accelerated into digital channels, and it is now 
unlikely that trend will ever reverse.

To succeed, retailers must double down on their efforts to 
create a holistic, deep level of understanding of international 
markets – across all their sales channels and customer 
touchpoints – so that they can offer localised, customer-
centric, and cost-competitive shopping experiences. Only 
then can they truly open up the cross-border commerce 
opportunity by maintaining the loyalty of existing customers 
while attracting new ones. ••

REPORT
THE FULL REPORT CAN BE FOUND AT  
HTTPS://ESW.COM/GLOBAL-VOICES-PRE-PEAK-PULSE-21/

ABOUT
MARTIM AVILLEZ OLIVEIRA IS CHIEF COMMERCIAL OFFICER - EMEA AND 
APAC AT ESW, THE WORLD’S LARGEST PROVIDER OF CROSS-BORDER D2C 
E-COMMERCE SOLUTIONS.
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HUNKEMÖLLER: 
“CUSTOMER 
LOYALTY IS WORTH 
MORE THAN GOLD”
Text: Sanne Leenders // Photos: Hunkemöller

“Hunkemöller is a true omnichannel brand, and 
it has always been this way. We started selling 
our products online back in 2003. Our market-

leading approach to omnichannel retail has given 
our customers the widest choice of ways to shop. 
This strategy has made every physical store a digital 
hub. Our stores attract customers to browse our 
collections showroom-style and use our range of 
omnichannel services, such as click-and-collect, 
return in-store and availability in-store, creating a 
seamless integration between offline and online,” 
says Daniel.

Opening 900 stores across the globe
“In 1886, we started our journey with our first physical 
store in the Netherlands, and in 1987, we opened our first 
physical store in Germany, which was followed by France and 
Denmark in 2001. One of the main driving forces behind 
our cross-border expansion is our current CEO, Philip 

Mountford. Philip became the CEO in 2009, and ever since 
then, we have been able to expand our physical presence to 
approximately 900 stores across the globe.”

“Hunkemöller is a globally oriented brand, but we understand 
the importance of catering to regional preferences like no 
other. Our main objective is to offer all our customers a 
seamless experience. However, selling our products in China, 
for example, turned out to be quite a challenge. Someone who 
is Chinese will already have a hard time even pronouncing 
or reading our brand name, let alone be triggered to buy 
a product from us among the tremendous amount of 
competition. We tried to overcome this by promoting our 
brand and products as much as possible with the help of our 
partners, and since the social commerce in China is so big, it 
was truly the main focus of getting our brand out there. We 
were able to get into those social circles in China, and then 
we got them on our partners’ platform by showing them, with 
the correct banners and storytelling, the products we have,” 

~ ChannelEngine ~

Founded in 1886, Hunkemöller has become Europe’s leading and 
fastest-growing lingerie brand in nineteen countries, with state-
of-the-art webshops and over 900 stores acting as multi-sensory 
shopping experiences and digital hubs. As the company looks 
beyond 2020 and with a renewed strategy for post-COVID digital 
acceleration, they remain confident and ambitious to grow their 
brand, people and business. We spoke with Daniel Gonzalez Docal, 
Head of Wholesale and Alliances at Hunkemöller, to talk about 
their investment in digital, customer experience, cross-border 
ambitions, and Hunkemöller’s next steps in their brand journey.
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~ ChannelEngine ~
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Daniel continues.

“The first few years of entering a new market will mainly 
consist of investing and ensuring that loyalty is earned from 
the customers. From that point on, a brand will start seeing 
its growth increase and create a profitable business within 
the new market. The revenue growth in a brand new market 
will not happen overnight, and there might not initially be 
any demand for the products at all. Luckily, Hunkemöller 
has over 1300 per quarter inclusive and affordable products 
within seven different categories, which makes it very easy 
for us to offer different kinds of products in different markets 
and cater to the demands of all of our partners and customers. 
Ultimately, this has led to our brand being quite successful in 
almost all of the markets we enter.” 

Customer loyalty is decreasing
“Nowadays, earning loyalty from customers is worth more 
than gold because loyalty seems to be decreasing because 
of the huge amount of competition online and offline. 
Consumers can shop 
everywhere and buy 
anything they want. 
Our vision is to create 
a highly inspiring and 
inclusive brand with a 
seamless omnichannel 
customer experience, 
and that should earn 
the loyalty of our wide 
and diverse customer 
base,” Daniel explains.

“The customer 
journey starts with 
the first impressions 
and inspirations our 
customers receive from our online and social media platforms 
and our beautiful stores, and it “ends” with an optimal last-
mile and delivering a quality product. Our core value is to 
deliver world-class Hunkemöller service to every single one 
of our sheroes – our customers. Moreover, we also aspire to 
surprise our customers at the right moment by inviting them 
to new events or collaborations. For example, we recently 
collaborated with NA-KD – a fast-growing clothing brand – 
where we introduced products that were a bit different from 
our own assortment but were still very much on-brand for us. 
Ultimately, we were able to truly surprise our customers with 
these certain collaborations and earn their loyalty. Currently, 
we have a total of 4.7 million active members within our 
network, and approximately 70-80% of our sales are from 
these loyal members.”

A sustainability initiative
“Sustainability has also become a very important aspect 
online and offline since many consumers truly expect 

sustainable products. Together Tomorrow is the name we 
created to unite our activities that look after our planet 
and its people. Through a value-based approach, we want 
to create a sustainable foundation for our business and 
empower employees and stakeholders to make active 
and conscious decisions. We strive to be responsible and 
inclusive by enabling fair working conditions and act in an 
environmentally sound manner to promote a more sustainable 
world for today and future generations.”

“Currently, we are already using recycled polyester, recycled 
nylon, cotton sourced as BCI cotton and Ecovero (Sustainable 
Viscose). Our objective is to have 35% of our products 
sourced with a sustainable material or component by 2024.”

Expanding our marketplace business
“Back in 2011, we made the decision to start selling on 
other online platforms, such as Zalando and Wehkamp, in 
addition to our own website. However, a marketplace, for 
example, Zalando Partner Program, cannot include all of our 

1300 articles in 
wholesale and with 
the high return 
rate in Germany, 
we were not very 
profitable on their 
platform. Thus, 
together with my 
team, we decided 
to improve the 
profitability of the 
partner program. 
Ultimately, we 
were able to 
double the low 
profitability of the 
partnership within 

two months, just by putting in certain metrics and product 
management solutions. As soon as we had all of that under 
control, it was necessary to onboard new partners to expand 
our marketplace business, and we met with ChannelEngine.”

“After meeting with ChannelEngine, we immediately realised 
that they were the perfect partner for us because they were 
very enthusiastic about our roadmap and proved to be just 
as ambitious as us when it comes to accelerating growth. In 
the end, it was the people element that convinced us to start 
a partnership with them. Their service is solid, they integrate 
partners, they do everything they can to provide a smooth 
and fast integration no matter what our IT challenges are. 
Moreover, they also helped us to form partnerships with 
marketplaces that they themselves did not have a partnership 
with yet, which showed their dedication.”

Daniel continues: “Furthermore, we have been able to expand 
our third-party business quite a bit since I first began working 

~ ChannelEngine ~

“CONSUMERS CAN 
SHOP EVERYWHERE 
AND BUY ANYTHING 

THEY WANT. ”



16

~ ChannelEngine ~
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for Hunkemöller two years ago, starting with only ten 
partners. Currently, we already have 42 different partnerships, 
which means that we quadrupled the number of partnerships 
within only two years. With the help of our partners, we are 
able to position ourselves differently in each country to reach 
all of our customers in the correct manner.”

Being flexible is the key to ensuring good 
partnerships
“During the beginning of the COVID-19 outbreak, we 
noticed a shift in demand from our partners. They specifically 
asked us not to send any products to them during the first 
two weeks because of the uncertain times. However, after the 
first two weeks, they wanted us to send as many products as 
possible due to the tremendous amount of growing demand 
on their online platforms. Thus, as a partner, it was of great 
importance to be flexible and understand our partners’ needs 
and wishes during those times and because of our flexibility, 
we were able to build even stronger partnerships. Every 
partner is different. Therefore, you need to be the best person 
you can be for your partners. If you have a good relationship, 
you can find the best possible solution together.”

Building brand awareness before the holidays
“Hunkemöller as a brand already starts preparing for 
important events a year in advance. The product direction 
and product innovation are already prepared at that point. 

The same goes for our third-party business partners. After 
big events, such as Black Friday, we prepare post-mortem 
meetings to discuss the event and analyse exactly what 
happened and what we can improve on in the future.”

“Marketing around holidays can be quite expensive and is also 
very price-based. Therefore, we try to do it a bit differently 
by already trying to build up our brand consideration before 
the holiday season even starts to attract more customers. 
In addition, we also ensure that our customer support 
and logistics are prepared before these holidays. We try to 
gradually, during the beginning of November, have enough 
people in place according to the forecast we have made prior. 
Lastly, we also try to deliver the products to our partners and 
our physical stores earlier during these holidays so that they 
can prepare in advance as well because this can sometimes be 
quite a challenge,” Daniel concludes. ••

REQUEST A STRATEGIC SESSION FROM THE 
CHANNELENGINE TEAM FOR SELLING 
CROSS-BORDER.
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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 tailor-made e-commerce solutions that establish 
profitable win-win partnerships. Màrius Rossell is the CEO of LogiCommerce and Trilogi, a 
global fully-fledged e-commerce agency dedicated to the development and implementation of 

online stores by sharing their wealth of knowledge as e-commerce 
consultants.

A CUP OF COFFEE WITH…
Màrius Rossell, CEO of LogiCommerce and Trilogi

SUBJECTS’ RIGHTS: 
E-COMMERCE IS OUR PASSION; HENCE OUR VISION IS 

TO KEEP LEARNING, INNOVATING, AND DELIVERING 

E-COMMERCE SOLUTIONS IN ORDER TO ESTABLISH 

PROFITABLE WIN-WIN PARTNERSHIPS WITH OUR 

CLIENTS.  
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~ Coffee Corner ~

Coffee or tea? When and how?
Depends on where I am. Before COVID, I used to 
travel a lot between China and Barcelona. When 

I’m in China, I prefer to have tea at any time of the day and 
occasionally a coffee. In Barcelona, my routine is to have a cup 
of tea with a drop of milk and honey early in the morning. And 
then, a coffee with milk for breakfast with a butter croissant 
and ristretto after lunch.

Can you tell us a bit about TLG Commerce and your-
self ?
I was the founder and CEO of TLG Commerce group back 
in 1999, and in 2010, I moved to China to set up the company 
and define the strategy in Hong Kong and China. Previously, I 
worked at Capgemini as a Senior Service Manager delivering 
projects and services in Europe and the USA. TLGCommerce 
is a group of e-commerce companies founded in 1999, divided 
into two: LogiCommerce, an e-commerce software company 
and Trilogi, an e-commerce consulting firm. 

Trilogi specialises in consulting, designing, implementing, and 
marketing e-commerce sites for medium to large companies 
across Europe and the Asia Pacific, with offices in Barcelona, 
Hong Kong, Madrid, and Shanghai. Special mention to Trilogi 
Asia, which helps European brands entering into the China 
digital ecosystem, which is very different from the western 
market. We are official partners of Adobe Magento, Prestashop, 
LogiCommerce, VTEX for e-commerce platforms and Google, 
Facebook, and others for marketing.

LogiCommerce is a software company that offers an 
advanced Headless e-commerce platform to medium and 
large companies. LogiCommerce highlights connecting to 
the entire customer experience, marketing requirements and 
sales channels for B2C & B2B. More than 200 customers like 
SEAT CUPRA, VW, Audi, Herman Miller, Munich, Carmina, 
and ASH in different sectors trust us.

What kind of strategy/model does TLG Commerce 
use to ensure its success?
Quality is in the soul of our company. We invest in delivering 
high-quality projects and services, and we are constantly 
improving and evolving them. We keep ourselves updated all 
the time, dedicating up to 20% of our people to R+D.
We are a self-fund company; hence we have grown by 
reinvesting our profits in improving all of our departments. We 
are competing with huge consulting firms. Sometimes we win, 
sometimes we lose, but we are getting our portion of the cake, 
which makes us very happy. We don’t sell nonsense, and we say 
things clearly. And when we foresee a customer project won’t 
succeed, we say that clearly. 

Since we deliver services for companies in two markets (China 
and Europe), our services are adapted to each one. China and 
Europe are very different.

Let’s say an online retailer/brand wants to significantly 
improve its online presence. How could TLG 
Commerce help them with that?
We help them through our three main services: consulting, 
technology, and marketing. Each brand is different, so we 
suggest carrying out a consultancy to define needs and 
expectations as well as analysing the current situation of the 
brand in the digital market. Although they want to start the 
action quickly, we suggest they take a pause and audit what 
has been done, what has to be done and goals. This gives us 
a picture of their current situation and the action plan in all 
areas. This is when Technology and Marketing departments 
appear on the scene to work on the action plan and towards the 
goals, always together with the brand.

Lastly, could you tell us about some of the latest 
trends within e-commerce?
I would say AI Marketing Automation is the latest trend this 
year, but only for those that did a proper job before. The path to 
reaching this moment when a brand can implement these tools 
is quite long, and not only does e-commerce have to be ready 
for it, but also the brand.

On the other hand, Omnichannel is also another trend. 
However, I’d define it as a must, which is not easy to 
implement. Brands need to connect seamlessly online and 
offline. Not only the e-commerce site with the brick-and-
mortar stores but also the marketplaces like Amazon, Zalando 
and Ventaprivee. Customers want a full experience, either 
online or offline. For example, if they buy something online 
and need to be refunded, they want to have the chance to go 
to any store and change it. And the same for the other way 
around. ••
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CUSTOMER CARE 
DURING THE 
HOLIDAY SEASON, 
DON’T KEEP YOUR 
CUSTOMERS WAITING
Text: Ruud den Rooijen // Photos: Salesupply, Shoebaloo
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~ Salesupply ~

The following statistics, taken from Salesup-
ply Ecommerce Customer Care Guide 2021, 
underwrite this:

• 91% say they are willing to use a webshop more often 
after a positive experience

• 60% will not return to your company after one bad 
experience

• 50% will tell others about a bad experience

And with customers that get more demanding every 
day, providing good customer service is not easy:
• 83% of consumers expect to speak to someone on the 

first attempt
• According to a study by Eptica, 48% of British 

consumers will end a chat session if their problem is 
not resolved within 5 minutes, and 37% will end a 
service phone call if their question isn’t resolved within 
this timeframe

So how do you ensure the customer service experience 
during the holiday season? We asked Hans Siebum, 
Managing Director of Salesupply. 
“Peak seasons are a recurring topic in our conversations 
with customer care – and operations managers”, says Hans. 
”Most segments have them and can often even mark them 
in their calendars. There is a garden webstore that knows 
that when it ’s a sunny day and temperatures reach 18 C 
for the first day that year, their service channels explode. 
And online lamp stores know that the day after the winter 
daylight savings, their peak season starts.” 

“Still, it remains difficult to temporarily extend customer 
care teams as well as opening hours. In addition to 
recruitment, this also requires extensive training and 
investment in equipment. So the regular customer care 
teams experience growing backlogs, an increase in cart 
abandonment and 
unhappy (read: lost) 
customers.”

What can 
webstores do to 
anticipate and 
resolve the steep 
increase in events?
“They can choose to 
partially outsource 
their customer care 
to the Salesupply 
Customer Care 
team for the time 

their peak periods last. At Salesupply, we call this Overflow 
Service. Our trained e-commerce customer care agents 
become part of the existing customer care team of the 
client and work together in the same system. This way, 
webstores can keep their customer service at their regular 
level, and they can even extend the opening hours of their 
customer care to evenings and weekends. A good example 
of a webstore that uses our Overflow Service is Shoebaloo.”

Salesupply Overflow 
Service keeps Shoebaloo 
customer service 
accessible during peak 
periods
Shoebaloo is a household 
name for the shoe-
loving Netherlands. The 
brand has been offering 
designer shoes since the 
mid-1970s. In addition 
to the three stores in 
Amsterdam and the 
branches in Rotterdam and Maastricht, Shoebaloo also 
runs the webstore Shoebaloo.nl. Through this webshop, 
Shoebaloo serves a large part of Europe. Particularly during 
sales periods, the pressure on customer service increases 
tremendously. E-commerce manager Diek van Tol explains 
how Shoebaloo guarantees its level of service during peak 
periods with the overflow service from Salesupply.

Support for Customer Care whenever it’s needed
“The webstore was launched ten years ago with growth 
as a goal, and that is still our goal,” says Diek van Tol, 
who has been e-commerce manager at Shoebaloo for nine 
years. “We started with a small team and – definitely in 
the beginning – we did everything ourselves, including 

customer care. Just 
like the webstore 
itself, the team has 
grown substantially 
since the launch, 
and there’s now a 
clear departmental 
structure in place. 
Four years ago, 
we noticed that 
our customer care 
department was no 
longer achieving 
the intended 
response times 

It’s tough to keep your service levels up during peak periods, but it is crucial, especially in 
e-commerce. Good customer service experiences are vital in retaining customers, while bad 
customer experience will not only scare away the customer but also their network.company.

“SCALING UP THE TEAM 
INTERNALLY FOR PEAK TIMES IS 
DIFFICULT, ESPECIALLY IF YOU 
WANT TO BE ABLE TO OFFER 

HIGH-QUALITY SERVICE. ”

DIEK VAN TOL, E-COMMERCE MANAGER SHOEBALOO
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~ Salesupply ~

during peak periods. That’s when we started looking for 
a customer care partner specifically for dealing with the 
overflow during these peak periods.”   
        
For three years now, Salesupply has been Shoebaloo’s 
regular customer care partner during the two annual peak 
periods – which have since grown into two three-month 
periods. “During the peak periods, the phone is transferred 
to Salesupply’s customer care team six days per week. The 
customer care agents are self-supportive, and only when it 
is really necessary am I, or one of my colleagues (depending 
on the issue), called in. This structure is clearly defined and 
works extremely well.”

The advantages of Overflow Service 
For Shoebaloo, the major advantage of Salesupply’s 
overflow service is its scalability. “Scaling up the team 
internally for peak times is difficult, especially if you 
want to be able to offer high-quality service. This is not 
a problem for Salesupply. Also, during a peak period, the 
team is scaled up whenever it ’s needed.”

“In addition, the customer care agents of Salesupply enter 
their notes directly into our system, which keeps us fully 
informed at all times. This enables us to respond quickly 
on our site when we receive a certain question or comment 
more often. And because the lines of communication are 
so short, we can also easily and quickly adjust the team 
whenever that’s needed.” ••
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SELLING 
SOCIAL 
TO THE 
WORLD
Text: Joanna Perry, Global Head of Marketing, Pattern // Photos: Pattern

With 3.6 billion consumers around the world 
using social media, and this figure expected 
to rise to 4.4 billion by 2025, it seems obvious 

that social platforms are a great place to find and recruit 
new customers.

Of course, any brand can directly advertise on these platforms 
to drive traffic to its marketplace listings and stores. 
However, given their social nature, we find that working 
with influencers to engage their curated audiences on these 
platforms is a shortcut to finding consumers who are most 
likely to convert to customers.

This marketing technique is already well established in China 
and other Asian markets, where Key Opinion Leaders (or 
KOLs, as influencers are referred to there) play a crucial role 
in the marketing mix for many brands. We are now rolling 
out similar campaigns using Western influencers to drive sales 

to our Amazon listings in North America, Europe and the 
Middle East.

Influencer marketing is often thought of as being activity 
at the top of a brand’s marketing funnel to raise awareness 
of products and brands. As we explain below, when done 
correctly, it can also directly drive online sales.

Optimising Influencers
Whether we are working with KOLs in Asia or influencers 
in the West, we apply some of the same principles to 
maximise the return on the campaigns we run. 

Goals: The first step to building a successful influencer 
campaign is to understand your objectives and budget to 
ensure your ROI is achievable. This will also determine the 
social channels and influencers you choose.

~ Pattern ~

Marketplace seller Pattern is increasingly working with influencers to drive sales on both 
Amazon and Tmall. Below we explain how such campaigns can engage new customers in 
different markets around the world.
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Text: Nico Hoeijmans // Photos: Dagmar Sporck, Drestige

~ Pattern ~

Instagram, Facebook and YouTube all attract different 
types of influencers and audiences in the West. In China, 
you will need to make similar choices between platforms 
and KOLs. When looking to directly increase sales, the 
most expensive influencers and KOLs with the biggest 
audiences do not always provide the best return. 

Team: Influencer marketing tends to be run by brands’ 
social, PR or brand marketing teams. However, when 
creating campaigns to directly drive online sales of specific 
products, we find results are improved by having campaigns 
managed by the same team running other performance 
marketing channels.

One example of why we work like this is that we will 
combine influencer campaigns with retargeting activity. 
If a potential new customer comes to an Amazon product 
listing from an influencer recommendation and isn’t 
immediately ready to make a purchase, we can serve them 
retargeting ads in the following weeks to remind them they 
viewed the product and encourage them to convert. 

Micro-Influencers: We have found that in both China and 
the West, micro-influencers – who are often specialists 
on certain topics or product categories – provide more 
bang for your buck. They will have between 10,000 to 
100,000 followers, but within that audience will be a high 

percentage of potential customers.

For example, in China, we have worked with a nutritionist 
KOL to promote a supplements brand we sell on Tmall. 
Her audience cares a lot about their health and wellbeing 
and is therefore likely to buy supplements.

For Amazon, we’ve even worked with a micro-influencer in 
the United Arab Emirates who runs an Instagram account 
for their dog; to promote the pet brand we sell on Amazon 
to other dog owners.

Long-term relationships: Building ongoing relationships 
with influencers improves results. When they regularly 
use and promote your products, their reviews and 
recommendations are more authentic. You can also test 
multiple post or activity types with them, including live 
streaming in China particularly, to see which produces the 
best results.

Measurement: To benefit from a test-and-learn approach 
and demonstrate an ROI, it ’s important to be able to 
measure the success of influencer campaigns. Trackable 
links for sales attribution are crucial to complement more 
traditional social measures such as reach and engagement.

In fact, during one recent campaign using two micro-
influencers to drive customers to an Amazon listing, 
we found that one influencer generated much more 
engagement with her posts (such as likes and comments), 
but the post from the other influencer led to many more 
sales. This shows that more engagement doesn’t always 
equal more sales.

Tmall makes it easy for brands to be able to track the 
success of their influencer campaigns, and Amazon is 
increasingly following suit. Amazon’s Attribution tool 
allows marketers to measure not only sales from influencer 
campaigns but also other metrics such as page visits and 
how many users added to the basket too. 

Meanwhile, social platforms are making it easier for 
shoppers to convert while they are engaging with content, 
with click to buy buttons and other such functionality. 
While China is far ahead in the social selling race, we 
expect these developments will see the role of influencers 
in Western acquisition marketing grow too. ••

FOR MORE INFORMATION ON HOW INFLUENCER MARKETING CAN HELP TO GROW 

YOUR AMAZON AND TMALL SALES, DOWNLOAD OUR FREE GUIDE AT: 

HTTPS://INFO.PATTERN.COM/INFLUENCER-MARKETING-REPORT
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~ ShopCtrl ~
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INTERSHOP: 
“SELF-SERVICE 
IS A BUSINESS 
ACCELERATOR 
FOR B2B 
E-COMMERCE”
Text: Sanne Leenders // Photos: Intershop

~ Intershop ~

Self-service is a business accelerator
“Back in the day, sales representatives would visit 
(potential) customers to convince them to buy their 

service or product. However, this is a very outdated way of 
doing business nowadays. With an e-commerce platform, 
there is a somewhat neutral layer where companies can 
provide information to the customers. Not only that, the 
customer can choose which information is necessary for 
them without having to listen to all the information that 
the sales representative might tell them. The customer can 
decide the level of information, and for the unlikely cases 
where customers might have questions or problems, they 
can easily open a chat conversation with an expert. Self-

service is a business accelerator, and if it is combined with 
the right recommendation and personalisation, you can sell 
even more. Thus, we do not have to completely rely on a sales 
representative anymore,” says Markus.

B2B companies know their customers better
“The B2C buyer is normally unknown and anonymous at 
first, and B2C companies have to predict who is in front of 
the screen. When it comes to the B2B industry, the company 
already knows its customers very well. Therefore, we are able 
to personalise the entire experience. Ultimately, this leads to 
a new dimension in AI because we no longer have to rely on 
mass data and customer predictions due to the fact that we 

Intershop Communications AG was founded in 1992, being the very first e-commerce 
platform in the world. The company is an independent provider of cloud-based B2B 
commerce solutions. Upon request, Intershop orchestrates the entire omnichannel 
commerce process chain – from the design of online channels to the implementation of 
software to fulfilment. More than 300 enterprise customers run Intershop solutions. We sat 
down with Markus Klahn, CEO of Intershop, to discuss the differences between B2B and 
B2C, some interesting B2B trends and Intershop’s services and future plans.
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~ Intershop ~

know our customers. Thus, we can add a lot of extra value 
to the shopping experience because there is no 
anonymous aspect involved.”

Growing mobile commerce in B2B
“During these COVID-19 times, a lot 
of people within B2B also started 
using mobile devices to make 
purchases, instead of their desktop. 
For example, if a craftsman needs a 
special part or equipment, they can 
easily order this specific product 
from their mobile phone. Therefore, 
it is necessary to provide a seamless 
shopping experience, whether the 
customer purchases the product from 
their desktop or by using their phone,” 
Markus continues.

B2B buyers expect 
B2C conveniences 
– and more
“Trends within the 
B2C industry, such 
as AI-based search 
and personalisation, 
will definitely be a 
commodity in the 
near future. And 
these trends within 
B2C will also make 
their way to the B2B 
industry. Because 
B2B buyers have B2C 
expectations when it 
comes to service, efficiency and digital customer experience. 
But they also have specific needs that would be irrelevant for 
B2C customers. Think about easy reordering, creating quotes, 
automated approval of shopping baskets based on predefined 
budgets per user or different user roles with unique access 
rights. So, B2B vendors need to have a powerful e-commerce 
solution in place that can map their complex B2B business 
processes – and at the same time offer a B2C-like user 
experience.”

Intershop ensures a great user experience
“During the implementation of the Intershop Commerce 
Platform, we are really taking care of a very good user 
experience. It must be easy to use and read because there are a 
lot of complicated processes. Currently, we are doing 75% of 
our implementation with our partner ecosystem, but of course, 
we are also offering training and bringing in the latest trends 
for our customers. Furthermore, we also launched our new 
Progressive Web App (PWA), which can present a seamless 
experience to all of our customers. PWA can act as a simple 
app on an iPhone, for example, or can behave as a complex 

screen on a big desktop,” says Markus. 

“Moreover, we also have our Customer Success 
Team, which are really experienced people 

who can help with quarterly/monthly 
reviews, revenue, product categories, 

and testing to improve the website. 
Additional support, such as product 
images, prices and promotions, can 
also be added since our Customer 
Success Team works with 
different levels. Ultimately, this 
means that our Customer Success 

Team can take care of everything 
if our customers want that. This 

often depends on the maturity of the 
customer. Usually, the B2B industry 

does not have these sophisticated teams, 
which can really 
help a company 
to develop their 
online presence, 
but Intershop can 
help them with 
our PWA and 
Customer Success 
Team,” Markus 
explains.

“The Intershop 
Commerce 
Platform is more 
than bulletproof. 
Our platform 
can handle an 

unlimited amount of transactions. These high amounts of 
traffic are what Intershop stands for.”

Improving the user experience even more
“In the future, we will definitely bring up an AI-based 
engine to provide an even better search, recommendations 
and personalisation experience in B2B. Furthermore, we will 
also improve our user experience and our BI monitoring for 
performance measures to make it easier for our customers to 
see how their platform is performing,” Markus concludes. ••
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Text:   Beatriz Rojo // Photos: Oct8ne, Brooke Lark - Unsplash

~ Oct8ne ~

OCT8NE’S LATEST 
SUCCESS STORY: 
CROMANTIC
HOW A LIVECHAT WITH 
VISUAL SUPPORT HELPS 
TO BOOST SALES ONLINE
How many times have you hesitated on the colour, texture or quality of a product when shopping 
online? If this aspect is important in e-commerce, is it a decisive factor when buying make-up? 

Cromantic is a great beauty brand from 
Colombia that perfectly understands 
consumers’ needs. They seek to offer a new 

shopping experience on their website, fighting the 
online shopping handicap of not being able to test 
the product.

The brand, with almost ten customer service channels, wanted 
to provide the most human contact possible, and, given the 
need to attend to their customers through an online chat, they 
chose Oct8ne.

Laura Riaño, Cromantic’s customer service coordinator, 
explains that a visual experience is extremely useful in the 
make-up sector: “Clients can send us photos in real-time 
while speaking with our experts who can personalise the 
consultation.”

We’re sure you already know what makes Oct8ne stand out 
in terms of customer service tools: it’s the only chat that in-
tegrates your catalogue so you can offer the products visually 
during the conversation.

We’ve talked before about other companies that have im-
proved their conversion with Oct8ne, but Cromantic is the 
first success story in Latin America and is accompanied by a 

very interesting piece of information: 71% of the conversa-
tions that Cromantic receives are started organically by the 
customer.

Customers send selfies to beauty consultants through 
the chat
“Clients ask us a lot about make-up bases or types of eyelashes, 
and they want a consultant’s personal recommendation,” says 
Laura. “The client may be loyal to a brand, but they might 
not know what shade they’re wearing. However, we also have 
customers that don’t have any previous experience with the 
product, and they go directly to the chat because they’re unsure. 

At Cromantic, we make sure we know a little more about the 
needs of each person and the qualities they’re looking for. Then 
we recommend the same type of product from two or three 
different brands.”

The beauty consultants ask the client to send two selfies to 
make sure the light in the photo doesn’t skew their skin tone. 
This way, the user joins in the conversation and can view 
products with the professional who can find the right one.

“Our customers usually aren’t familiar with the visual support 
feature because they’re not used to having it in a chat. But, we 
explain that they can use it, it’s completely secure, and that 
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~ Oct8ne ~

personalised beauty consultations will be streamlined.”

Customers feel at ease with the coviewer, and it works 
much better for us than a video call as our users might be 
multitasking while chatting with us. However, if a client cannot 
send us their photo or is hesitant to do so, we offer them the 
video call.” 

For Cromantic, the customers’ reaction to a personalised 
consultation is an indicator that the user likes the visual 
experience. Once the customer interacts with the coviewer, they 
return to the website to make a purchase.

Customer success, sales and centralisation
The visual experience hasn’t only allowed Cromantic to 
increase its conversion, return and loyalty, it has also minimised 
customer effort with the brand. 

“The clients no longer need to explain what’s going on or what 
they need.” Cromantic has customised the Oct8ne chat, so the 
customer finds the most common options at first contact: ask 
about their order, request beauty advice or speak with customer 
service. “So, with one click, we immediately know what they 
want.” 

Laura Riaño explains that before using the chat, 
communication with the customer was chaotic. “Users went 
through all means and jumped from channel to channel to find 
the fastest way to contact us. At that time, customer service 

wasn’t streamlined, and we were giving different answers.” 

Since we installed Oct8ne, it is without a doubt the channel 
with the most interactions and has made it easier for us to 
keep control because we could integrate it with our CRM. We 
initially used Zendesk, but now we use Hubspot, and we were 
able to centralise all our customer requests. Now we can see the 
contact they’ve had with our brand from the same panel, and 
we have more powerful reports.

By detecting that the customer is more satisfied with the 
personalised attention given by the consultants through the 
chat, Cromantic is referring more traffic to this channel, so 
people migrate from social media conversation to online chat. 
“We answer them on all channels, but we invite them to the 
chat and highlight that we can provide this type of personalised 
consultation to show them the product they need in real-time.”

A human strategy combined with a conversational 
chatbot
This ultra-personalised user experience allows agents to 
be completely focused on being beauty consultants. The 
conversational chatbot answered 67% of questions from users, 
while the customer service team took care of the other 32%.

This is the first time that Cromantic has automated customer 
service, but they chose a conversational chatbot like Oct8ne’s 
because they were looking for customer-friendly software with 
immediacy.
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““35% of shoppers 
haven’t missed 
physical shopping 
in the last year” 

€560bn in spend has 
migrated from physical to 
online retail

11% of shoppers have 
experienced new brands 
for the first time due to 
the pandemic

62%+ of millennials made 
more than 11 purchases 
outside their own country 

Scan the code to get your free copy of “Global Voices. Pre-Peak Pulse 2021”. 
The newest insights into how shoppers like to shop across borders.
https://esw.com/global-voices-pre-peak-pulse-21/

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

In advance of Peak 
shopping season, 
we asked 14,700 shoppers 
in 14 countries about 
their how their online 
attitudes and behaviours 
have shifted in 2021
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~ Oct8ne ~

HOW TO BECOME A SUCCESS STORY:

IF YOU WANT TO TRY OUT THE BENEFITS OF VISUAL CUSTOMER SERVICE FOR YOUR BUSINESS, 

OCT8NE OFFERS A FREE TRIAL AND FREE TRAINING WHERE WE WILL ANALYSE HOW TO 

OPTIMISE YOUR WEBSITE’S CUSTOMER EXPERIENCE WITH YOU. 

“We set up a detailed chatbot with a number of FAQs, but 
we realised that the client also wanted the bot to give them 
advice. Therefore, we minimised the bot options and expanded 
our consultant’s knowledge, so clients go directly to the 
professional.

The chatbot now has an important feature in terms of order 
status, payment methods and other FAQs: it answers simply 
and, most importantly, we make sure the customer can view 
their order’s delivery date in real-time. 

Of course, though they’ve streamlined their work by 
automating responses with the bot, Cromantic always tries 
“to make consultants available for customisation and critical 
customer service cases; they provide the customer with a lot of 
security.” ••



37

TR
A
D
EB

Y
TE

.C
O
M

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

If Interested submit your application via form on 
https://www.Tradebyte.com/en/career/

WE ARE
HIRING
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~ Topic Special ~

TOPIC SPECIAL:
HOLIDAY SEASON
Text: Sanne Leenders // Photos: Oct8ne, Pattern, Ivan Samkov - Pexels

Every year, there are a number of relevant themes that lend themselves to e-commerce and cross-border 
selling. To take a deeper look, we would like to introduce our latest rubric, the Topic Special. This 
Topic Special deals with the most relevant topics by means of a Q&A with experts on in-depth issues 

within the topic. In this issue, we will be discussing the holiday season since days such as Black Friday, 
Cyber Monday and Christmas are slowly creeping around the corner. Ilaria Carboni, Marketing Manager at 
Oct8ne, and Torsten Schaefer, Country Manager at Pattern Germany, give us a closer look into e-commerce 
sales and preparations during the holiday season.

WHAT SHOPPING TRENDS DO YOU EXPECT TO SEE 

DURING THE HOLIDAYS THIS YEAR?

2020 has forced us to spend plenty of time at 

home, and consequently, we all spent more time 

in front of laptops and mobile devices. That said, 

online purchases will surely keep on growing, and 

most of them will be done via mobile devices.

WHAT SHOPPING TRENDS DO YOU EXPECT TO 

SEE DURING THE HOLIDAYS THIS YEAR?

Various markets in Europe were in lockdown 

over the peak trading period in 2020 – and 

physical stores were closed – and so retailers 

should be wary of using last year’s trading figures 

as a plan for predicting demand this holiday season. 

They need to separate long-term increases in demand from the

spikes that were driven purely by store closures or bad weather, as we would 

only expect to see similar trends in demand if stores are once again closed.

Black Friday and Cyber Monday sales have been spread out more in the week 

running up to Black Friday and the whole week of Cyber Monday – we expect 

this trend to continue. This is a combination of retailers trying to attract 

spend before their competitors and retailers spreading out the peak so that 

their fulfilment operations can cope with the spike in demand. Last year, 

Amazon ran Prime Day in mid-October, but it has already taken place this 

year, and so discounting and promotions are likely to be more focused on the 

Black Friday and Cyber Monday weekend, with retailers trying to maintain 

full-price sales prior to that.

ILARIA CARBONI, 
MARKETING MANAGER AT OCT8NE

TORSTEN SCHAEFER, 
COUNTRY MANAGER GERMANY AT PATTERN

WHAT ARE YOUR PREDICTIONS FOR THE HOLIDAYS THIS YEAR, TAKING THE 
RECENT GROWTH IN E-COMMERCE INTO CONSIDERATION?
Considering that many countries, due to COVID prevention measures, 

don’t allow purchasing in brick and mortar stores, the number of online 

purchases and online pick up (BOPUS) will surely increase during the 

holiday season. This past year has drastically changed consumers’ habits. 

They got used to buying online and now prefer to buy online, avoiding 

crowds and long queues, especially during holidays seasons.

WHAT ARE YOUR PREDICTIONS FOR THE HOLIDAYS THIS YEAR, TAKING THE 
RECENT GROWTH IN E-COMMERCE INTO CONSIDERATION?
This depends on the COVID situation and whether restrictions on physical 

stores are back in place by then. Last year was an exceptionally strong Q4 

online because of store closures, and so retailers may not achieve year-on-

year sales increases online. However, they should definitely see growth on 

their 2019 holiday sales – maybe as much as 25% to 50% growth on their 

sales two years ago if they are running an established online shop - if they 

have acquired new customers in 2020 who have become more confident 

buying online [cont. on the next page]
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~ Topic Special ~

WHAT WOULD YOU SAY IS THE BEST WAY TO PREPARE FOR THE HOLIDAYS AS 
AN ONLINE RETAILER?
Considering the above, I would suggest referring to these main points:

• E-commerce must be 100% responsive on mobile.

• Your customer service team must have deep knowledge of your 

products in order to be fast and precise when it comes to offering 

assistance to your clients.

• Be available for your customers through their favourite channels, 

avoid customers leaving your site with doubts and causing cart 

abandonment.

• Stand out from the competition: offer personalised and real-

time assistance. In fact, taking into account the large number of 

competitors in the online world, e-commerce must find a way to 

stand out from the competition, and the best way to leave a positive 

impression is to offer a great customer experience.

WHAT WOULD YOU SAY IS THE BEST WAY TO PREPARE FOR THE HOLIDAYS AS AN 
ONLINE RETAILER?
By this point in the year, your product selection should be decided, stock 

ordered, and promotions planned. Be prepared to be flexible. If a key 

competitor goes on promotion earlier than you expected, you may want to 

follow suit at short notice. Your promotional marketing plans could be as 

detailed as hour by hour for key days such as Black Friday.

Make sure operations and processes are robust – they will be stretched 

by both the planned peaks and potentially unplanned ones too. If order 

management, fulfilment and customer service is not smooth, it will leave 

a lasting negative impression on customers, and increasingly this is spread 

more widely through word of mouth on social media.

Once you are into the peak trading period, make sure you are regularly 

walking the online store in the same way as you would with a physical store. 

By doing this, you can make continual improvements, so customers have the 

best possible experience and are encouraged to convert.

HOW CAN YOU HELP RETAILERS GET THROUGH THIS PERIOD MORE EASILY?
Oct8ne is the only visual live chat, chatbot and messaging platform that, 

through its coviewer and catalogue integration, allow you to interact with 

images and videos of your products, transforming your customer service 

into a sales team and offering the best customer experience to your 

clients.

With the combination of live chat, chatbot and messaging integration 

(WhatsApp business API and Facebook Messenger), you make sure 

your customer can reach you 24/7 through real-time channels, having 

personalised assistance as in an offline store, and being guided 

throughout the whole purchase process.

HOW CAN YOU HELP RETAILERS GET THROUGH THIS PERIOD MORE EASILY?
Pattern is the authorised Amazon seller for a growing number of consumer 

brands in key markets around the world. We take full end-to-end ownership 

of their Amazon presence, buying their stock and maximising their sales on 

Amazon. This reduces risk and removes the complexity of the brand needing 

to deal with Amazon directly.

In particular, this means we take responsibility for getting products into 

Amazon’s warehouses for the marketplace to deliver, and can also offer 

alternative third-party fulfilment to make sure that we stay in stock on 

Amazon and products can be quickly delivered to customers during peak 

trading periods when Amazon’s warehouse capacity will be most constrained.

Our proprietary technology also continually optimises Amazon advertising 

and provides us with great insight into the keywords we should optimise 

on to ensure product listings appear in search results for both branded and 

generic search terms. This can drive incremental sales, as the brands and 

their products can be more easily discovered by new customers on Amazon; 

particularly during the peak trading period when consumers are most likely 

to purchase products for the first time as gifts.

Our biggest selling days on Amazon in Europe last year were the 13th and 14th 

December, as this was the last Sunday and Monday when customers could 

order with guaranteed delivery of gifts before Christmas Eve. This year, we 

think the biggest days for online sales could be as late as Sunday 19th and 

Monday 20th December because of when Christmas falls.
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WHY WE MUST 
EMBRACE 
‘BUY NOW PAY 
LATER’
Text: Rodney Bain, Co-Founder and Chief Strategy Officer at APEXX Global // Photos: APEXX, Andrea Piacquadio, Pexels

The recent rise of ‘Buy Now Pay Later’ (BNPL) 
has been quite remarkable. BNPL products 
have flooded the market and, in the process, 

revolutionised the online retail and consumer credit 
market. In the UK, the use of BNPL products nearly 
quadrupled in 2020 and is now at £2.7 billion, with 
5 million people using these products since the start 
of the pandemic. Klarna, perhaps the most well-
known company in this space, is now the second most 
valuable fintech startup in the world (after Stripe) 
after it recently announced a $45.6bn valuation 
at its latest fundraise. The rise of BNPLs has left 
traditional credit providers, banks, online merchants, 
payment providers and regulators alike all around the 
world scrambling to keep up.

The benefits of BNPL to the consumer are well known. 
Customers can pay for goods in instalments, with no interest 
charges, giving them much more flexibility than a traditional 
credit card. In turn, e-commerce providers are able to keep 
their customers happy with more payment options at the 
checkout. Another big player in this space, Clearpay, has said 
that on average, firms using its service experience a 30% boost 
in the value of orders. Having BNPL options on your website 
has become a must for retailers in order to maximise sales.
 
This, however, has given rise to criticism and brought BNPLs 
into the view of regulators. Critics argue that many of its 
Millennial and Gen-Z userbases are taking on debt that they 
cannot service and that the lure of interest-free instalments and 

no hidden fees lead to over-spending. It’s also been suggested 
that BNPL users aren’t always aware that they are entering 
into credit agreements that could result in late payment fees. 
Another consumer issue highlighted includes the requirement 
for consumers to first contact the merchant to get credit for a 
return or refund, unlike credit card issuers, which typically stop 
payments when a transaction is disputed.
 
Earlier this year, the UK’s Financial Conduct Authority 
published a review that concluded that regulation was essential 
to protect users of BNPL products and make the market more 
sustainable. The review came up with 26 recommendations, 
including affordability checks, provision of debt advice, making 
more alternatives to high-cost credit available and ensuring 
that regulation does not focus simply on affordability but 
on conduct across the lifetime of the product. Meanwhile, 
Australian regulators are reviewing rules for BNPLs, and 
experts have also predicted greater scrutiny in the US under 
the Biden administration.
 
While we await the form of any upcoming regulation, it’s clear 
that some of the suggestions from the UK’s Woolard review 
are eminently sensible. BNPL has brought simple, flexible and 
instant purchasing power to the consumer, but it can’t be at 
the expense of responsible lending. As UK MPs were right to 
point out, no one wants to see another Wonga, and I absolutely 
welcome regulatory scrutiny of the sector to ensure all 
customers are treated fairly by raising standards in responsible 
lending.
 

Regulators and consumer watchdogs have raised concerns, but with the right supervision, 
everyone can win.

~ APEXX ~
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With that said, I truly believe that any regulation has to be 
light touch and cannot stifle the progress of BNPLs. In a post-
Brexit world, Global Britain must ease the burden of red tape 
on the industry in order to stay competitive. Our departure 
from the EU has 
created an amazing 
opportunity for 
London to be 
at the centre 
of banking and 
fintech for the 
future, and we must 
allow innovative 
fintech startups to 
flourish.
 
Allowing innovation in finance would also help BNPLs to 
grab business from traditional credit cards. BNPL helped 
UK consumers to save over £75 million in interest payments 
in 2020 instead of credit cards. As more consumers choose 

BNPL, the potential for savings on interest payments will only 
increase.
 
Collectively, the industry has a duty to ensure that it provides 

consumers with the 
necessary information 
to make the right 
purchasing choices 
whilst also protecting 
them should anything 
go awry. The future of 
retail is upon us, and 
we have to capitalise 
on this opportunity to 
make Britain a global 
hub for innovation 

while also establishing a new consumer credit environment 
that is fairer, more transparent and has the best interests of the 
customer at its core. ••

“NO ONE WANTS 
TO SEE ANOTHER 

WONGA”
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Cash flow can be a challenge itself, and continuing to grow 
among all the great competitors in the market is more 
difficult every day. For small and medium companies, this 
challenge can easily be overwhelming.

There is a new trend that, in my opinion, will bring certain 
democratisation in the e-commerce world. In 2015, the 
Canadian company Clearco was founded to offer a more 
friendly capital solution for e-commerce, introducing us to a 
new business model.

This business model is changing the way we understand 
finantiation, and it’s opening brand new opportunities to 
the companies that had difficulties getting loans or were 
not ready or interested in opening a funding round. Flexible 
capital opened the eyes of the industry, and, in the last year, 
new companies following this business model have been born 
in the UK, France, Germany and even in Spain.

Why? 
There are many reasons why this model is so successful. At 
this very moment, the money value is not at the highest level, 
so interest rates are low, allowing companies to get the most 
of their loans.

In this positive environment for loans, companies such as 
Clearco, Wayflyer, or Uncapped are helping e-commerce 
companies to get the money they need to launch new 
marketing campaigns, implement new digital commerce 
solutions to keep growing or to help them grow their 
portfolio by buying new stock. In a matter of days, the 
e-commerce businesses can get between €10K and €2M to 
develop their projects.

How?
The first step is to analyse sales, traffic and related metrics 
from the inside. The company in charge of authorising the 
loan gets access to the shopping platform of the e-commerce 
company so they can see what would be the perfect amount to 
balance needs and opportunities. The loan must be something 
helpful without causing financial tensions to e-commerce 
while returning it.

What makes the 
difference between 
this business model 
and traditional loans is that the monthly fee is completely 
flexible. Quotes will be adapted to monthly sales to repay 
the loan at your own pace. This flexibility opens great new 
chances for smaller businesses, new opportunities to be in the 
race together with the giants of e-commerce.

It was about time to have a more reasonable way to drive 
growth to your e-commerce. Huge funding rounds are great 
for SaaS that are willing to expand their businesses and need 
engineers to improve their solutions together with bigger 
sales teams, customer services and marketing. But there wasn’t 
a specific option focused on helping e-commerce other than 
traditional loans coming from traditional banks. We can’t 
expect to work on digital transformation by using formulas 
created more than 50 years ago.

Being able to adapt the amount received depending on your 
needs, being able to receive part of it while placing the order 
for the new stock and getting the rest of it once production is 
over is great to pay for what you need at every moment. Why 
get 50K if you need 10K now and 40 in 3 months. Why start 
paying now for what you don’t need at the moment?

I am intrigued about the next steps of these companies and 
will closely follow their evolution as I really think they will 
be key for the growth of many e-commerce players that were 
waiting for their opportunity to show their ideas to the world. 
••

COLUMN
FLEXIBLE CAPITAL TO DEMOCRATISE E-COMMERCE 
ACCELERATION

~ Ronan Bardet ~

The challenges for an online shop don’t stop after the launch 
and stabilisation of sales.

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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~ Ranpak ~
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TAARTENWINKEL.NL 
“A PERFECT CUSTOMER 
JOURNEY IS THE 
KEY TO CUSTOMER 
LOYALTY”
Text: Sanne Leenders // Photos: Taartenwinkel.nl

Back in 2005, Taartenwinkel.nl was founded by entrepreneurs Eric van Noort and Rogier 
Jansen, starting their e-commerce journey from the very beginning, providing B2B companies 
with delicious treats for their clients, partners or employees. At that time, ordering cakes 
online was a completely new and exciting concept. Currently, Taartenwinkel.nl is the online 
confectioner in the Netherlands that ensures they are 100% transparent towards their 
customers. We spoke with Eric van Noort to get an insight into their business and their online 
presence.

~ Ranpak ~

“Our mission is to deliver delicious fresh treats 
throughout the Benelux. Whether that concerns 
one special cake or the organisation and delivery 

of 10,000 cakes. After working with local bakeries, a 
new phase began in 2012. We started working with 
one bakery and delivering our products refrigerated 
throughout the Netherlands. Our ambition is to be 
and remain the tastiest and most service-oriented 
webshop in the Benelux. We do this with the same 
passion with which we once made our very first 
cake,” says Eric.

From outsourcing to insourcing
“At first, we worked together with several bakeries and 
delivery services to bake and deliver our products to our 
customers. However, we started to receive several wishes 
from our customers. They, for example, wanted to add a card 
or other products to personalise their orders. Ultimately, it 
became more difficult to fulfil our customers’ wishes because 
we had to discuss these specific demands with the different 
bakeries. Thus, a few years ago, we decided it would be 
better to start our own bakery and expand it from there. 
From that point on, we only outsourced the delivery, and we 
are still doing that till this day.”

Transparency from A to Z
“Our online journey started approximately fifteen years ago 
when our business was founded. Back then, our website 
was built by a freelancer for about €500, and the online 
customer expectations were quite low at that time. Back 
then, it was really cool to be able to order a cake online 
and have it delivered to your office. A lot of things, such 
as quality or customer experience, did not really matter 
because the experience of ordering something online was 
more important. However, nowadays it is very important 
to deliver exactly what you have promised to the customer. 
Currently, we have a huge e-commerce platform, and we 
ensured that the customer journey was transparent from A 
to Z. Fifteen years ago, it was unimaginable to know within 
what exact timeframe your order would be delivered, and 
nowadays, it ’s almost the most common thing in the world,” 
says Eric. 

“Of course, mistakes can happen because we are not 
perfect, but if they do happen, it is of great importance to 
communicate this to the customer. If you do not do this, 
the customer will probably lose their trust. Therefore, it is 
necessary to stay transparent and come up with a solution 
to ensure that the customer remains satisfied. Usually, the 
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customer will understand that mistakes can happen, and 
they will be happy with the alternative solution.”

COVID was not entirely beneficial for all 
e-commerce companies
“80% of our sales are derived from B2B companies who 
want to thank their clients or partners. However, during the 
COVID-19 outbreak, people started working from home. 
Thus, our B2B customers did not know where their client 
or partner was at that time since they were probably all 
working from home. It turned out to be a bridge too far for 
some of our customers to send a treat to the personal homes 
of their business relations. Ultimately, this had a great 
impact on our business due to the fact that this segment had 
come to a standstill.”

“The cakes that we would usually send were meant for 
approximately fifteen or more people, but during those 
days, people were only able to invite a limited number of 
people into their homes. This led to our cakes needing to be 
smaller in addition to the fact that B2B companies did not 
know where their business relations were.”

“However, another segment arose from the COVID-19 
pandemic, which we did not expect. Companies were 
ordering smaller treats, such as cookies or brownies, to 
their own employees to thank them for their hard work and 
encourage them during these difficult times. And eventually, 
they would use these treats to welcome their employees back 
once they started to work in the office again. In addition, 
our B2C segment also showed some growth during these 
times,” Eric continues. 

Sustainable and cooling packaging
“There is always a battle between price and sustainability. 
It must be as sustainable as possible, but of course, it must 
not be too expensive for us or for the customer. Of course, 
we always look at what we can do with sustainability in 

every aspect of our business. However, this is still difficult 
in some aspects. This mainly comes up when we look at the 
transport of the products. The product must be able to get 
from point A to B, and this naturally also causes more CO2 
emissions.”

“In the beginning, we delivered our products in a cooling 
bus with cooling boxes. The product, for example, a cake, 
was then delivered to the customer and the cooling box had 
to be returned to us with the delivery person so that we 
could clean the box and send a new product. This, of course, 
requires a lot of energy and is also not a sustainable option.”

“We came across Ranpak as they were by far the best 
when it came to sustainable solutions and they offer a 
great service. Ranpak has supplied us with the WrapPak® 
Protector, an on-demand Cold Chain packing solution 
which is 100% paper based. The machine produces waved 
paper pads to be used as thermal liners. Packed cakes are 
picked up at 9 PM and delivered the next day. Ranpak’s 
thermal protection packaging both protects the cakes and 
provides an excellent unboxing experience for the customer.”

“The boxes, including the paper thermal liners and cool 
packs, that remain at the customer keep the cakes cooled 
by means of a specific sustainable system and are also fully 
biodegradable. As a result, the boxes no longer had to be 
returned. Moreover, our customers no longer had to put the 
products separately in the refrigerator because the packaging 
would already cool the product itself. They could just take it 
out of the box and it would be ready to eat,” says Eric.

Expanding even further
“One of our most recent plans for the future is expanding 
our bakery. As an e-commerce company, we started our 
own bakery, and we are very excited about expanding it 
even further. Ultimately, we want to be the frontrunner of 
confectioneries in the Benelux,” Eric concludes. ••

~ Ranpak ~
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Global Partner 
for Local Payments
A Single Integration to APEXX gives you the flexibility to build your 
perfect Global Payments System

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

your payments requirements.

Channel Partnership
Become an APEXX Global Channel Partner

Intelligent Routing

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

any number oacquirers in order to improve 
sales and reduce costs

Unlimited APM’s

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

quickly globally.

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

A Payments Orchestration Layer for Enterprise Merchants

www.apexx.global
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~ Tradebyte ~

THE MOST 
PLENTIFUL TIME OF 
THE YEAR:
CYBER WEEK TRENDS 
AND NUMBERS FOR 2021 
The post-pandemic holiday shopping season, which is usually counted from Black Friday 
until Christmas, is predicted to hit new levels in 2021. Last year broke records in digital 
sales, reaching $1.1 trillion in global sales, up 50% from 2019. And from that number, a total 
of $270 billion came from Cyber Week alone. One thing’s for certain: retailers can make or 
break their annual quota in just a few days during the holiday season. Here’s why and how!

Text: Alexandra Koken // Photos: John Schnobrich, Unsplash

Holiday shopping is expected to start earlier in 2021
In 2021, the holiday season is predicted to kick off as early as 
November 11th on Singles Day. Especially post-pandemic, 
there are good reasons for this. Demand has become “pent 
up” during lockdowns and unease, creating an opportunity for 
brands and retailers to connect with both customers as early as 
the summer. Furthermore, spreading out holiday gift shopping 
might be a consideration for many buyers watching their 
wallets after a financially stressful period.

Holiday shopping and Cyber Week thrive on digital 
and mobile
One thing 2020’s Holiday Shopping Season really showed 
was the massive boost of digital and mobile sales: 10 years of 
growth in digital sales channels were reached in the first three 
months of the pandemic. In the week leading up to Christmas, 
digital sales grew another 58%. There has also been a huge shift 
to smartphones, with over half of digital Christmas revenue in 
2020 coming from them: mobile comprised 71% of traffic and 
55% of orders, while desktop saw 26% of traffic and 41% of 
orders year-on-year globally during Cyber Week.

Discovery commerce: shopping inspiration has 
moved to social channels
Discovery commerce has brought shopping inspiration to 
social platforms where consumers are spending time anyway. 

This movement plays perfectly in the holiday season when 
buyers are looking for gifts for their loved ones they might 
not usually buy for themselves. Almost 8 out of 10 consumers 
asked in a survey used a Facebook-owned app or service to find 
gifts last holiday season. And people are buying on these apps, 
too. Grand View Research has estimated that social commerce 
led to 11% of global retail e-commerce revenue in 2020 and 
created $474 billion in sales.

Your holiday shopping and Cyber Week success is 
defined by one thing
The shipping and logistics behind your Cyber Week strategy 
is what will make or break being able to benefit from this 
whopping demand on the marketplaces. After price and 
convenience of buying, shipping is what defines winners and 
losers of the holiday season. ••

WORK WITH THE EXPERTS

Tradebyte is the European number one integrator for fashion businesses and 

specialises in making platform players successful. Their marketplace experts 

help clients prepare their business for holiday shopping and Cyber Week 

2021. Find out more on tradebyte.com.
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CHOOSING THE 
RIGHT PAYMENT 
PARTNER: 
YOUR BIGGEST ALLY 
FOR INTERNATIONAL 
GROWTH
Text: Stephan van Gulck, Head of Product - Online Regional Businesses, Worldline // Photos: Worldline
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This alone means we’re in a crucial moment 
of time. Merchants who jump into the 
momentum and make the most of this boom 

will likely see a positive impact on their business 
– but finding the right payment service provider 
(PSP) is necessary to power this move.

How to find the right partner for you
A global payments partner may support your first step 
outside your domestic region, or they could be brought in 
to optimise your current payment setup. Either way, there 
are many viable options to explore, and you could feel 
hard-pressed to find the right fit. 

It ’s important to remember that no e-commerce site is the 
same, and every merchant has different business growth 
objectives. It shouldn’t just be the price and location 
of a PSP that influences your choice. The size of your 
business and your customers’ payment behaviour are crucial 
considerations for optimising your checkout and keeping 
conversion rates high. 

Don’t miss a sale
To support your international e-commerce needs, you’ll 
need a payment platform that can comfortably handle 
transactions and traffic during your peak sales periods. A 
stable and robust platform will give you vast opportunities 
to increase your acceptance and conversion rates, better 
understand your customers, and strengthen your revenue 
streams.

When processing large volumes of transactions, the 
slightest technical hitch can have a significant financial 
impact. One second lost in downtime could result in 
thousands of customer-confirmed transactions failing to be 
authorised. During peak periods such as Black Friday or 
seasonal sales, a website can receive hundreds of thousands 
(even millions) of orders in a very short timeframe. Some 
merchants can experience transaction volume growth of 
over 500% during peak periods.

As for platform stability, Worldline is backed up by three 
redundant data centres, meaning it has 99.95% availability 
– so you never miss a single sale. 

Commenting on Worldline’s platform, one merchant in 
the pharmaceutical industry said: “Our sector is one of 
the most demanding in terms of customer requirements. 
It is essential for us to have a stable and secure platform. 
Most of the time, we don’t need to think about it since 
everything works as it should, without a glitch.”

Optimise your authorisation rates 
• 69% of shoppers fail to complete transactions at the 

checkout page 
• Between 5% and 20% of transactions fail or are 

rejected after customers hit the pay button

A transaction request submitted by the customer can 
be rejected by the acquirer due to reasons such as data 
validation, insufficient funds or authentication failures. 
The key for acquirers here is to feed back the status of 
the transaction quickly to the shopper. Should there be 
a delay in response, this will have an impact on customer 
abandonment as they are not expecting to wait for too 
long. Worldline guarantees an average load time of fewer 
than three seconds.

Your payment platform should offer your customers their 
preferred local payment methods. Adding more payment 
methods is one of the most effective actions you can take 
to boost your checkout conversions. Worldline accepts over 
350 payment methods – and has above average acceptance 
rates. For example:
• For iDeal in The Netherlands, it sees an acceptance 

rate 4.9% higher than the market average;
• For Cartes Bancaires in France, Worldline’s 

acceptance rate is 0.7% higher than the market 
average;

• For Bancontact in Belgium, its acceptance rate is 1.2% 
higher than the nearest main competitor;

• For acceptance of Visa and Mastercard, Worldline 
offers an acceptance rate 3.3% higher than the market 
average.

An e-commerce setup adapted to your needs
The right PSP will let you choose from a wide range of 
integration options, from a ready-to-use payment page to a 
full menu of APIs to customise your checkout flow.

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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You can redirect your customers to a hosted payment page 
where they can input their payment details and submit the 
transaction for processing. Saving your customers’ payment 
details with a hosted tokenisation page (that ’s seamlessly 
blended into your site) will help your customers pay 
quicker on their next visit, boosting customer loyalty. 

You can also use plugins to integrate with the world’s most 
popular e-commerce platforms. With a full range of secure 
APIs, you can encrypt payment data within your app and 
securely send transactions for processing. Your PSP should 
store sensitive data safely on secure servers, meaning you 
won’t have to worry about PCI DSS compliance.
 
The right PSP should be able to deliver international 
payment acceptance through a wide acquirer network, 
so you don’t need to have separate contracts with local 
acquirers. You can increase operational efficiency by having 
one single contract to support all your needs, including 
technology integration, quick settlement for optimised 
treasury processes, and one reporting file for faster and 
easier reconciliation. 

Taking it further with business insights
Beyond the general payment setup, make sure you optimise 
your conversion rates with the help of a data and business 
intelligence tool. Managing your activity daily to fine-tune 
your sales strategy is essential to accelerating your business 
growth.

Explore our business intelligence tool, MyPerformance, 
to optimise your payment performance and increase the 
number of converting customers at every stage of the 
payment flow.

Designed to analyse your transactions and KPIs in real-
time, the tool allows you to keep track of your business 
evolution. Data insights come with clear, accessible 
explanations and helpful tips as to why transactions are 
failing or where process improvements can be made. 

Key benefits of a business intelligence tool:
• See how recently added payment methods are 

performing, or select multiple countries to understand 
your performance in a certain geographical area.

• View the average transaction value dashboard with 
one country at a time to understand how much 
different areas are spending throughout the year. 

• Assess the rejections overview dashboard with 
your most popular payment method to see if it is 
experiencing a normal or high level of rejected 
transactions.

• Understand how your acceptance and authorisation 
rates are performing and where you can take action to 
improve them. 

Each merchant will have specific requirements depending 
on their individual circumstances, but small changes 
can make a big impact on your business. Choosing the 
right payment partner can be overwhelming, considering 
how many options there are for you. The right PSP 
should guide and support you in optimising your cross-
border payment flow to maximise your revenue. In the 
end, everything should run smoothly from a payment 
perspective so you can focus on your business growth.

If you require more in-depth advice on your payment 
setup, get in touch with our experts today. ••
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HOW TO KEEP THE 
CONVERSATION 
GOING IN ALL 
CHANNELS

From face-to-face to virtual contact
Many brands have experienced an increase in 
customer service interactions in the past year and 

a half because shops have been (partly) closed for a while 
due to COVID-19 regulations. Emile Stappaerts, Client 
Partner at Sound of Data: “Questions that are generally 
asked in stores now end up with customer service. We also 
saw that industries like travel also experienced an increase. 
Holidays abroad haven’t been possible for a while or have 
been more complicated due to everchanging regulations, 
and this raises questions.” 

More and more channels
All these questions end up with customer service through 
various channels. After 30 years of experience, we 
understand that just one of two won’t suffice anymore. 
Telephone, email, Instagram, Facebook, Messenger, 
Snapchat, WhatsApp, chatbot, etc. Wherever your 
customer is, that’s where your brand is. “Providing different 
support channels makes it easier for your customers to 
contact you because you’re available on the channel they 
prefer. Does that mean you have to be present on every 
possible channel? 
No, definitely not. 
You should pick 
the channels your 
customers are most 

active on and make sure these channels are integrated,” says 
Serge van Driel, Technical Consultant at Sound of Data.

From telephone, to multichannel to omnichannel
Serge continues: “Many brands still use a multichannel 
approach and manage their channels from different tools. 
This makes it hard to work efficiently. It forces their agents 
to gather information from various places, which takes 
time. And callers often have to repeat their questions. If 
they previously had contact in a chat and they call back 
a few days later, agents won’t know about it because this 
information is stored in a different tool.” That’s exactly 
why using different tools to manage your channels often 
decreases customer satisfaction. The key is to integrate all 
these channels in one tool and move from multichannel 
to omnichannel. This enables companies to manage all 
interactions in one platform and have access to a single 
customer view. 

Increases first call resolution
An omnichannel contact centre platform does just that. 
It makes it easy for your agents to manage all interactions 

from various 
channels in one 
desktop, browser-
based interface. 
They can view all 

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

Does your brand want to provide excellent customer service? Then the one thing you can’t 
go without is a good omnichannel platform. Even better if you can integrate it with your 
CRM and/or ticketing software. This gives your agents a single customer view and makes 
it easier to respond to questions, resulting in higher customer satisfaction and improved 
performance. 

“PICK THE CHANNELS YOUR CUSTOMERS ARE MOST ACTIVE 
ON AND MAKE SURE THESE CHANNELS ARE INTEGRATED”
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customer information, keep track of the customer journey, 
and offer personalised experiences every single time. They 
only need one tool for all 
active channels. “Most 
interfaces even allow your 
agents to switch from one 
channel to another and 
keep the conversation 
going. With all customer 
information at hand. That makes their job a lot easier and 
more fun,” says Emile. Using an omnichannel platform 
speeds up processes, improves performance, and guarantees 
the continuity of your service. It helps solve the problem 
faster and increases first call resolution. Which in turn has 
a positive influence on wait time. 

Saves time
In an omnichannel platform, all customer information is 
available centrally. Your agents and other employees can 
access all contact and order history with the click of a 
button. This helps them communicate more effectively and 
efficiently with customers and better respond to questions. 
And your customers don’t have to repeat their questions 
over and over. This saves time on both ends and results 
in a better customer experience and higher customer 
satisfaction. Many tools even come with an internal chat 
option so agents can easily collaborate with each other.

Easily add new channels
Using an omnichannel platform saves both time and money. 
Serge adds: “You no longer need different tools to manage 

customer interactions in the various channels. Just one will 
do. And adding new channels is a piece of cake. Simply 

switch it on, enter your 
credentials and let those 
interactions roll in. Most 
platforms have a multitude 
of channels to choose 
from, including upcoming 
channels like chatbots and 

live video chat. You can even integrate with custom apps 
and providers.”

Integrates with CRM and ticketing
Does switching to an omnichannel platform mean you also 
need to change your CRM or ticketing software? “Quite 
often, it doesn’t because many integrate with external 
third-party tools like CRM- and/or ticketing software 
from Salesforce, Microsoft Dynamics, Zendesk, Freshdesk 
and more,” says Emile. “This opens up new possibilities 
to increase performance while the way of working mostly 
stays the same. Your agents can provide better service 
across channels. And new customer channels that can’t be 
integrated into the current systems can now be added and 
integrated as well.”

Added value for e-commerce and marketing
Having a single customer view helps agents more easily 
advise customers. They can, for example, recommend a 
supplementary product or service because they have access 
to all the order history. Having all data available in one 
platform gives e-commerce and marketing better insights 

“AN OMNICHANNEL PLATFORM HELPS AGENTS 
COMMUNICATE MORE EFFECTIVELY AND 

EFFICIENTLY WITH CUSTOMERS”

SERGE VAN DRIEL [L], EMILE STAPPAERTS [R]
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into the responses and sales related to newsletters and 
campaigns. This enables your brand to better anticipate 
the customers’ wants and needs and results in an improved 
customer experience and eventually more sales. 

Improved insights
Working with an omnichannel platform significantly 
improves your insight into KPI’s. Serge: “All customer 
interactions are stored in one place and can be filtered by 
tag, status, account, date, agent. This allows supervisors to 
easily monitor the 
state and activity of 
agents in real-time 
and act dynamically 
on queues and 
workflows. Most platforms come with predefined reports by 
channel and functionality. They allow you to build custom 
reports and analyse results with the utmost ease. We can 
also build custom reports for you based on the KPI’s you 
choose.” Just imagine how much easier reporting will be 
and how much time it saves compared to gathering all that 
information from different tools. 

And there’s more
Most platforms come with a lot of extra features like 
scripting tools, an automatic dialer for outbound calls, easy 
IVR designers, bot integrations, speech technology like 
automatic speech recognition and text-to-speech. “Most 
platforms are cloud tools, so you don’t have to worry about 
hosting, infrastructure, or maintenance. This also means 
that your agents can work from anywhere as they work 

with a single desktop interface with integrated WebRTC 
technology,” adds Emile.

Step by step
If you’re worried that switching to a new platform will be 
a time-consuming job, don’t be. “Instead of going all in at 
once, we can also help you implement a platform step by 
step: per channel, per product group, per location or per 
external integration,” says Serge. “This makes it easier to 
start and gives you the opportunity to build up experience 

with the platform 
at every step. It also 
gives your agents 
and supervisors 
time to get used to 

the new platform, and customers experience continuous 
improvement. We’re with you every step of the way, so if 
anything weird happens, we’ve got your back.”

Memorable customer experiences
Customers expect a lot from brands these days. And your 
customer service is one of the few departments that have 
direct contact with your customers. These interactions leave 
a lasting impression and can make or break part of your 
reputation. With an omnichannel platform, you can deliver 
consistent quality across all channels, create memorable 
customer experiences, and turn customers into fans. And 
we’ll gladly help you get there. ••

“WITH AN OMNICHANNEL PLATFORM, YOU CAN DELIVER 
CONSISTENT QUALITY ACROSS ALL CHANNELS”

EMILE STAPPAERTS [L], SERGE VAN DRIEL [R]

HOW ABOUT AN 
INCREASE IN 
CONVERSION?

WHAT CAN 
PAYMENT DATA
DO FOR MY BUSINESS?

DIGITAL PAYMENTS 
FOR A TRUSTED WORLD

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

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

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

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

ingenico.com/payments/performance
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Spring GDS is a global delivery solutions provider founded in 2001 by PostNL, Singapore 
Post and Royal Mail – some of the world’s biggest post and parcel companies. Since 2013, 
Spring GDS has been fully owned by the PostNL Group.

Text: Lola Michels // Photos: PostNL, Spring GDS

MEET SPRING GDS: 
POSTNL’S 
CROSS-BORDER 
E-COMMERCE 
DIVISION

~ PostNL ~

Enjoying the safety of a strong founding father 
as well as the freedom of being an autonomous 
broker, Spring GDS has proven to be able to adapt 

to changes in the realm of cross-border e-commerce 
quickly and efficiently. Having access to a network of 
some of the most reliable mail and distribution carriers in 
the world while enjoying the freedom to develop solutions 
autonomously, Spring GDS offers the benefits of an 
established corporation and the agility of a commercial 
broker combined. 

With 16 offices around the globe, Spring GDS connects 3 
continents and covers 190 countries. The PostNL subsidiary 
specialises in cross-border e-commerce shipping, providing 
innovative solutions to webshops worldwide. Their local 
knowledge and global presence allow Spring GDS to 
‘think globally, act locally’. This is what makes them stand 
out from local carriers in many destinations. Businesses /
webshops in Belgium and the Netherlands can use PostNL 
for international shipping solutions.
 
In this edition of Cross-Border Magazine, we zoom in on 
the Spring GDS shipping solution in order to introduce this 
specialist cross-border logistics provider.
 

A Spring GDS success story 
In recent months, PostNL’s cross-border e-commerce 
division has reported a renewed and sustained surge in 
shipments from the United Kingdom to consumers across 
the European Union. The catalyst? A new end-to-end 
shipping solution that has helped UK-based businesses to 
overcome the challenges raised by Brexit and the recent EU 
VAT changes.
 
What has changed for UK businesses this year?
This year, UK-based businesses have had to adapt more than 
once to new rules and regulations caused by the changing 
trade relations with the European Union. This has come 
with a number of operational challenges, including:
• More complex customs clearance. Since the United 

Kingdom officially left the EU Customs Union and 
the European Single Market on the 31st of December 
2020, goods shipped from the UK to customers in the 
EU have been subject to customs controls. This has 
meant more paperwork for UK businesses, who have 
had to provide a customs declarations form for each 
exported package with a detailed description of its 
contents.

• Different requirements for VAT management. On the 1st 
of July 2021, the European Union changed its VAT 
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rules. The VAT exemption on goods valued under €22 
was abolished, online marketplaces that are deemed 
suppliers are now liable for VAT, and all UK webshops 
and online marketplaces that ship to the EU now need 
to partner with a VAT intermediary and register for the 
Import One-Stop-Shop (IOSS). 

 
A loss of confidence – and revenue
As a result of the changing requirements and regulations, 
many UK e-commerce businesses had lost their confidence 
in shipping to the European Union. The newly added 
customs checks required a lot more data and UK sellers 
feared that the new VAT rules would lead to a poor 

customer experience. With all goods – 
including those under €22 – suddenly 

being liable for VAT, customers in 
the EU could be put off by the 
unpleasant surprise of needing to 
pay Duty and VAT upon delivery. 
 
“Some UK-based businesses 

stopped shipping to smaller EU 
destinations entirely for a while, 

uncertain of how to handle the new 
VAT and customs rules. From the 27 

member states that they shipped to before, only a few 
remained in some cases,” said Craig Lee, Head of Sales and 
Marketing at Spring GDS UK. 
 
This sudden drop in shipping destinations caused UK 
businesses to lose out on a lot of revenue. “But luckily, 
our all-in-one solution for shipping to the EU has taken 
the hard work off these businesses’ shoulders. They can 
now outsource the entire delivery journey, including 
customs clearance, VAT management, delivery and returns 

management to us with one single integration,” 
said Mr Lee.

 
The all-in-one solution for 
trading with the EU
Spring GDS had anticipated the 
upcoming changes well before 
they started to show their impact. 

Abbi Swindin, Innovation and 
Development Manager at Spring 

GDS, said: “Over the past year, we’ve 
been busy expanding and developing 

our services to meet the new needs of UK e-commerce 
businesses that trade with the EU. Thanks to our all-in-one 
shipping solution, all 27 EU member states are now easily 
accessible again. Customers are able to unlock the European 
market with the same ease as before Brexit and the EU VAT 
changes.”
 
The services that Spring GDS has rolled out to help UK 
e-commerce businesses overcome the barriers in trading 

with the EU include affordable customs clearance, an 
integrated returns solution and VAT management via the 
Import One-Stop-Shop. The DDU (Delivery Duty Unpaid) 
problem, where customers would have to pay VAT and duty 
upon delivery, has been averted thanks to a clever calculator 
that allows customers to calculate and pay the Duty and 
VAT they’re due at checkout. In case the shipment can’t 
be delivered, Spring GDS will claim the VAT and Duty 
amounts back on the seller’s behalf. 
 
Spring GDS’s commitment to helping businesses trade 
cross-border has been evident in its promotions this 
year, too. When, in mid-June, the European Commission 
announced that it would become mandatory for UK 
businesses to register with a VAT intermediary if they 
wanted to continue selling to the European Union, Spring 
GDS ran a special offer to partner with an expert VAT 
intermediary in The Netherlands.
 
To improve their services even further, Spring GDS 
also entered into several strategic partnerships this year, 
amongst others with Hurricane and AEB. Thanks to the 
specialist software that these partners provide, Spring GDS 
can significantly speed up the process of compiling and 
submitting the necessary customs declarations on behalf of 
their cross-border e-commerce clients.
 
Easy e-commerce shipping: achieved
“Cross-border shipping was already our forte thanks to 
the reliable network of postal and commercial carriers that 
we have access to, but with these new innovative service 
developments, we’re really able to offer a one-stop-shop 
solution to UK businesses who want to outsource their 
entire delivery journey with confidence”, said Ms Swindin.
 
Today, Spring GDS’s solution helps e-commerce businesses 
throughout the UK ship to Europe with minimal effort. 
Rui M., the owner of 3W Stores and a customer of Spring 
GDS, said: “Using Spring Clear to send all our DDP (IOSS) 
shipments to the European Union was the right choice – all 
of them were delivered quickly and smoothly. Thank you, 
Spring, for all your help setting things up prior to sending – 
your support was just what we needed!” ••
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Voice Channel Experts
Providing one point of contact for all your  
customer service voice channel needs

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

Worldwide and 24/7.

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

Global service numbers

Cross borders with compliant local 
service numbers in any country or 

region in the world.

Intelligent call routing

Route and distribute incoming calls 
to contact centers and agents 

across the globe.

Media interactive

Use telephone and text messaging 
on live TV and radio for mass-voting, 
enter to win and charity donations.

Voice channel consultancy

Tackle complex voice channel, 
contact center platform and  

infrastructure projects with ease.

Talk

Turn customer service telephony 
into an online channel so it  

becomes part of the online journey.

Omnichannel platform

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

www.soundofdata.com
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AMAZON EU VAT 
IN THE “OSS” ERA

Spotlight on ...

Text: Alan Rhode, Co-Founder Taxmen

Given the many factors, variants, and cases to be 
accounted for, it’s quite challenging to determine the 
correct VAT treatment of Amazon sales. Experienced 

Amazon merchants trading in the EU can answer the above 
questions. Like it or not, most merchants wind up developing 
quite an extensive VAT knowledge. 

An essential starting point for EU VAT calculations is the 
“Amazon VAT Transaction Report”, downloadable from the 
Amazon Seller Central interface, which also includes important 
information on the taxable country and the VAT rate of each 
transaction. 

There are various software tools on the market to help calculate 
VAT on Amazon sales country by country: for instance, Salesvat.
com and Taxdoo.com. Let’s see below, in very broad strokes, how 
to account for VAT on most types of Amazon sales.

EU Cross border consumer sales – the OSS
From the 1st of July 2021, all cross-border consumer sales within 

the EU are subject to VAT in the country of product delivery, 
unless the merchant carries out less than Eur 10,000 worth of 
cross-border consumer sales in all the EU during a solar year (in 
the latter case, VAT will apply in the country of dispatch, unless 
otherwise opted by the merchant). The famous (or, perhaps, 
“infamous”) distance selling thresholds have now been repealed.

European merchants can report and pay consumer VAT in all 
of Europe by using the One-Stop-Shop (OSS), the electronic 
portal that businesses can use to comply with their VAT 
obligations on e-commerce sales within the EU to consumers 
since July 2021. Already adopted to report supplies of B2C 
digital services since 2015, the OSS is an efficient tool that 
allows merchants to avoid registering for VAT in all taxable 
jurisdictions.

Registration with the OSS is optional, but the only alternative 
remains to register for VAT in all the EU countries of product 
delivery, regardless of the turnover in each country. So, the 
choice in favour of the OSS appears like a “no brainer”. 

What’s the taxable jurisdiction of a marketplace purchase shipped from Germany to a 
French consumer? What purpose does an Amazon commingling invoice serve? How come 
Spanish or French B2B transactions are often zero-rated for VAT purposes?
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EU-based merchants can register to the OSS with the tax 
authorities of their country of establishment. Non-EU 
merchants, too, can join the OSS, but they should be aware 
that from July 2021, marketplaces are deemed as the sellers for 
VAT purposes in all marketplace-facilitated consumer sales 
(both domestic and intra-EU). Therefore, in our case, it will be 
Amazon that collects, reports and pays VAT on these sales made 
by non-EU merchants. 

Another simplification: the invoicing rules of the EU country of 
establishment of the merchant are now applicable instead of the 
rules of the countries of parcel delivery (that is, of the consumer) 
for those sales falling under the OSS. 

Domestic B2C sales
VAT registration is still required in all those EU countries where 
a merchant holds stock. So, if a German merchant holds stock 
in France, they will still need a French VAT number to report 
domestic sales within France (these sales, in fact, do not flow into 
the OSS).

So, merchants joining the Amazon FBA program will still 
need their 6 or 7 local VAT numbers in the EU to report the 
movement of stock between countries and domestic sales, 
alongside B2B cross-border sales. 

On the contrary, even if a merchant holds a VAT number in the 
country of delivery in a cross-border EU sale, the latter sale shall 
be reported in the OSS if the merchant is using the interface 
for cross-border sales. For instance: even if a merchant holds a 
French VAT number for its French domestic sales, they will be 
required to include in the quarterly OSS reports all consumer 
sales from Germany to France (if they use the OSS). 

Non-EU merchants
There are new rules for non-EU merchants, too. From July, 
marketplaces are liable for VAT when they facilitate the 
following supplies of goods made by a seller not established in 
the EU to consumers in the EU:
• intra-EU distance sales of goods (regardless of the 

transaction value);
• domestic supplies of goods (regardless of the transaction 

value).

A marketplace is considered to have facilitated the sales of goods 
when it allows a buyer and a seller to interact and where the 
result is the sale of goods to that buyer.

Imports from outside the EU – the IOSS
From July, new rules also apply to individual imports into the 
EU with a value not exceeding Eur 150 (aggregated value of 
the goods inside a consignment, without considering shipping 

charges). Merchants can report VAT in the country of delivery 
on these consignments by using the Import-One-Stop-Shop 
(IOSS).

The IOSS allows merchants selling imported goods to buyers in 
the EU to collect, declare and pay the VAT to the tax authorities 
instead of making the buyer pay the VAT when the goods are 
imported into the EU, as was the case before July.

For marketplace-facilitated imports with a value not exceeding 
Eur 150, the marketplace (Amazon, etc.) is required to collect, 
report, and pay VAT through the OSS in lieu of the merchant, 
regardless of where the merchant is based (EU=non-EU). Eur 
150 is the threshold for the low-value relief on customs duties. 
The previous Eur 22 low-value relief for VAT purposes has now 
been repealed. 

Domestic business to business (B2B) transactions. 
The OSS doesn’t apply to business-to-business transactions 
(domestic or intra-EU).  B2B domestic transactions are usually 
subject to VAT. However, some countries do apply domestic 
reverse charges when the VAT-registered merchant is established 
outside of the country. This is the case of France, for instance: if 
a German merchant sells a product to a French VAT-registered 
business and the shipment takes place within the territory of 
France, the invoice must be zero-rated. 

Intra-EU B2B transactions
Not much has changed for Intra-EU B2B transactions. If the 
business buyer provides the merchant with a valid EU VAT 
number included in the EU VIES database, and all the other 
requirements are met, the sale must be zero-rated, and the 
business buyer will report an intra-EU acquisition in the country 
of destination. Moreover, the seller must report the intra-EU 
sale in the Intrastat dispatch form of the relevant period, when 
applicable.

Commingling invoices
Commingling transactions are inventory swaps between two 
Amazon FBA merchants or between an FBA seller and Amazon 
Retail. Items in the merchant inventory that are identified using 
manufacturer barcodes are commingled with items of the exact 
same products from other merchants who also use manufacturer 
barcodes for those items.

The commingling swaps may occur either locally in one country 
(domestic commingling) or cross-border. In substance, Amazon 
buys products from one merchant and resells them to another 
merchant. Amazon generates an output invoice for the selling 
merchant and an input invoice for the buying merchants. 
All these transactions may affect the VAT obligations of the 
concerned merchant. Quite a headache… ••

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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