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FOREWORD

THE CUSTOMER IS NOT CROSS-BORDER

Retailers are experiencing significant growth from their cross-
border activities and so it is worth remembering that even 
though it’s a vital part of our working lives, to the customer 

it is (and should remain) irrelevant. 

To state the obvious, customers are always “where they are”. Even 
as they travel, they are always “here” and it’s our job to connect our 
brands, experiences and products with them - however difficult that 
challenge might be.

Travel, media and advertising, pioneering importers and word of 
mouth work expose consumers to new purchasing opportunities, 
but even those who are attracted to such purchases can only do so 
once the product is available to buy. As such, much of the effort in 
the first phases of cross-channel commerce had been on increasing 
stock visibility. Brands have had to negotiate wholesale, licensing, 
partnerships, retail channel idiosyncrasies as well as launching their 

own store networks; while retailers have had to integrate supply 
chain strands and provide country - and store-level stock informa-
tion across all channels... No small feat. However this was merely 
the start.

Customers, now able to see our products are available for sale, have 
become more demanding - influenced by the one-click-slickness 
of industry leaders, simply having products available is no longer 
sufficient. “In stock” is being replaced by the concept of being “in 
service”. Customers don’t care where a product is located, how it will 
be shipped to store or despatched to their chosen address, nor the 
costs and complexities involved in choosing warehousing, distribu-
tion and delivery options across borders. Sadly for us their focus is 
upon the ease of getting the product, at a time and location of their 
choosing - and being able to return purchases just as easily.

In the customer’s mind having products ‘in service’ is no longer 
enough. Now our challenge is to refine and polish the presentation 
and experience so that there are no distractions to deter a purchase 
or experience. This means honing the product presentation in the 
local language and idiom, offering trusted payment options and 
local collection choices. We are making cross-border items local, 
familiar and more than easy.

For the consumer, this is an age of magic, a time of having the 
best of the world available under their thumbs, with ease and at 
competitive prices, yet they take it for granted. We are all judged by 
the standards of the best, and receive no reward for matching their 
achievements (even though we are punished should we fall short).

As we learn from the experiences and achievements of those 
featured in this issue, let us be pleased that the customer doesn’t ap-
preciate our hard work! “We are in an industry where success comes 
from being invisible.” ••

Yours,
Ian Jindal

Ian Jindal is the co-founder and Editor in Chief of InternetRetailing, 
whose IREU Top500 ranking of Europe’s multichannel retailers is 
available free at www.internetretailing.net/ireu

~ Welcome ~
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COLUMN
STILL NO ‘ONE SIZE FITS ALL’ IN CROSS-BORDER SALES

Ever asked yourself why people buy cross-border? In my opinion, there are three 
main drivers: price, availability and authenticity. When one of these is missing from 
the domestic market, the end consumer decides to order online abroad. Why? The 
reason Chinese people like to shop in Europe and the US is that they want to buy 
the original brand, so the lack of availability and authenticity in their domestic 
market make them look further afield. For original brands, such as those we’ve inter-
viewed for this edition of Cross-Border Magazine, it makes the step to sell interna-
tionally relatively easy. Or does it? 

As we speak, we are rolling out an international webshop in Europe for a big 
worldwide brand in 15 countries. Every time I have such a cross-border project, I 
realise that doing this without local assistance is impossible to achieve. This localisa-
tion is something that our interviewee, Bugaboo, has had to contend with – cross-
border sales can “make it truly complicated to offer a full brand experience.”  Every 
European country comes with its own quirks and mannerisms, such as logistics and 
buying behaviours, and in this respect, for me, nothing really substantial has changed 
in cross-border sales since I started in international e-commerce 
almost 10 years ago. 

Strange, when you think of it, because everyone would win when 
things are more standardised in cross-border selling. Don’t get 
me wrong, there are developments – for example, The Digital 
Single Market Strategy for simplifying and harmonising EU 
rules for e-commerce – but they are still relatively small, and not 
yet game-changers. In fact, selling through international market-
places was the biggest shake-up in simplifying cross-border sales. 
It makes easy market entry possible, but remember that you will 
also need localisation for elements such as translations, logistics, 
customer service, legal issues, local fulfilment and, of course, your 
local VAT number. 

So, is cross-border selling still ‘Think global, act local’? Yes, it is: 
there is no one size fits all. 

In this edition of Cross-Border Magazine, we reveal the inside 
story of how brands like Bugaboo, GymShark and Zalando 
tackle the challenges of cross-border selling. As well as this, our 
marketplaces expert panel gives their opinion about the develop-
ment of this key channel. It is a nice way to further your cross-
border knowledge to improve sales in international markets. 

Enjoy reading!

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

COLOFON
FOUNDER & PUBLISHER JEROEN LEENDERS

EDITOR-IN-CHIEF NICO HOEIJMANS

EDITOR PHOEBE HARDING

GRAPHICS DESIGN & LAYOUT FEMKE HOOGLAND

 

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 
Holding BV. No person, organisation or party can copy or re-produce 
the content of the Cross-Border Magazine or any part of this 
publication without a written consent from the editor-in-chief or 
publisher. The publisher, authors and contributors reserve their rights 
with regards to copyright of their work.

~ Founder ~



6



7

52 countries
Bugaboo started selling internationally almost from 
the start. The assortment of strollers was not suitable 

for repeat purchases and therefore, a global vision was developed 
in the early days. “You only buy a stroller once, so growth has 
its limits in our product range if you do not look across borders. 
Bugaboo currently sells in 52 countries. All over the world, we 
sell across multiple channels. We partner with retailers, have our 
own Bugaboo brand stores and sell through online retailers and 
marketplaces,” says Mieke Veldhuis, “Selling online on these 
platforms creates our global brand.”

The Bugaboo Experience
Key in the customer journey is the unique, Bugaboo experience. 
“Our goal is to always be relevant to the customer, wherever 
that customer is. It does not matter through which channel he 
meets us, the important part is that the experience is the same,” 

explains Ronald van Drunen. “That is not always easy. A quick 
look at all the different channels Bugaboo uses to sell cross-bor-
der shows us some limitations. Marketplaces, brick and mortar 
retailers and online stores make it truly complicated to offer a 
full brand experience. This is of course way easier on our own 
website and in our own stores in Amsterdam and Berlin. These 
boutique-like stores are the ideal place to provide our customers 
with the full branded Bugaboo experience.”

Ronald continues: “Nowadays, the consumer is offered and uses 
more sales channels than ever before. Marketplaces, for instance, 
see their use as a search engine rise. Online retailers play a bigger 
part in the orientation process. Brick and mortar stores play an 
important role in the final sales process by offering extensive 
knowledge and a touch-and-feel element that is so important 
for our products. In recent years, many of these retailers started 
offering an omni-channel experience as well. They added a 

Twenty years ago, Bugaboo started selling their revolutionary stroller as New Kid on the 
Block: a breakthrough mobility product, that created a new category and developed ever 
since. Bugaboo has conquered the world, the brand is globally established and a foundation 
for long term growth is in place. Next in line is the recently launched new mobility concept: 
a luggage system, another breakthrough concept redefining a category. What is their secret? 
We meet with Mieke Veldhuis, CCO, and Ronald van Drunen, Director E-Business, at the 
Bugaboo headquarters in Amsterdam.

THE GLOBAL 
SUCCESS OF  
A MOBILITY 
CONCEPT

INTERVIEW WITH BUGABOO

Text: Nico Hoeijmans // Photos: Femke Hoogland, Bugaboo
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website to their physical store. Whilst our Bugaboo website pre-
dominantly  focuses on delivering the Bugaboo experience, the 
customer expects to be able to buy at the brand as well. That is 
why we have enabled it all. Our balanced channel approach is to 
facilitate every customer, no matter where and how he shops.”

Configurator
As a brand, Bugaboo has not been scared off by a potential 
channel conflict. As a pioneer in the industry, they started their 
web shop in 2012. Due to their high-end, premium positioning 
in the market, they expected to only gain additional sales for 
selected retailers instead of cannibalising on their turnover. This 
indeed turned out to be the case and with recent penetration of 
the Japanese and Korean market, any fear of cannibalisation has 
disappeared at all. 

Mieke says: “Retailers are currently redefining their traditional 
role. They have to claim some added value to remain relevant to 
the customer as well. The retailers that are able to do so, will be 
successful, offering additional services like having the stroller 
assembled, re-configured or serviced after a few months.” 

Bugaboo is willing to support retailers as much as possible. A 
great example is their recently developed configurator. Ronald ex-
plains: “On our web shop, customers have the possibility to use the 
configurator and build their stroller as they wish. This offers them 
a lot of added value. At this moment, we are running a pilot to 
expand this, by offering our retailers to chance to implement the 
configurator in their shop or store. We aim to offer our customers 
the same experience – as much as possible -  in every touchpoint, 
whether this is in our brand store, online or at a retailer.”

Looking at the retailers Bugaboo partners with, this is easier said 
than done. Depending on the country, there are differences in 
the type of shops, and not every retailer has the technical capa-
bilities required. “In Italy and France there are a lot of relatively 
small, independent mom-&-dad stores. They do not have the 
technical expertise to implement such digital tools, whereas very 
large retailers have their own programme and priorities. It is our 
job to convince them of the return of investment the implemen-
tation pf the configurator will bring.”

Exploring new worlds
To work successfully in each country, Bugaboo continuously 
analyses what the optimal channel mix in each market is. “In the 
United States, we sell our products on Amazon because it is used 
more than Google as a search engine. In China, we decided sell 
our strollers on T-Mall.” Retailers are selected carefully. “All our 
retailers have to meet strict requirements. If they cannot meet 
our standards, we will not partner.” says Mieke. “However, every 
country balances its own channel strategy.” Ronald adds. 

One of the best examples is Australia. The size of this country 
makes it hard to get a fully covered retail network. An e-
commerce web shop is, therefore, an excellent addition but does 
not mean that it covers all challenges. “In Australia we have a 

local warehouse. However, shipping something under standard 
conditions easily takes four to six days. The alternative, premium 
shipping, is very expensive. Shipping a stroller from Sydney to 
Alice Springs (appr. 2775 km) costs 1800 Australian Dollars. We 
cannot let our customers pay for this as a standard price. As a 
solution, we decided to offer Standard Shipping (in a few days) 
at a competitive price and Premium Shipping, at the actual ship-
ping costs.” says Ronald. 

The Power of the Brand
The quality of the stroller and customer experiences are funda-
mental in building a strong brand. “Of course it helps when a 
celebrity is pushing a Bugaboo stroller. In the early days, we were 
approached by a stylist of the American television show Sex and 
the City. They wanted a stroller for one of the main characters 
in the series. It created an enormous pre-order list in the USA, 
while at that time we did not even sell there. However, more 
important is having our own customers use our products every 
day, living the brand and telling others about it is. As soon as 
new parents are ready to go out, they will do so with the stroller 
and will continue to do so every day in the following years.” 
says Mieke. “It basically becomes a part of them and you will be 
noticed, whether you are famous or not.” 

The Boxer
The launch of the Bugaboo Boxer, a luggage system, was for 
many customers unexpected. “For us this was a logical step. Max 
Barenbrug, our founder and head of design, has always had a 
passion for wheels, mobility is in our DNA. It is the core of 
our business. Since the very beginning it was all about mobility, 
functionality and performance. Our communication has always 
been about mobility, not necessarily about being pregnant or 
having a baby. We have been talking about a second and third 
platform since we started in 1999. The Bugaboo Boxer fits 
perfectly in our product range as we developed it from a mobil-
ity perspective and we have substantial experience with wheels, 
frames and modularity,” Mieke explains.

Development took over eight years and one can understand that 
the Bugaboo consumer might have expected something more 
related to children. “We were convinced that our audience would 
eventually understand our choice for a luggage system, and it 
turned out to be this way. Embracing the principle of the Power 
of Push massively will take some time as people have to get used 
to it. But we are confident it will grow on them.” Heavy testing 
and dialogues with test-panels optimised the durable design. 
“Why would you pull your case through a crowded airport or 
train station if you can push your suitcase without any effort? 
Our core target audience, the frequent (business) traveller, fully 
understands the concept and performance. Among them, the 
added value of the system is truly appreciated.”

An online-only city-approach is used to launch The Bugaboo 
Boxer in the market. Next to that,  it was available in pop-up 
stores in London and New York and in the brand stores in 
Amsterdam and Berlin. “This is where our core target group 

~ Bugaboo ~
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We aim to offer our 
customers the same 
experience in every 

touchpoint.
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shops, the early adapters and the creative, (frequent) business 
traveller is. “The Bugaboo Boxer is still in its starting phase, 
and has a bright future ahead of it. There are numerous ways to 
build on the concept of The Bugaboo Boxer and multiple ways 
to sell it. Maybe we will start selling offline in the future as 
well.” tells Ronald.

Localised content
Placing The Bugaboo Boxer in the market took some effort. 
At this moment, the product is available in Europe, the United 
States, Australia and Japan, while other markets will be added 
soon. “Localisation has been very important for The Bugaboo 
Boxer. In the early days, we 
worked with spreadsheets 
on our translations. How-
ever, this required a lot of 
coordination and mistakes 
were made easily. There-
fore, we decided to imple-
ment a tool that could help 
us create a workflow for 
our translations. For our 
strollers, we still work with 
this solution,” says Ronald. 
“With the launch of The 
Bugaboo Boxer, we needed 
to speed up and centralise 
our translation process. We started working with Lionbridge 
and streamlined our workflow even more. The challenging part 
is that localising all content is a comprehensive process. Take 
for example the different English languages – American, British 
and Australian – who all use different keywords. In American 

English, ‘stroller’ is the most used word. In British English, the 
correct word is ‘pushchair’ and in Australia ‘pram’ is preferred. 
Another example is the two-bit  Chinese language, where you 
really must look at the fonts you are using. It is like preventing 
your site to be in Comic Sans.”

Thanks to the fourteen Bugaboo offices, content marketing is 
kept on a real local level. Each part is provided by the headquar-
ters in Amsterdam and is localised by the offices. Each country 
uses their own saying in their own tone of voice. Everything is 
localised, except some major, global campaigns. “We want to tell 
the Bugaboo story as relevant as possible,” says Mieke. A big 

advantage of this strategy 
is that Bugaboo has some-
one in every office who can 
keep an eye on the website. 
“This follow-the-sun prin-
ciple makes it possible to 
locate a malfunction very 
soon and keep our quality 
high,” Ronald added.

The Future
Launching The Bugaboo 
Boxer and all other in-
novations across the plat-
forms that are on the long 

term roadmap are creating high expectations for the future. It 
is something to look forward to. “There are so many develop-
ments coming, as well as other new products,” says Mieke with 
a smile. “And it all has to do with mobility,” adds Ronald, “We 
are excited and fully energized.” ••

~ Bugaboo ~
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FAST FASHION: 

DATA VS. CATWALK
Text: Nico Hoeijmans // Photos: TrustedShops
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Big data
Lesara has an online shop in 24 countries, in eight different 
languages. Every day, around 40 new articles are added to the 
shop, making a total of 80,000+ items available at this moment. 
Most of the products are produced by Lesara itself, while a very 
minor part (+/-10%) is produced by known brands. To maintain 
the low prices for their products, the fashion e-tailer cooperates 
directly with its manufacturers and suppliers. 
To discover what customers want, Lesara takes data from their 
own shops, Google Trends, fashion blogs and social media, 
such as Instagram and Facebook, via a self-learning algorithm. 
By analysing these data, LesaraThis data is then analysed to 
find new insights on products that are becoming popular. If the 
demand is high enough, a batch of a comparable product will 
be produced by Lesara’s manufacturers. Their vertical integrated 
supply chain makes direct partnering with selected producers 
possible, and means there is access to new products in a short 
amount of time. In just ten days, the team behind the fashion 
and lifestyle platform can get a product online and available for 
purchase, at a very competitive price.

Low inventory
At Lesara, it happens that consumers may miss a certain prod-
uct, as it is no longer available. Due to their strategy, products 
are only produced in limited amounts. However, if sales rise to 
the expectations, products will be reproduced – but items that 
fall below in sales will no longer be reproduced. This way, Lesara 
can keep their own inventory low. Using trends to develop new 
products at the speed Lesara does, makes low inventory essential. 

Trust 
Growing in new markets is largely based on trust. Knowledge of 
local laws, habits and a trust mark are key to Lesara’s expanding 
strategy. Here’s why:
•  Laws: Acting according to local laws gains trust from your 

customers, especially when you are aware of local exceptions.
•  Habits: An often-mentioned example is the lack of trust Italian 

customers have in carriers, and thus their preference to pay 

with cash on delivery. It is therefore a lot harder to gain the 
trust of these consumers, especially if you are not aware of their 
local preferences. Applying these local preferences helps the 
platform grow in the respective markets.  

•  Habits: Trust is also gained with a very customer friendly 
webshop and service. Lesara focuses on very simple procedures 
regarding placing, paying and returning an order. 

•  Trust mark: Having a trust mark helps consumers have faith in 
you. That is why Lesara partnered with Trusted Shops, as an in-
ternational known trust mark – it makes sure consumers know 
it is safe to buy on their shop. 

Lesara Factsheet:
• The Next Web’s Fastest Growing Start-up of Europe
• Online since November 2013
• Available in 24 countries in eight languages
• Fast fashion retailer 
• Data driven lifestyle platform
• Assortment close to the user
• Exclusive Lesara products
• Best-Price Guarantee
• Making trends available in 10 days ••

Four years may seem a very short time to get an international online shop for trendy fash-
ion and lifestyle up and running, but in 2013, Roman Kirsch, Matthias Wilrich and Robin 
Müller did just that, and started Lesara in Berlin, Germany. In that time, it has grown into 
a company with an 80 million euro turnover. Crowned as the fastest growing European 
start-up of 2016, Lesara is working on its expansion every day. 

Lesara wants to offer high-end fashion that people will actually wear, for affordable prices. No 
catwalk eccentrics for this brand – high-end fashion should be available for everybody. This 
vision Lesara has is one that is normally traditional for offline fashion companies: a vision 
that is based on fast fashion, in which a product is available for a (very) limited time. Project-
ing this vision to e-commerce and the use of big data makes Lesara a pioneer in agile retail.

~ Lesara ~
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MATTHIAS SETZER
UNLOCKING CROSS-BOR-
DER PAYMENTS IN HIGH 
GROWTH MARKETS 

Recent estimates have the cross-border market growing 
from $401 billion in 2016 to $994 billion in 2020, with 
nearly two-thirds of cross-border business expected to 

come from high growth markets such as Asia and Latin America. 

While trading across borders is nothing new, consumer purchas-
ing behavior has evolved exponentially in recent years with the 
global rise in smartphone adoption speeding up this evolution. 

Today, increasingly tech-savvy consumers the world over expect 
the one-click convenience they’ve grown used to. They know 
frictionless payments are technically possible and they fully expect 
the market to cater to their demands regardless of whether they 
are shopping with a merchant based in the same town as them or 
9,000 miles away. 

While the advent and uptake of e-commerce and m-commerce 
means cross-border now represents one of the biggest business 
opportunities available to merchants around the globe, many are 
being held back by cumbersome cross-border payment infrastruc-
ture and processes which are hindering their ability to meet and 
transact with potential consumers.

Attempts to offer a seamless cross-border experience are further 
complicated in high growth markets where alternative payment 
methods – which refer to payments made using something other 
than a credit card like cash, coupons, bank transfers, prepaid cards 

etc. – still represent as many as two-thirds of all payments. With 
this in mind it is no surprise that in many high growth markets 
credit card penetration still sits at below 50%. 

In order to break down these market nuances, interoperability and 
open platforms are critical to the fintech companies, financial in-
stitutions and businesses that are trying to encourage cross-border 
trade and operate internationally. 

At PayU we are also doing our part to make cross-border trade 
easier for merchants and consumers alike. Earlier this year we 
launched our PayU Hub platform. PayU Hub aims to solve many 
cross-border commerce challenges by using a single API integra-
tion to help merchants access to 2.3 billion potential new custom-
ers in the major high growth markets across Asia, Central and 
Eastern Europe, Middle-East, India, Africa and Latin America.

Rather than adopt a traditional cross-border model, using an 
international acquirer, PayU has redefined the way cross-border 
payments can be undertaken. PayU Hub’s hyper-local direct con-
nections to local acquirers and direct connections to alternative 
payment methods sets us apart. Not only does it allow merchants 
to reach entire markets through alternative payment methods 
but it also improves customer experience. For example, when 
a local consumer in a high-growth market like Colombia pays 
for their purchase with a credit card from a merchant using an 
international acquirer, their payment is automatically defaulted in 

Matthias joined PayU as the Chief Commercial Officer in October 2016. In this 
role he is responsible for PayU’s cross-border business, global sales, key accounts, 
strategic partnerships and marketing & PR. Before joining PayU, he worked 
with PayPal for over 12 years in various roles, most recently as their Senior Direc-
tor Strategic Partnerships & Biz Development EMEA, based in Luxembourg. 

Matthias holds a Masters degree from WHU in Vallendar, Germany.

Text: Matthias Setzer // Photos: PayU
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installments, which can be typical in the region. Local processing 
allows consumers to select the number of installments and there’s 
no default, thus eliminating the issue.

Another issue faced by many cross-border merchants is a reliance 
on traditional methods of credit authorisations. Understandably, 
many merchants from mature markets are hesitant to lower their 
risk threshold by relying on non-traditional payment verification 
models. Yet, this means that it can be incredibly difficult for busi-
nesses and customers to connect with each other.

Fortunately, a consequence of the rise in smartphones is that it 
brings with it a corresponding rise in data about a customer’s 
spending and earning habits. As the amount of data increases, new 
techniques are being used to build credit intelligence and more ac-
curately understand an individual’s credit rating. For example, Ar-
tificial Intelligence and machine learning are being incorporated 
into credit models, enabling underwriting which uses thousands of 
variables all changing in real time.

At PayU we are developing and supporting these new techniques 
and their potential to unlock credit and financial services for 
underserved populations. Our record €110 million investment in 
Kreditech means that we have a joint partnership to create credit 
ratings and provide finance to people who may not otherwise have 
traditional credit histories.

With the growth of cross-border trade predicted to more than 
double in under three years the opportunity is undeniable. How-
ever, if the predicted growth is to be realised, complicated and out 
of date payment infrastructure and processes need to be addressed. 

As companies like PayU enable more consumers in high growth 
markets to keep using their preferred payments methods and to 
access credit, some of the bigger cross-border challenges will be 
overcome and both consumers and merchants will be empowered 
to trade freely regardless of location. ••

~ PayU ~
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GAMEKLIP: PUTTING OVER-
SEAS PAYMENTS IN SAFER 
HANDS

Student gamer turned inventor
As an applied computer math science major, French had 
always enjoyed tinkering and building things. As a gaming 

fan, he was frustrated with the touchscreen controls on his smart-
phone when playing games. When he took a computer aided de-
sign (CAD) class in 2012, he learned how to design in 3D – and 
it inspired him to think about his own gaming creation. Building 
the device for his own use, French developed the first version, now 
known internationally as the GameKlip. The prototype worked 
so well, he decided to share it with the world and that is when he 
began making more GameKlip units to sell online.

From handmade to mass market
Initially, French started producing all his GameKlip products by 
hand, one by one, up to the moment when he was working up 
to twenty hours a day, seven days a week to build, process, pack 
and ship the product. As the gaming industry was not too scared 
of buying cross-border online, French was soon inundated with 
orders. Thus, it became essential to make it easy for buyers across 
the world to purchase a GameKlip. To do this, French decided 
to invest in e-commerce software that automated the whole sales 
and administration process. To provide a safe and secure shop, he 
partnered with PayPal to take care of all payments. Streamlining 
his online payments with a well-known payment provider helped 
French expanding his business, as customers now know they are 
dealing with a safe process.

After a few months in business, and heating and bending flat 
plastic into GameKlips with his own hands, Ryan French in-
vested all his profits into an injection mould, and contracted out 
the manufacture of his product. 

Taking the gaming world by storm
To promote his product, French created a YouTube video. The 

video received almost four million hits and GameKlips went 
viral, leading to sales in more than 80 countries around the 
world. Nowadays, around half of GameKlips purchases are made 
from overseas, with Canada, the United Kingdom, Australia and 
Germany providing the biggest markets for the business so far.  

According to Ryan French, using PayPal as payment partner 
helped his customers. He explains, “I’ve read comments from 
people that said they only purchased from me because they 
knew their transaction was safer. It’s allowed them to deal with 
a company they knew and trusted, and feel more confident with 
their purchase. This really helped when I was trying to build my 
customer reputation, which is now excellent.” ••

In 2012 at the University of Washington, student Ryan French invented an easy way to connect 
a smartphone to a gaming console controller, and hold both devices at once. Two years later, he 
started selling the GameKlip online to customers. Nowadays, he is doing so in more than 80 
countries. His biggest challenge? To enter international markets to grow GameKlip sales and 
to make it easy for buyers across the world to purchase from thegameklip.com.

Text: PayPal // Photos: GameKlip / Stock

~ GameKlip ~
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GLOBAL 
DAY ONE 

One thing that has always struck me is how there is little 
awareness of how other companies are doing across 
the global expansion learning curve, until the Getting 

to Global interview series hit my inbox. This is a completely 
fresh look at global e-commerce. It is storytelling that cap-
tures the valuable nuggets of experience and conveys them in 
remarkably fun ways through short videos and blog posts. After 
binge-watching their YouTube channel, I decided to reach out 
to the show’s executive producer, Carl Miller, and its host, Josh 
Halpern, to peek behind the scenes. As you would imagine from 
watching their show, especially their trailer, our conversation 
flowed right into the interview you see here. 

Jennifer: What is the mission behind Getting to Global?

Josh: GtG brings together industry experts, business leaders 
and government officials to empower small- and medium-sized 
enterprises (SMEs) to sell more online, overseas. 

Carl: Global success is all about knowledge and network. Our 
goal is build both of these for each of our followers to help accel-
erate their global growth and mature into global companies.

Jennifer: How did this all come about?
Josh: After running the e-commerce, retail and logistics port-
folios for the U.S. Embassy in China and then founding the 

eCommerce Innovation Lab for the U.S. Department of Com-
merce, I was on the phone and in boardrooms daily with CEOs 
struggling through their global issues. My role provided me with 
a unique vantage point to understand where the industry was 
going and what common roadblocks companies were hitting. I 
would hear lessons learned by one company, and would use them 
to guide another. It wasn’t about sharing company names or their 
“secret sauce.” We talked about surprisingly universal problems 
whose solutions were not universally known. Finally, with Carl’s 
encouragement, I decided to embrace my vantage point as a 
neutral sounding board and capture dialogue on camera to share 
with our collective audience. 

Jennifer: How do you manage to get all these industry leaders to 
jump in front of the camera for you? 

Carl: Well, the GRIN Labs has been at this for years, so we have 
more than 1,200 global retailers in our network and I’ve probably 
had dinner and one or three drinks with most of them. So that is 
where we started. But it is easier now that we have more sam-
ple videos and have expanded our network of retailers, branded 
suppliers, industry associations and industry partners which now 
include Google, Facebook, eBay and Pitney Bowes, as well as gov-
ernment entities such as the U.S. Department of Commerce, U.S. 
Small Business Administration and the U.S. Postal Service. 
Josh: We used to get a few “why in the world would I want to do 

If you’re doing business on the web, you’ve been a global business since the day you launched, 
whether you realize it or not. For online retailers seeking to capture a bigger slice of the 
global market, it’s a mistake to view the process as merely an expansion into new territories. 
Rather, each brand needs to understand how to fully realize business opportunities in new 
geographies and avoid making mistakes that can hamstring their attempt to reach consumers 
wherever they are.

Text: Jennifer Howard // Photos: GRIN - Global Retail Insights Network, Stock
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that?” responses, but now that the Getting to Global Initiative 
(GtG) has grown to become one of the largest civilian public/
private partnerships (P3s) in the U.S., and people see how much 
fun we have, I think it is easier. 

Jennifer: You mentioned SMEs being one of your main target 
audiences. Why not focus on the big money companies who 
have the budgets to compete on a global scale?

Carl: Great question. Running global payments for years, I agree, 
smaller companies can be just as challenging to work with as 
larger ones, yet have less budget. But in today’s world, smaller 
companies are more agile 
and, through off-the-shelf 
tech, can sometimes scale 
more easily than larger 
companies with legacy 
software and brick-and-
mortar relationships. 

Josh: That reminds me 
of what Scott Gallo-
way, founder of business 
intelligence firm L2 and New York University Stern School of 
Business Professor, said during our interview at Transperfect’s 
Global Retail Forum, “For consumer brands, there’s life in the 
long tail…. It’s never been a better time to be small in the world 
of consumer, but it’s never been a worse time to be small in the 
world of tech.” Basically, two elements are converging. Small 
brands are answer a growing consumer demand for unique, niche 
products while the consolidation of technology companies has 
given small brands massive platforms to gather data on their 
consumers and scale their global business.

Jennifer: Carl, you’ve talked about all online companies being 
global on day one. If that is the case, what more does a company 
need to do other than paste a PayPal button on its site and add 
Google Translate? 
Carl: An online business may have global reach, but still may 
have yet to gain global expertise. In many cases, merchants 
haven’t yet learned how to optimize for local consumers engage-
ment, because they aren’t sufficiently sensitive to specific aspects 
of local demand and purchasing. Merchants can face a host 
of pitfalls on the way to realizing cross-border sales, including 
blocked or rejected credit card transactions, unforeseen taxes and 
shipping costs, and failure to cater to consumers’ preferred pay-
ment methods. Without understanding local markets, a retailer 
selling into unfamiliar territory is likely to frustrate consumers 
and miss out on potential sales. A lot can go wrong, but experi-
enced partners can help eliminate the confusion.

Josh: I recall another great interview with Kai Li, the VP of 
International at clothing retailer Revolve. I call him the digital 
MacGyver. He said retailers must learn that a consumer’s 
journey from initial awareness to completed purchase isn’t the 
same in all places. “Domestically, you’re looking at a day, a few 

days maximum, to be able to convert someone into a customer,” 
Li says. “Internationally, it’s going to be a completely different 
story. If you look at Asia as an extreme, it can be more than one 
month.” Consumers’ questions about duties and taxes, or even 
a company’s legitimacy, can slow down the process of complet-
ing a purchase. Li recommends keeping customers engaged 
throughout the process by creating more touch points, which can 
ultimately help steer them toward a sale.

Carl: Or consider the case of Brazil, which we profile in our 
three-part series on Brazil payments. In that country, a retailer 
might lose revenue because it doesn’t offer payment options 

consistent with consumers’ 
expectations. According 
to Matthew Cannon, the 
vice president of business 
development at payments 
company Reach Global, 
about two-thirds of online 
transactions in Brazil are 
conducted using so-called 
“national” credit cards, 
which use local currency 

and must be processed via a Brazilian bank. Without a local pay-
ment solution, a retailer would be unable to reach any consumer 
who doesn’t have an international credit card.  Moreover, since 
Brazilian consumers typically encounter relatively high credit 
card interest rates, many prefer to make purchases via install-
ments under terms agreed upon directly with a retailer, rather 
than via credit.

Jennifer: Markets vary widely, and it’s easy to make mistakes if 
you try to cater to different geographies without understanding 
their complexity. Fortunately, merchants need not go it alone. 
How can local partners help?

Josh: Getting to Global is creating off-line labs, events and 
discovery “missions” to different countries to help smaller mer-
chants find local partner that can unlock the potential that lies 
in a fast-growing market. As Carl says, “it’s all about knowledge 
and network.” 

Carl: In China, where consumer retail sales of consumer goods 
have grown annually by double digits to reach nearly $5 trillion 
in 2016, a partner such as Alibaba can connect U.S.-based small 
businesses with Chinese consumers. Alibaba, along with other 
marketplaces in countries around the world, can be great local 
partners. They provide infrastructure and logistical support for 
payments, shipping and delivery, as well as a user interface local 
consumers can understand. 

Josh: But you need to know which local third-party service 
provider can help you navigate the Alibaba eco-system and 
you need to take a close look at the data. What Michael 
Evans, the Alibaba Group President, alludes to during my 
interview with him is that Jack Ma built Alibaba to be 

~ GRIN ~

“IT’S ALL ABOUT 
KNOWLEDGE AND 

NETWORK”
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Exceeding Customer Expectations
Intershop’s Order Management System enables enterprise wide 
visibility of inventories and omni-channel routing of orders. This 
will result in the perfect omni-channel customer experience in all 
touchpoints. 

Intershop, the e-commerce pioneer, provides the highest rated 
commerce solution in the market. We advise and support busi-
nesses in the digital transformation of their sales and transaction 
processes. On the basis of our leading commerce suite and synaptic 
partner technologies we develop tailormade strategies and solu-
tions driving the online success of you and your business.

www.intershop.com/order-management     



22

completely transparent. That means, if I sell Rihanna-inspired 
shoelaces, I can go into Alibaba’s “back-end” and pull all the 
data around who else sells similar shoelaces, what their price 
points are, their sales, etc. This is unheard of elsewhere in the 
world. So when you work with the right Alibaba partner, they 
can examine the data to determine your prospects for growth. 
Incidentally, we took a look at the data with Alibaba and 
affirmed that Chinese consumers remain most interested in 
purchasing overseas apparel, footwear, beauty and maternity 
items, and fresh food. 

Evans stresses that developing local relationships is crucial. 
That’s important because 
consumers may be wary 
or mistrustful of cross-
border retail. Drawing 
on a partner’s cross-
border expertise can help 
overcome the problem 
of “suitcase retail” -- the 
practice of using freight-
forwarding services to 
ship consumer goods 
overseas after a transaction has been completed within the 
U.S., often without the retailer ever knowing the final desti-
nation of the products that have been sold.

Jennifer: It sounds like there is so much moving so fast in this 
space. What advice do you give your GtG audience members to 
avoid them jumping off a conveyor belt?

Carl: Developing a strategy to capture international sales takes 
time, and a too-much-too-soon approach can leave merchants 
frustrated. Retailers often benefit from a stepwise approach 
to realizing sales in new markets, adding staff and resources in 
phases in tandem with partners.

Merchants can draw on partners’ expertise during the early 
discovery process as they evaluate local demand and consider 
the risks and benefits of investing in international markets. 
Local advisors and partners with more experience can help 
set local expectations and determine priorities on a country-
by-country basis based on local preferences, keeping in mind 
that logistical challenges and infrastructure hurdles can vary 
widely. Once a retailer or branded supplier knows the lay of 
the land, it can determine what type of team to build, includ-
ing a strategic team at headquarters as well as feet on the 
ground in a given country. Partners and advisors can also help 

an expanding business determine whether to work with local 
or global vendors to suit their needs.

Build incrementally! You don’t need to do everything at once, 
nor do you need to wait until you figure out every aspect of 
your growth strategy. Think like a start-up and start testing 
with plug-ins like “Just Uno” who allow you to test iterative 
messaging to your global consumer. Now more than ever, you 
can try things out and see results through data in markets in 
which you have never even set foot. Try a pop-up in a local 
language and see how your customers react. Tweak things in a 
local check-out experience and see what effects it has on your 

conversion rates. 

Josh: Getting to Global 
is always adding new 
partners, and each one 
is becoming increasingly 
experienced in more and 
more markets. Through 
partnerships with global 
retailers as well as as-
sociations such as Carl’s 

Global Retail Insights Network and the National Associa-
tion of Manufacturers and The National Customs Brokers & 
Forwarders Association of America, we’ve been able to gather 
and centralize information that can help small and medium-
sized enterprises optimize their ecommerce export strategy 
and fully realize the opportunity to reach markets they’ve 
been missing out on. The more shared insights we gather, the 
faster we will be able to help smaller enterprises fulfill their 
global aspirations. ••

~ GRIN ~

Jennifer Howard is a contributing writer for Cross-border Magazine. Carl Miller is the Managing Director of the Global Retail 
Insights Network and Executive Producer of the Getting to Global Series. Joshua Halpern is the Founding Director of the eCom-
merce Innovation Lab at the U.S. Department of Commerce and Creator & Host of the Getting to Global Series.

“GETTING TO GLOBAL IS 
ALWAYS ADDING NEW 

PARTNERS”
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We like to have inspiring discussions about cross-border e-commerce over a nice cup of coffee (or 
tea). This time, we talked with Greame Howe, Managing Director of eCommerce Worldwide, to 
talk about cross-border trade and challenge

A CUP OF COFFEE WITH...
Greame Howe, Managing Director of eCommerce Worldwide
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Coffee or tea?
“It depends on a number of factors, including time, place and 
my level of tiredness. However, a cup of coffee first thing in the 
morning is a must.

What inspired you to launch the Cross-Border Summit?
“For retailers in the United Kingdom, cross-border e-commerce 
is a major focus. Up until the Cross-Border Summit, there 
was no dedicated event addressing this area in any depth. The 
Cross-Border Summit has established itself as a major date in 
the e-commerce event calendar and is increasingly attracting 
international delegates. Retailers want to learn from each other.”

Why is there such a great need for knowledge exchange 
in the industry?
“I think primarily because it is 
so fast-moving. It is very hard 
to put together this kind of 
information through maga-
zines and so forth. We hold the 
conference at the beginning of 
the year, so if people are going 
to change carrier partners or 
delivery partners or if they want 
to plan for a peak period, most 
of them can start preparation 
early on. Many retailers will sell 
20-30% of their annual sales in 
a two-month peak period, so it 
is very crucial for them to get a clear picture.”

Which areas of cross-border trade are still the largest 
mystery for online traders?
“Some elements are becoming quite well established now, such 
as which payment options to offer, and there are plenty of 
solutions that are designed to help retailers trade cross-border. 
The big unknown relates to experience; a brand may be well 
established in its local market, do all the research into a market 
and launch well prepared – but until they start experiencing 
trading there, they don’t really know what will happen. They 
don’t know what mistakes they will make; what areas need to 
be prioritised for optimisation etc. Keeping up with customer 
expectation is hard enough in your domestic market, but at least 
they know that market and the shoppers there. Going to another 
country adds that additional unknown set of variables. They don’t 
know how shoppers will react to things. Launching in a territory, 
learning fast, and adapting is probably the biggest challenge. A 
brand might not have any awareness in a new market, so they 
have little experience of site visitors to draw from.”

Looking at SME’s and larger companies, how do their 
cross-border challenges differ?
“A large company might be able to assign considerable resources 
and investment to entering a market and getting focused teams 
in place. For an SME, it is highly likely that there is no such 
luxury. The best thing to do is to make sensible choices – look at 

where traffic is coming from, as this is a good gauge in the level 
of interest, then find logical markets that fit with your product 
range. Also, just switching on international ordering and seeing 
what happens, doesn’t mean it must be optimised from the word 
go. Find out where the opportunity is and build from there.”

Will delivery speed become more important for cross-
border sellers to become or remain competitive in their 
foreign markets?
“It is a possibility. Getting something quicker is always a bonus 
but it’s not the main factor driving interest in cross-border 
purchasing. If someone can get something very similar locally, 
it makes sense to do so. Cross-border retailers are unlikely to be 
able to compete with local ones on speed of delivery. People look 

cross-border for things they 
can’t get locally, or that appeal 
in some other way, for example 
in price.”

How will the retail environ-
ment change in the upcom-
ing five years?
“The regulatory environment 
may change significantly. We 
have no idea what will happen 
with Brexit and how that might 
affect tariffs etc. Cross-border 
solutions will continue to de-
velop to take the complexity out 

of trading internationally, allowing retailers to focus on selling. 
However, the global political environment is fairly unpredictable 
at the moment. It may lead to further unforeseen developments 
affecting trade.” ••

~ Coffee Corner ~

“GETTING SOMETHING 
QUICKER IS ALWAYS A 
BONUS BUT IT’S NOT 
THE MAIN FACTOR”



26

ZALANDO: 
CARE FOR 
CUSTOMERS 
AND 
PARTNERS
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Berlin – a blooming and friendly city – building the future that does not forget about its past, 
and thus it makes sense that it is the city of Zalando’s headquarters as well. We are meeting 
up to talk to Vice President Customer Satisfaction Lisa Miczaika and Vice President 
Logistics Products Jan Bartels, who will tell us about Zalando’s way of handling their 
customer care and the brand new Zalando Fulfilment Solution

Text: Nico Hoeijmans // Photos: Zalando

Customer Satisfaction: a team effort
In 2017, Zalando is a well-established fashion plat-
form in Europe, dealing with thousands of customer 

queries every day. It all started when one of Zalando’s found-
ers, David Schneider, put his phone number on the website in 
2008, and since then,  Zalando’s customer care has grown into 
a key factor of the organisation. 

Lisa Miczaika: “Customer satisfaction is one of the main 
cornerstones of our organisation and customer care an impor-
tant aspect of it. Satisfaction is not produced from customer 
care alone, but rather an effort from the entire platform.” She 
continues: “A customer care team is very close to the customer, 
since they are always in contact with them through various 
channels.”

Zalando’s customer care team started in Germany, and then 
expanded across borders, due to the demand of more service 
teams. Each team located in Berlin focused on their own 
market: the German team on the German market, Austria on 
the Austrian market, the Dutch team on the Dutch market 
and so on. 

“Every team had its own thing going on, and although we had 
processes, they were not clear for everyone. It was chaotic in 
the beginning. We had some basics: a customer called with a 
problem and it had to be resolved. However, in the last four 
years, as Zalando grew, we became more professional in terms 
of having the backbone that you need to do customer care. 
What our team of specialists concentrate on is ‘what the cus-
tomer does’, and improving the NPS (Net Promoter Score).”



28

~ Zalando ~

Measuring Satisfaction
Having the means to measure customer satisfaction lead to decent 
and effective changes in the workflow. For a large fashion plat-
form, such as Zalando, it is essential to have satisfying workflows. 
The brand asks customers to fill out a survey, and when custom-
ers agree, they receive a survey that measures all important NPS 
scores. All touchpoints, from landing on the webshop up until the 
potential reimbursement of a returned order, are questioned. 

“We try to collect data on all aspects that influence the satisfac-
tion of a purchase and look at them monthly. People are more 
than welcome to write a negative review, but naturally, that is not 
what we wish for. Our goal 
is that in the end, the expe-
rience of the purchase was 
a good and positive one. 
Our goal is that customers 
come back to us the next 
time,” says Lisa.

 Analysis of gathered data 
from the survey, as well as 
from social media chan-
nels, review channels and more leads to very specific, localised 
changes in certain processes. 

“For example, when we notice that French customers were not 
happy with certain promoted items during the previous summer, 
we try to find out why. Just like we want to know why Dutch 
consumers prefer their delivery to be with PostNL instead of, 
say, DHL Express,” Lisa explains. 

Zalando has not rolled out a ‘one size fits all’ approach. Each 
market has its own tailored customer care approach. A common 
example is differences in payment preferences. The Dutch very 
much like to pay with the local payment method iDeal, while 
Italians like to pay with cash on delivery, since their trust in local 
providers is very low. 

While it sometimes might be difficult to find the right employ-
ees to work on the local markets from Berlin, Zalando works 
with native speaking customer care employees, an approach the 
team views as highly effective. 

“We do not outsource 100% because we want to stay close to 
our customers to know what is on their minds. This means that 
outsourcing in general is not what we aim for. However, in some 
markets like the Finnish, and in certain periods the Dutch, we 
struggle to find the right native speakers to work in Berlin. That 
is why we outsource some of our work to sustain the stability in 
our service levels, and to have the people we need inhouse. Our 
partners in the local markets are a part of the Zalando family 
and know how we work. We handle all training ourselves to 
make sure our brand values are communicated, and to know 
that our personnel are able to provide service in line with the 
Zalando Identity. It is important that our customers experience 

these values when they visit the website or when they actually 
pick up the phone and contact us,” says Lisa. 

The concept of the Zalando Identity only started about a year ago, 
but the results already show an increased customer satisfaction. 

“Customers feel that they are talking to a person instead of a 
robot. That is what we want customers to feel, that we really 
want to help them resolve any issues. This change was just as 
important for our employees, as being able to talk more freely to 
our customers is way more satisfying. For our diverse audience 
this works well, since our team now have the autonomy to inter-

pret how to talk to them. 
You do not talk in a stiff 
manner to an 18-year-old, 
and that is why we allowed 
more freedom to tailor the 
conversation,” comments 
Lisa. 

Growing on a steady 
fundament
As Zalando is growing 

rapidly, all aspects of the company need to grow with it. Among 
these aspects are the customer care teams. Is it not very difficult to 
keep the customer satisfaction on the same level while expanding 
in so many ways at the same time? 

“The most important thing when growing is to have a reliable, 
steady fundament. If your fundament is steady, you have the op-
portunity to expand. We realised that in customer care, we would 
need outsourcing partners to keep our service levels up for some 
local markets.” says Lisa. “To me, there are different components 
to a steady foundation. Firstly, having the right number of people 
to deliver local service on the level we want. We do not want 
Swedish customer care in English, for example. The manage-
ment part is very important too. Only employees who feel 
comfortable, and are happy with the offered working conditions 
will be able to deliver good customer care. Second is the process 
part. This means that we need to provide everyone with informa-
tion so they know what they need to do, and on the other hand 
give them enough freedom so they feel comfortable doing it. The 
last is the technological part. You need a good CRM-system, 
have the right channels like Chat, WhatsApp and Facebook etc. 
When these three pillars are covered, you can grow.”

What about local differences in service?
Lisa says, “Zalando works with Experience Managers, one for 
each local market. They make suggestions to provide the best 
local services. Our Belgian Customer Experience Manager, for 
example, pushed us very strongly to provide customer service 
for native Flemish and Walloon speakers. Typical Dutch or 
French speakers do not go down too well for Belgian consumers. 
We also gained unique insights from our Finnish Experience 
Manager. The Finnish do not like to call and prefer to chat. This 
is because they are, to generalise, more introverted. We increased 

“THE MOST IMPORTANT 
THING IS TO HAVE A 

STEADY FUNDAMENT”
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the offering of chat in this market. Our Experience Managers 
really help us to localise and tailor the experience to a market.”

To make these changes, Zalando wants to confirm that something 
works. Therefore, new features are tested extensively upfront.

“A lot of it is technological, AB-testing, where we divide 
customers into two groups and see how they react to different 
messages that are supposed to say the same. We did this for our 
Surprise & Delight programme, where we act when something 
goes wrong and send flowers or chocolate to apologise for the 
inconvenience. A handwritten card, drawing or anything else – 
even without a discount voucher – was received as more satisfy-
ing than a formal email message with a 20% off voucher.”

It is OK to make mistakes
Very interesting for Zalando, and something Lisa Miczaika 
clearly supports, is the open mind for new things. While being a 
very structured organisation with a lot of tailored processes and 
workflows, there is room to improve and to learn. It is okay to 
make – small – mistakes. 

Lisa explains: “Without making mistakes, we cannot learn as 
much as we do when we do make them. To find things out and 
see how they work, you must do tests. If something does not 
work, we stop. An example is a chatbot utility we tried – it was 
not great and we decided to quit the experiment. It was impor-
tant that we clearly told our customers we were testing this as a 
feature, so they hopefully would not blame us if things were not 
going perfectly. I still believe it could be a nice addition for our 
company, once the technology has developed itself. It could be a 
great addition to our FAQ.”

Zalando Fulfilment Solution 
As learning and development are so important to Zalando, it is 
only logical that new services are being introduced. One of the 
major new services is the Zalando Fulfilment Solution. Here Jan 
Bartels comes in. With natural enthusiasm, he tells us about this 
new feature Zalando introduced for its partners. 

“One of our newest babies, Zalando Fulfilment Solution, helps 
us expand the Zalando platform. In the past, we basically sold 
products launched on our platform. As we have built up strong 
logistic capabilities, we have now opened them to our partners.”

The Fulfilment Solution looks a lot like Fulfilment by Amazon, 
which has the big advantage of being very close to the end-
consumer. Jan Bartels says: “It is only logical for other companies 
to think about these kind of services, as they are very economi-
cal. Our partner programme is our approach to a marketplace. 
Partners are offering their merchandise on our platform – they 
remain the owners of the goods and make all economical deci-
sions, like pricing and offered quantity. In the past, we used to 
work with a dropship model, where our partner had to meet 
certain requirements to send his product(s). With the Zalando 
Fulfilment Solutions, this has changed. We did this to secure 

convenience levels of our end-customers. As we know what 
customers in local markets prefer and we have the technical 
connections to do so, we can easily provide them to our partners. 
For them, it would be very time-consuming and expensive to 
integrate all of this. We have been through this journey already, 
so why not make it easier for our partners? Besides that, by the 
end of this year, we will have eight warehouses in which our 
partners can store their inventory. Most big brands only have 
one, or maybe two in Europe. This way, we can help our partners 
to be more local to their customers as well,” says Jan. 

“There is an economic benefit as well,” he continues. “Look at a 
typical Zalando order in our partner programme and it becomes 
clear – our customers, generally, do not buy one item on our 
shop. Usually, there are items from different brands and from 
Zalando as well. What happens in a classic dropship model is 
that every partner would send out a parcel with their part of the 
order. In the worst-case scenario, a customer would have to be 
at home for multiple deliveries on multiple days, which is not 
consumer friendly. Similarly, returning an order would happen 
in multiple packages. The Zalando Fulfilment Solutions makes 
sure that the customer only receives one package with all items. 
For our partner and us, it means a cut in logistic costs, which 
makes it possible for our partners to extend their offered range 
of products,” tells Jan. 

This service is about enablement. By providing the service,  part-
ners can extend their assortment, which helps brands to expand 
their European footprint. Naturally, Zalando started testing this 
solution service to make sure everything works. Just as in cus-
tomer care, hiccups in service could be eliminated before a full 
launch took place. The programme is still developing itself. 

Jan Bartels: “As we were piloting the first Zalando Fulfilment 
Solution, we were already testing a new service, Fast Replenish-
ment. This is a service where our partners have weekly replenish-
ments so our stock levels remain very low on both ours as our 
partners’ side. We can predict what will be selling in the next one 
or two weeks and can recommend our partners what to send to 
us. When we provide our stated service levels, our consumers, 
partners and we can benefit from this solution. We have fully 
launched it since then.”

Bartels is very clear about one thing: the Zalando Fulfilment 
Solution will be an exclusive feature for their partners. “We do 
not want to become a sole logistic service provider. Zalando will 
remain a fashion platform. We would not offer our fulfilment 
service to a brand that is not a part of our partner program – 
that is not the idea behind the Zalando Fulfilment Solution.” ••

~ Zalando ~
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FINALLY, AN ADDRESSING 
SYSTEM FOR MODERN DAY 
LOGISTICS

what3words’ innovative 3 word addressing system is helping postal services and logistics com-
panies to meet ever-growing customer expectations and to benefit from the e-commerce boom, 
improving both their national and international services.

Text: Giles Rhys Jones // Photos: Stock, what3words
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Legacy addressing systems, most of which were introduced 
more than 300 years ago, were never designed for the 
demands of 2017 logistics. As connectivity and payment 

technology have improved, we’ve seen exponential growth in 
cross-border trade worldwide. Customers are now demanding 
faster deliveries, narrower delivery windows, and delivery to on-
the-go locations. In addition, crowdsourcing is shaking up the way 
we approach last mile fulfillment. Outdated addressing systems, 
both in developed and developing countries, are unable to cope 
with these demands. They are holding companies back from of-
fering innovative new services, hitting their profits and damaging 
customer satisfaction.

In the last few years there have been huge technological advances 
in the fields of navigation and mapping, but addressing has largely 
been overlooked. Current addressing accuracy varies hugely be-
tween countries, regions and even within cities, further complicat-
ing costly last mile operations. Addressing formats also differ from 
country to country, causing problems when customers attempt to 
make cross-border purchases. These issues have been tolerated by 
logistics companies up until now, but it’s time for change.

A global addressing system
what3words has divided the world into a grid of 57 trillion 3m 
x 3m squares and assigned each square a unique 3 word address. 
///index.home.raft, for example, refers to the exact 3m x 3m at 
the front door of what3words’ London office. The what3words 
mobile app is free to download and use, and the technology can 
be easily integrated into postal and logistics operations, from 
discovery to delivery.

When shopping online internationally, many consumers find 
that the address fields available are not compatible with their 
country’s addressing format or, in the case of some smaller 
countries, that their country isn’t recognised at all. This can result 
in addresses being entered incorrectly, affecting delivery success. 
This confusion, and worry that the purchase might not arrive, 
can also deter potential customers from completing the checkout 
process. In contrast, what3words has one simple format for any 
location in the world, making it easy for customers and delivery 
staff alike to use the address.

Language is another way in which the what3words system is 
truly global. Every 3m x 3m square has a 3 word address in every 
language currently available on the app - 14 at last count. So 
///index.home.raft could be given to a Spanish e-tailer as ///
empleos.cogollo.remite, or to a Mongolian delivery company 
as /// , and they would both reach the same 
precise location. The 3 word addresses for a location are not 
translations of one another, as the allocation of addresses is op-
timised for each language, making sure the system is simple and 
easy to use for everyone.

A delivery test on the streets of London
In London, on-demand courier Quiqup’s recent delivery experi-
ment pitted 3 word addresses against regular street addresses 

in a timed head-to-head delivery challenge. Quiqup found that 
3 word addresses were 30% faster overall, and that in the final 
80 metres they can reduce time spent searching for a delivery 
location by more than 50%. 3 word addresses also reduced vari-
ability, allowing for improved driver supply, and they completely 
removed the need to call customers for directions, saving time, 
money and improving customer satisfaction. 

Other delivery companies benefiting from 3 word addresses 
include logistics giant Aramex, which operates in 54 countries 
and is one of what3words’ largest investors and partners. And 
just last month, Nigeria’s postal service adopted what3words, 
following in the footsteps of Mongolia, Sint Maarten, Côte 
d’Ivoire, Djibouti, Tonga, Solomon Islands and Kiribati. Inte-
grating a national postal service also serves as the first step in an 
entire ecosystem of companies using what3words. In Mongolia, 
for example, Mongol Post pioneered the use of 3 word addresses, 
and the system is now used by couriers, taxi companies, hotels, 
restaurants, travel agencies and banks.

The future
what3words is developing a suite of dedicated solutions for 
postal and logistics companies, with two new tools launching 
soon. The first enables staff to scan a 3 word address with their 
smartphone, using optical character recognition technology, and 
the second uses voice recognition technology; what3words is the 
only addressing system specifically built for voice. These tools 
will allow for rapid and efficient sorting processes, and will help 
drivers to find delivery locations faster and without errors.

3 word addresses have been successfully integrated into weara-
bles, navigation systems, and autonomous vehicles. They’ve been 
used to complete Central America’s first drone deliveries with 
GoPato couriers and Hylio drone technology, and are now in-
tegrated by DXC Technology, allowing drones to be directed to 
a 3 word address via Amazon Alexa’s voice recognition system. 
Finally, there’s an addressing system specifically designed to en-
able and improve the postal and logistics services of today, and of 
tomorrow. ••

~ what3words ~



34



35

Be the brand you want to be. As a brand, Gymshark has no intention of getting involved in just 
one sport; it is a conditioning brand. They want to be involved in every part of training process, 
whether that is in, or out of the gym. Whether you are a footballer, cricketer, rugby player, you can 
wear Gymshark. So, how do you become a worldwide brand? We speak to Paul Richardson, Chief 
Strategic Officer at Gymshark.

GYM
SHARK
Text: Nico Hoeijmans // Photos: Gymshark

Big step
Gymshark was founded in 2012 and is conquering the 
world of fitness apparel and accessories. Like some other 

companies, their origin is typical. How many times have you 
heard about a great mind with an even better idea, who decided 
to start selling his new 
product from his parents’ 
kitchen? Gymshark is 
no different. Started by 
teenagers and university 
students, Ben Francis and 
Lewis Morgan. Both 
interested in bodybuild-
ing themselves, they knew 
most guys in the gym 
typically looked up to that 
Arnold Schwarzenegger or 
Jay Cutler look.  
“However, real people in the gym were more often way skin-
nier, going for more of an aesthetic look in their physique,” says 
Richardson, “Our founders wanted to provide decent apparel for 
these people.”  
Starting in the home of one of their parents, they grew little by 

little. “Exhibitions are a huge deal in the gym and bodybuilding 
world, but were often said to be boring.” The decision to do an 
exhibition,  their own way, was a real hit. By that time, they had 
found a manufacturer. Taking the gamble to put all their savings 
in to sign some big YouTube personalities who would help dur-

ing the event. They rocked 
the stage and their stand 
was the place to be. 
“It was what really 
launched Gymshark as a 
brand,” says Paul, “Sales 
went through the roof.”

International fulfil-
ment 
The explosive growth 
opened doors for Gym-

shark. Not long after, the idea to become a global brand was 
born. Staff were hired to make sure the brand would be stabilised 
and structure would remain intact to continue to grow. 
“Of course, the idea was to go global. But before becoming a 
global brand, expertise is necessary.” says Paul. 
Gymshark is working hard on this and currently sells in 171 

“BEFORE BECOMING A 
GLOBAL BRAND, 

EXPERTISE IS NECESSARY”
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countries all over the world. They still remain cautious when 
entering new markets though: “We aim to do the things we 
want to do extremely well. We won’t just embark on an expan-
sion program unless we can do it right. This means, in some 
huge markets such as Russia, China and India, we won’t just 
jump in to start selling, to then find out we’ve done a bad job. 
We take our time to invest and to see how we should go about 
it. We want to find out how localised our content needs to be, 
what issues we need to deal with before we can go for it,” says 
Paul, “Markets keep on moving, and so should we. That’s why 
we have partnered with Bleckmann. The partnership we started 
gave us the logistic flexibility to deliver all around the world, 
and they have way more 
expertise in it than us. 
This way, we can offer a far 
better customer experi-
ence journey. It becomes 
more professional, and 
ultimately gives us options 
in markets that were far 
more difficult for us to 
access before.”

Data
With their growing ambi-
tions, it would be easy to 
forget all about customers 
and their wishes. To prevent this, Gymshark has placed ‘get-
ting to know your audience’ as a high priority in their business 
models. 
“At this moment, we are predominantly based in the US, fol-
lowed by the UK. We focus a lot on these countries now but 
do invest in our customers worldwide. We want to get to know 
them - who they are and what they like.” says Paul. 
“For example, we have started using more extensive data in the 
US, such as dealing with statistics and facts about our customers. 
With this data, we created a male and female character, which 
we named Dan and Jessica. They represent our average customer. 
With their data, we know what they like to do in their spare 
time. They follow certain types of musicians, celebrities and 
certain types of athletes. The purpose of these profiles is to find 
out who our customers, Dan and Jessica, are in this moment, 
and what they want in the future. It also enables us to assign a 
different kind of ambassador for our audience, not necessarily 
sportspeople but people we know our audience admires and fol-
lows. People our customer respects, listens to and watches.” 

Be the brand 
Gymshark profiles itself as a conditioning brand, meaning they 
want to be present when their audience is working on a specific 
task – in their case, doing work at the gym. To target their audi-
ence, Gymshark heavily relies on social media like Snapchat, 
Facebook and Instagram. 
Richardson says, “Our main target focuses on young people 
between the age of 18 to 25. For this audience, social media and 
the quickness of it has become a way of life. They use Snapchat 

and Instagram stories daily and want to live our experiences. 
They want to know what we do and if something is happening, 
they want to know about it right away. Social media offers us the 
possibility to provide this information to our community and to 
keep them as part of the community. It is a difficult job, but we 
can really resonate with our target audience.” 

Localising the Future 
In the near future, Gymshark will be focussing on their online 
sales channel, as this is necessary to protect the brand. 
“Protecting a brand is what has to be done at all times. It is one 
of the reasons we decided not to sell to third parties but directly 

to consumers. This way we 
can keep track of current 
and upcoming trends,” tells 
Paul Richardson. 
A step Gymshark is about 
to take is becoming more 
localised. “At this moment, 
we are already working 
with more local athletes in 
countries like France and 
Germany. It helps us to 
promote our brand because 
local consumers can relate 
to these athletes. Most 
important is to find out 

what the demand of our community is, and to respond to that. 
Since we have a very narrow range of products, we are very keen 
on expanding in different areas.” ••

~ Gymshark ~

“TO TARGET THEIR 
AUDIENCE, GYMSHARK 

HEAVILY RELIES 
ON SOCIAL MEDIA”
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Since 2014, Payvision has been running the biggest annual global survey on cross-border 
e-commerce in the industry. This in-depth research seeks the opinions of key players from all 
aspects of online retail, including merchants, service providers and analysts, to take the pulse of 
the sector and offer key, actionable statistics for ambitious retailers strategizing for the coming 
years. Here are the main takeaways from this year’s edition.

MARKETPLACES ON TOP, 
CROSS-BORDER SURGING AND 
MERCHANTS FEELING CONFIDENT

PAYVISION

Text: Cheng Liem Li, CCO - Payvision & Acapture // Photos: Payvision, Stock

Cheng Liem Li
CCO - Payvision & Acapture
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~ Payvision ~

Cross-border e-commerce confidence high
Every year, the survey begins by asking respondents how 
much they agree with a key statement: Cross-border 

e-commerce has proven to be profitable. Last year, for the first 
time, the results showed a dip in confidence levels, with a 5% 
lower rate of agreement than in 2015. 
This year, confidence is back with a bang. A record 50% agreed 
that cross-border e-commerce is profitable, while a very respect-
able 31% strongly agreed with the statement. 
Why the surge in optimism?  Well, firstly, there is the China 
question. After Q1 2016’s surprise slowdown in growth rates, the 
Chinese economy stabilized and went on to record stronger year-
on-year growth in the first two quarters of 2017. Also, the results 
suggest that merchants have experienced success in their omnichan-
nel, m-commerce and in-store operations over the last 12 months. 
In fact, the compound annual growth rate predicted for cross-
border e-commerce over the next three years is now 17%, where-
as it stands at just 12% for e-commerce overall. So, cross-border 
e-commerce is growing faster than its domestic equivalent. 
The generally confident mood extends further in the survey, the 
majority of respondents disagreeing with the idea that cross-
border e-commerce and omnichannel shopping are too complex. 

The factors driving change
For the first time since the survey began, m-commerce has failed 
to top the list when respondents were asked to name their key 
game changer for the sector. Though it was still cited by 9% of the 
respondents, it came in fourth, overtaken by alternative payment 
methods, the internet of things (IoT) and, way out in front in num-
ber one position, the increasing influence of online marketplaces. 
What else can you expect in a year when Alibaba and Amazon 
continued to dominate the global market and 40% of all e-
commerce is now done through online marketplace platforms? 

The political climate
Wherever you stand politically, it’s unquestionable that the geo-
political landscape appears to be shifting. The election of Donald 
Trump in the US and success of the ‘Leave’ campaign in the Brex-
it referendum took many by surprise in 2016, and respondents 
reported mixed feelings about both of these democratic results. 
When asked whether or not they thought Brexit would have 
a positive impact upon cross-border e-commerce between the 
UK and Europe, the majority of respondents chose the ‘neutral’ 
option, though a larger percentage disagreed with the idea than 
agreed. This indicates that, as with so much related to the Brexit 
negotiations currently taking place, it is simply not yet known 
how they will affect cross-border e-commerce. 
As for Trump, our respondents were a little more decisive, with 
a majority believing the sitting Commander-in-chief would not 
have a positive impact on cross-border e-commerce. 

Legislation concerns
Next year, the European Union will introduce two key pieces of 
legislation that could massively impact cross-border merchants: 
the new Payment Services Directive (PSD2), designed to im-
prove competition and make payments safer for consumers, and 

the General Data Protection Regulation (GDPR), designed to 
put consumers in control of their personal information. 
The majority of respondents expressed concern about how new 
legislation could affect their business and with good cause. In 
the case of PSD2, companies that are not in compliance with its 
regulations by January 1st next year, could face strict penalties. 
To help prevent this, Payvision’s subsidiary, Acapture, recently 
launched SlicePay, a solution that ensures clients operate in 
complete compliance with PSD2. SlicePay is a PSD2 and BaFin 
compliant payment product that supports merchants to handle 
complex split settlements. It is an easy-to-integrate product 
designed to reduce the burden of payouts to multiple parties 
in various countries and currencies. It supports marketplaces, 
sharing economy operators, franchises, online travel agencies 
and other companies handling third-party funds to become fully 
compliant with PSD2. To find out more about how SlicePay 
helps deal with new regulation, see www.acapture.com/slicepay

Retail is experience
With 95% of consumers saying they would make a repeat 
purchase from a retailer based on a positive return or exchange 
experience and 46% saying they would make a repeat purchase if 
they felt the merchant had given them a truly personalized shop-
ping experience, it’s not surprising to see customer experience at 
the front of our respondents’ minds. 
63% now offer free domestic delivery and 51% offer click-and-
collect, though just 21% offer free international delivery. Interest-
ingly, however, of those merchants, more agree than disagree that 
offering free international delivery has boosted sales. Improving 
the ordering and delivery process is clearly crucial for international 
expansion. In fact, 43% of the respondents cited Logistics and 
Delivery as a key pain point in cross-border e-commerce. 
This plays out when you look at consumer preferences in major 
markets. In many wealthy, mature e-commerce regions such as the 
UK, Germany and the USA, there is a reluctance amongst consum-
ers to shop from foreign websites and one of the most commonly 
mentioned reasons for this is long delivery times. For example, 
Swedish digital buyers are, on average, prepared to wait no more 
than 3 and a half days for a product, which is a delivery time beyond 
the abilities of many international online retail companies. 

These numbers are just the tip of the iceberg. Payvision’s lat-
est white paper Key Business Drivers and Opportunities in 
Cross-border Ecommerce 2017  brings together all of the results, 
illustrated beautifully in slick, easy-to-follow graphics. It also lists 
the most up-to-date e-commerce statistics in every major region 
worldwide, with rare data on market value and import/export 
opportunities. Plus it offers a detailed analysis of some of the most 
influential happenings in both business and geopolitics over the 
last year, how they have affected cross-border e-commerce and 
what merchants may need to do to prepare for next year.  

Put simply, it’s a must-read for any cross-border retailer with 
ambitions to expand internationally in 2018 and it’s available 
free to download at http://www.payvision.com/cross-border-
ecommerce-report-survey-2017. ••
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UPCs, EANs, ISBNs or GTINs – which one  
do you need…? 
They all refer to the number that sits beneath the 

barcode to identify the product, rather than the image itself. 
GTIN, EAN and UPC are essentially all the same, and 
except for ISBN, these are exclusively used for books. UPC 
is the name commonly used in the USA, EAN is used in 
Europe but GTIN is the collective name, since the arrival of 
the global system. 

Think of it like a passport number – it enables your product 
to travel wherever it needs to go and is always traceable back 
to your company. 

Who uses this system? 
There is a community of over 2 million businesses glob-
ally using GS1 standards – this includes a broad range of 
well- known companies such as Tesco, Apple, Nike, Google, 
Amazon, eBay, Zalando, WHSmith, Sainsburys, Mondelez, 
Nestle; Walmart  to the newer start-ups. 

What do the numbers enable you to do and  
do I need them? 
If you are a manufacturer or brand owner producing prod-
ucts then you should be uniquely identifying them to enable 
you to control your brand identity. This will give you a better 
visibility of the products through both the supply chain, 
stores and online. When you decide to make the move to sell 
your products through other businesses and channels, these 
companies will need to make sure that all the items they sell 
do not clash at the point of sale. Whether that be at the till 
or online, a globally managed system of product identifiers is 
the only way to ensure your customer gets the right product 
at the right price. 
Some ways in which they are used: 
•  Google requires a GTIN if you are selling through Google 

Shopping, particularly when more than one seller is listing 

against the same product
•  Amazon validates new listings against the GS1 database 

to tackle counterfeiting and reduce duplication of product 
listings

•  eBay requires GTINs for listing products to appear in the 
new mobile focused on-site merchandising and pull in 
product reviews from external sites

•  Cdiscount (the French marketplace) needs products to have 
GTINs to be able to take part in merchandising 

•  La Redoute (the French fashion marketplace and retailer) 
requires all products to have GTINs to be able to list

What should I do next? 
If you would like to become part of the GS1 community that 
is working to make business easier for everyone, there is likely 
to be an office in the country you operate in – we have 112 
around the world. This will enable you to get the most local-
ised help, specific to your territory. Visit GS1.org to find your 
local GS1 membership organisation or, for those of you in 
the UK, please visit gs1uk.org where we have a new industry 
engagement team that focusses specifically on online trading 
and SME companies. We would love to hear from you and 
find ways to assist your business grow. ••

Despite working for several global retailers, until recently I was not aware of how the barcode works and the 
significance of the number that sits underneath it. The products I have worked with just seemed to already have 
barcodes. But smaller businesses do not have the advantage of experienced supply chains and IT teams that can 
manage these for them, so I wanted to share the basics with you. Since working for GS1UK, I have learnt a lot 
about what the number enables and the importance of getting it right – even more so when you decide to start 
selling cross-border. 

~ Lorna Beament ~

Lorna is an experienced ecommerce professional working for GS1UK, the standards organisation 

behind the barcode. She managed multiple marketplaces for several global brands over the years 

giving a well rounded background in international and cross-border trading before moving to a 

non for profit to focus on helping SMEs to grow their businesses through online channels.

COLUMN
DEMYSTIFYING PRODUCT IDENTIFIERS
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Henk Teunissen, CEO and founder of Rivièra Maison talks to us what it means to create an 
experience on all consumer touchpoints. 

A DELIGHTFUL 
UNPACKING 
EXPERIENCE
Text: Nico Hoeijmans // Photos: Riviera Maison, Ranpak

It all started in a flower shop… 
It did. In 1975, I started to work in my parents’ flower shop. 
Ten years later I became the owner. During that time, I 

bought a container of pots in Malaysia and sold them in the 
Netherlands. They were extremely popular. It was the start of us 
selling home decoration. A few years later, in 1993, we opened 
our first store, selling furniture and decoration. Nowadays, we 

have eighteen stores in the Netherlands, four in Germany, two in 
Norway and a total of more than 600 outlets worldwide.

What about Rivièra Maison’s e-commerce adventure?
Until 2012, our webstore worked as a franchise organisation. 
Online was not as important as it is now, and besides that, we 
didn’t have a lot of knowledge about it. It was in 2013 when we 
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really started working with the webshop, which we combined 
with our website a year later. Now our shop is running on a 
Magento platform and it is our biggest shop. Cross-border, our 
German webshop is growing continuingly, together with the 
growth of our brand. 

What are the challenges for you in the sector of furni-
ture and decoration?
One of our biggest challenges is to remain innovative in terms 
of design and style, because if we fail to renew ourselves, we 
will notice this instantly. Another challenge is to keep growing 
cross-border. We offer a full concept, all based on experience 
– we try to express that 
both online and offline. 
Customers want to be able 
to shop on a convenient 
time for them, at any place 
and any time they wish. 

How do you support 
your e-commerce busi-
ness operationally? 
We have an in-house 
e-commerce team that 
focuses on the daily online business. To provide the same service 
online as we have in our brick stores, we have hired a customer 
service team to help answer questions and help our customers. 
Besides that, we reorganised our logistic processes so we can 
handle more webshop orders. We have also looked at the way we 
were packing our products and the packing materials we were 
using, as some of our products are very fragile and we have been 
considering the possibilities to pack them in a way to minimalize 
the occurrence of damage. We have partnered with Ranpak, who 
were able to provide us with packing materials we could use for 
all our fragile products. 

Riviera Maison focuses on an unpacking experience. 
How do you do that?
At Rivièra Maison, everything is about creating a vibe and expe-
rience. One of these aspects is unpacking a webshop order. We 
pack each online order in a special designed Rivièra Maison box, 
as opposed to a standard brown box. When opening the box, 
customers smell a scent of our Rivièra Maison home fragrance, 
the Ibiza fragrance. Ordered products are packed in liquid paper, 
accompanied by some small decoration depending on the season. 
In fall, we add pinecones, in summer it’s shells.

What is the big benefit of this unpacking experience?
Customers recognize our 
way of packing – they expe-
rience this as a little party. 
Besides that, our custom-
ers can identify that we 
have sent them their order. 
The Ibiza fragrance is also 
spread in our stores and as 
all of our boxes get a little 
bit of this fragrance, they 
get the real Rivièra Maison 
feeling. The way of packing 

and the decoration make it a unique experience when you get your 
order delivered at home. We provide the same experience in our 
stores, where gifts are beautifully and exuberantly packed. 

Where do you see Riviera Maison in five years? 
We want to grow, mainly in Germany and Scandinavia. Opening 
more stores and expanding the number of places where people 
can buy our products from. We expect that our online channel 
will grow, but our brick stores will still exist. The way we see 
things, online and offline will blend together. Our ultimate goal 
is to make Rivièra Maison a worldwide known brand. ••

~ Rivièra Maison ~

“EVERYTHING IS ABOUT 
CREATING A VIBE AND 

EXPERIENCE”



45

LAWTA X
MENMEN

T a x & L e g a L 
f o r e - c o m m e r c e

http://taxmen.eu          info@taxmen.eu

Taxmen is The global company 
s p e c i a l i s i n g  i n  T a x 

and legal services 
for The e-commerce secTor

AdvicE
cusToms

vAT
compliance

alcohol
dUTiES

WebsiTe
LEgALS

packaging
TAriffS

LAWTA X
MENMEN

T a x & L e g a L 
f o r e - c o m m e r c e

http://taxmen.eu          info@taxmen.eu

Taxmen is The global company 
s p e c i a l i s i n g  i n  T a x 

and legal services 
for The e-commerce secTor

AdvicE
cusToms

vAT
compliance

alcohol
dUTiES

WebsiTe
LEgALS

packaging
TAriffS

LAWTA X
MENMEN

T a x & L e g a L 
f o r e - c o m m e r c e

http://taxmen.eu          info@taxmen.eu

Taxmen is The global company 
s p e c i a l i s i n g  i n  T a x 

and legal services 
for The e-commerce secTor

AdvicE
cusToms

vAT
compliance

alcohol
dUTiES

WebsiTe
LEgALS

packaging
TAriffS

LAWTA X
MENMEN

T a x & L e g a L 
f o r e - c o m m e r c e

http://taxmen.eu          info@taxmen.eu

Taxmen is The global company 
s p e c i a l i s i n g  i n  T a x 

and legal services 
for The e-commerce secTor

AdvicE
cusToms

vAT
compliance

alcohol
dUTiES

WebsiTe
LEgALS

packaging
TAriffS

LAWTA X
MENMEN

T a x & L e g a L 
f o r e - c o m m e r c e

http://taxmen.eu          info@taxmen.eu

Taxmen is The global company 
s p e c i a l i s i n g  i n  T a x 

and legal services 
for The e-commerce secTor

AdvicE
cusToms

vAT
compliance

alcohol
dUTiES

WebsiTe
LEgALS

packaging
TAriffS

LAWTA X
MENMEN

T a x & L e g a L 
f o r e - c o m m e r c e

http://taxmen.eu          info@taxmen.eu

Taxmen is The global company 
s p e c i a l i s i n g  i n  T a x 

and legal services 
for The e-commerce secTor

AdvicE
cusToms

vAT
compliance

alcohol
dUTiES

WebsiTe
LEgALS

packaging
TAriffS



46

IS LONDON BRIDGE 
FALLING DOWN? 

Text: Alon Eisenberg // Photos: Trusted Shops
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European sentiments
The newly-elected French President, Emmanuel Ma-
cron, is playing the good cop by saying that “the door 

remained open” to Britain staying in the EU. German finance 
Minister Wolfgang Schäuble echoed those sentiments recently 
as well.  However, Macron also hasn’t hesitated to grab some 
market share from the UK by outlining reforms that would 
make Paris more attractive to the companies moving their 
headquarters to the mainland.  

Meanwhile, some leaders of Germany’s main business organi-
zations (the BDI, the federation of German industries and 
the BDA, the confederation of German employers’ associa-
tion) have said that keeping the integrity of the single market 
remains the top priority. 

The European Commission’s reaction to Theresa May’s 
proposal concerning the rights of EU citizens already living 
and working in the UK was telling of their priorities. Europe 
is playing hardball, and who can blame them? They want to 
make sure no other countries even think about leaving the EU, 
though after recent elections, it seems that the powerhouse 
countries of Europe are staying put. 

Inside the UK
Besides the name-calling, opinions are all over the place within 
the UK. Some industry leaders are preparing for a hike in prices 
for British shoppers. As former head of Sainsbury’s, Justin King, 
said in a BBC interview, “One can say very clearly what the 
direction will be - higher prices, less choice, and poorer quality.” 
Speaking of food, strawberries have been a hot topic lately since 
Wimbledon started. The head of food and drink at Wimbledon 
has had to talk about whether or not strawberries (a Wimbledon 
staple) will have to be imported next year or not. It may seem like 
a silly topic, but this reflects a bigger issue: many British farms 
rely on seasonal pickers from across the EU to harvest their crops, 
a job Britons seem unwilling to do. Will Brexit cause a lack of 
workers in agriculture? Will a lack of workers lead to a need for 
imported fruit? You can see how those dominoes might fall. 

Besides farming, it seems the stress of the media isn’t mak-
ing things much easier for those negotiating Brexit (surprise, 

surprise). Liam Fox, the International Trade Secretary, suggested 
that the BBC would rather see Britain fail than Brexit succeed. 
People are even looking towards Scotland to see how they’re 
reacting. Will they have another referendum to leave the UK? 
Even Irish reunification is a topic that is back in the mix.

What does this all mean for businesses?
It means that a thousand wheels are in motion at once. Some 
from the left and some from the right. Some are moving clock-
wise, others counter-clockwise. It’s confusing to say the least. 
No-one knows what will happen next. After all, if the word 
“Brexit” has dominated newspapers lately, than “uncertainty” 
comes in at a close second.

In fact, uncertainty is probably the only certainty right now. 
However, that doesn’t have to be a bad thing for businesses. While 
news stories tend to point out what is going wrong with Brexit, 
there does in fact seem to be a silver lining here for retailers. 
With the sterling’s value dropping against the euro, customers 
from across Europe (and beyond) have jumped at the chance 
to buy British products as if it were Black Friday. At Trusted 
Shops, we’ve noticed that the British clients who have seen the 
largest increase in sales are the ones who were well-prepared for 
doing cross-border sales. That includes localizing their websites 
for international markets and preparing their logistics options to 
accommodate those global customers. 

Mark Brant, managing director at PayPal, mirrored those 
sentiments recently. With British SMEs (earning less than 
£1million turnover) getting almost triple the normal amount 
of international sales in the 6 months after Brexit, Mr. Brant 
confirmed that the value of the pound had much to do with it. 
Sales from SMEs to international buyers rose 10% year-on-
year from January to June 2016, and then 34% year-on-year 
from July to December directly following the referendum. 
This trend has continued well into 2017 as well. According to 
IMRG, the proportion of total sales going to EU destinations 
reached its highest point in years at 61.8% this past May (since 
IMRG started following this metric in 2013). Mr. Brant added 
that the firms which had adapted online stores to make them 
more appealing to foreign buyers had benefited the most from 
the export boost.

If you’ve been watching the soap opera that is Brexit from the outside, it has been almost as 
entertaining as the US elections last year. From the inside however, it has been quite polarizing 
for the government and the people. There have been snap elections that backfired, subliminal 
messages from the Queen’s hat, and criticisms from London mayor, Sadiq Khan. On the other 
hand, some strides are being made on the matter of what will happen to EU workers living in 
the UK. The fact that Prime Minister Theresa May recently reached out to rival parties to pro-
vide ideas to help tackle the problem could be a sign of future bipartisanship. So what is hap-
pening now? And what can small businesses do in the wake of such uncertainty?

~ Brexit ~
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What to look out for in the following months
Some politicians and political experts are even predicting that 
Brexit might not even happen. One thing that is crystal clear is 
that the UK is still currently part of the EU and will be until 2019 
at the earliest. That means that Europeans can still buy British 
goods and vice versa. This might even be the best time to expand 
into Europe given the value of the pound and the explosion of for-
eign buyers following the referendum. Whether it’s a soft Brexit, 
a hard Brexit, a smart Brexit or a no-Brexit, it will be important to 
keep an eye on certain things as negotiations develop.

For example, how will VAT and custom duty charges change? Pre-
paring for this beforehand will be critical for any business during 
the transition phase. Another thing to look out for is supply chain 
management. Some major corporations are moving headquarters 
already. Obviously, small businesses shouldn’t be making these 
moves just yet. However, they should consider that cross-border 
movement of materials and goods will likely be taxed after Brexit 
is complete. Establishing an EU holding company for supply 
chains and sales might be a good idea for many businesses. Keep-
ing an eye on the rights of EU citizens living in the UK and vice 
versa will also be huge. However, as Brexit negotiations have made 
few strides in the past months, it’s difficult to make any moves just 
yet. Just keep your eyes and ears open and adjust your strategies as 
more information becomes available.

What can SMEs that are ready for growth do now?
I know - keeping your ears open hardly seems like actionable 
advice. Some companies are ready to grow and as Mark Brant 
from PayPal said, those prepared for doing cross-border sales 
have seen the most success despite the anxiety Brexit has caused 
around the globe. If you’re an SME that is ready to expand and 
sell abroad, there are some things you can do now. 

Localize your website
For starters, you can localize your websites for international 
markets. Even though English is the international language of 
business, online shoppers are not businesspeople. They want 
to feel comfortable when buying products online, especially if 
it’s coming from abroad. There are many inexpensive tools for 
translating your website, but nothing beats using a professional 
to translate the subtleties of your shop. Besides considering the 
comfort of your shoppers, this will also help your shop rank 
higher in local Google searches. Most French people will not 
search for “headphones,” but rather “écouteurs”. 

You should also provide your international customers with local 
currencies as well as their preferred payment options. This is very 
important for making them feel comfortable when cross-border 
shopping and helps builds trust as well. 

Build Trust
Speaking of trust, customers research their purchases online 
now more than ever. A lot of this research happens by read-
ing reviews. Having a review system that highlights your great 
products and even better customer service will help a hesitant 

potential customer turn into a happy, paying customer. If done 
correctly, reviews can also be transferred over to Google, allow-
ing customers to see your company’s star ratings in your ads and 
search results, also increasing click-through rates.

Improve logistics
Customers love having options. Whether it’s colors, sizes, 
materials, or delivery options, people love having the freedom to 
choose. Some customers don’t mind waiting for delivery. Others 
want it faster. Either way, providing more options can boost your 
conversions. According to DHL, online retailers can boost their 
sales by 10-15% simply by offering international and premium 
shipping options.

Protect your business from exchange rates   
If you accept payments in foreign currencies and a bank handles 
the currency exchanges, then you can bet they’re taking some of 
your profits away through hidden fees. Money Mover estimated 
that SMEs could have saved about £1.4 billion in hidden foreign 
currency charges last year had they used better service providers. 

Forward payments are another option for SMEs. These basically 
allow businesses to lock in favourable exchange rates, which can 
make budgeting easier, especially when a currency is fluctuating 
very much.

A third option would be to open a multi-currency account for 
your business if you want the freedom to exchange currencies 
whenever you want. Similarly, it’s not uncommon to request 
dual-currency invoices from your suppliers. This also gives you a 
certain freedom as to how you will pay.

Conclusion
Brexit has been filled with drama and ambivalence. However, it 
all depends how you handle things and prepare your business 
for growth despite the uncertainty lingering in the air. Though 
uncertainty can be scary, it is also the nature of business. Staying 
active, being prepared, and adjusting your strategy along the way 
is the key to changing uncertainty into opportunity. ••

~ Brexit ~
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~ Schuh ~

WHY ‘SCHUH’ MIGHT NOT 
BE THE IDEAL BRAND NAME 
FOR THE GERMAN MARKET

What is the online history of Schuh?
“Schuh has been a retailer in the UK for 35 years 
and very quickly ventured online. We now have 135 

stores, most of which in the UK, plus a few in Ireland and three 
in Germany. 18% of our turnover is online. We have created a 
strong omnichannel experience: there is a high percentage of 
click and collect orders, and we do a lot of fulfilment of online 
orders from our stores.”

Why did you choose Germany for your online internation-
alization?
“A couple of years ago Schuh launched a French website, which 
had to close due to a lack of revenue. In Germany, there are 
physical stores to test the market. We do run a pan-European 
English site with basic international features. For Germany, 
we now want to launch a truly German online experience and 
add our success features including ship-to-store and click-and-
collect to complement our physical stores. This is going to be 
our first truly localised webshop including customer service, 
payments and real German people.” 

How do you ensure you will be competitive with local 
retailers?
“In Germany, the most popular delivery methods are the cheap-
est. The stock needs to be close to the consumer. We can do 
internet fulfilment from stores, but it is not ideal. We do, in the 
long run, see ourselves opening a small distribution centre in 
Germany, however, we do not yet have a concrete timeline for 
this. In terms of payments, we have done AB testing. One of the 
results was that Klarna converted better than our legacy check-
out. On certain delivery options, we have decided to launch this 
for the German market.”   

What makes you unique?  
“I am not sure we are unique, but we have a good customer service 
proposition. But Zalando also has a good customer service proposi-
tion. However, we are extremely good at the omnichannel business 
and the click-and-collect offer. Many other UK retailers recognize 
how well Schuh does on the UK high street, and we are eager to 
translate that into Germany. In any case, we will have to approach 
this with a degree of humility and see.”

Will you venture into more foreign markets beyond 
Germany?
“Yes. To scale future international growth more easily, Schuh is re-
platforming the webshop for the German launch. The new platform 
will enable roll-outs to other countries more easily and cheaply with 
the main costs in translation. That will enable us to reach out online 
to more countries even without physical stores.”  

Do you see any correlation between international orders 
and your three high street locations in very touristic places?
“Yes, we do. There are, however, different demographics in the Ox-
ford Circus Store and the Marble Arch stores. We get lots of inter-
national inquiries after tourists visit our flagship stores. A shop on a 
flagship street is of crucial importance for international branding.”

Schuh is the German word for shoe. Why this name?
“In the UK, Schuh sounded exotic and fun. We do not know if it 
is the right name for Germany. Market research suggested that it 
might even be too generic, and suggest we are a discount retailer, 
whereas in reality we sell brands at full price. We are not sure about 
the name, but we believe the retail proposition is the core value. If 
we are able to clearly communicate our retail proposition, we believe 
the branding will be successful.” ••

On British e-commerce conferences, Schuh.co.uk does not go unnoticed. Often cit-
ed as a schoolbook example of great user experience and innovative channel inte-
gration strategies, the UK-based footwear seller has built quite a reputation. Now, 
the famous British chain is daring the digital jump over to Germany. We spoke to 
Stuart McMillan during the eTail Europe Conference in June. The deputy head 

of e-commerce is with the company for five years, and runs a team of 35 co-work-
ers, with responsibilities ranging from content to analytics and optimisation. 

Text: Janine Nöthlichs // Photos: Schuh - Stuart McMillan
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PANEL
  “Marketplaces are the future of online retail”

If the branding is right, customers will desire the products and be driven to buy 
them, even if the brand’s webshop does not offer localised e-commerce services. 
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~ Opinion ~

Tophatter
“ Marketplaces are forecast to witness 40% of all e-commerce revenue by 2020 and so 
they’re likely to become the front line in the battle for brands and retailers looking to inter-
nationalise their offering. The lack of complexity around accessing marketplaces, combined 
with the fact that they offer a capex-light solution means that they’re also a great way to 
collect data and understand consumers across an array of countries. When it comes to the 
UK these factors become doubly important when Brexit is taken into consideration, as busi-
nesses increasingly focus their attention on cross-border sales to stabilise and grow.”

YES
Malcolm Scovil – Director of Marketing at Tophatter. Malcolm Scovil is an entrepreneurial leader with 12 years of experience in technology start-ups, venture capital 
and finance. He founded two revenue-generating companies, built a team of 25 and raised multiple rounds of capital. He is passionate about discovering and implementing 
innovative ways to help individuals and companies grow.

ePrice
“ As a key component of a cross-border strategy marketplace ARE the future of online re-
tail. Gone are the days of regional online expansion through a sell managed website. Speed 
to market, low risk and financial scalability are critical to the success of online retailers and 
marketplaces offer all of these. They allow a national online retailer to explore new, un-
tapped, markets and revenue streams with a speed that was unimaginable even 3 years ago.”

YES
Anthony Meierruth - Sales Manager at ePrice. As Sales Manager for ePrice’s Marketplace, Anthony Meierruth manages a team of more than 10 direct reports. He takes 
care of all the commercial and operational aspects for the business unit. ePrice Marketplace was shaped in 2015 and is now growing triple digits and rising.

TradeME
 “Online marketplaces are expected to account for 40% of the global e-commerce market by 
2020, which is just two and a half years away. You need only look at the number of global 
brands who are now developing a dedicated marketplace strategy to understand the im-
portance they will play for anyone looking to make a success of online. Generally speaking, 
marketplaces are the start of most consumers online purchase pathway. It’s where people go 
to analyse prices, compare products or read peer reviews. Marketplaces also have a social ele-
ment to them, which leads them to having longer site durations. Consumers will often simply 
browse, as they would do at a conventional mall, but from the convenience of their laptop, 
tablet or mobile device. As a proposition, it’s difficult to compete with that.”YES 

David  Swift - Global E-Commerce Manager at Trade Me. Trade Me is New Zealand’s most popular online marketplace, focused on making life better for Kiwis through 
online experiences they love. David Swift works with international retailers providing integration, cross-border trade and specialist marketplace advice to ensure they 
maximise the growth potential of expanding into the New Zealand market. 

Newegg
 “ There is clearly a paradigm shift taking place as more retailers turn away from traditional 
brick and mortar retail and turn to marketplaces. We see that cross-border trade is the 
future of e-commerce with marketplaces being the cornerstone piece to that industry.”

YES
Gareth Lloyd-Jones - Head of Europe Acquisition at Pivot. Gareth Lloyd-Jones is a proven leader having been both a Sales and Publishing Director for two of the 
leading Lifestyle Publishers in the Middle East. He has worked for globally recognised brands such as Time Out, Hello, OK! and Women’s Health. Latterly he has moved 
towards a digital focus and with digital media, content marketing, e-commerce and project management skills, as well as being a Google partner with inbound marketing 
and AdWords certifications he is now empowering the growth of Pivot as the Head of Acquisition across our Marketplace Channels.
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LITTLE 
MISTRESS’S 
BIG DREAMS
Text: Nico Hoeijmans // Photos: Stock
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Since its conception in 2008, the young fashion brand Little Mistress has experienced rapid 
growth. Based in the United Kingdom, it developed a reputation for providing dresses that 
make women feel and look amazing. Being well known in their home market, Little Mistress 
now is conquering Europe. Keeping their brand ethos and most important USPs,‘ Design, 
Quality, Value and Service’, in mind, it tries to provide the best service for its international 
customers. We are talking to Rea Hadžiabdić, Head of E-commerce at Little Mistress.   

Can you tell us a bit about Little Mistress and 
what its goals are?
The Little Mistress Group’s core philosophy is to 

create a unique mix of products and brands, with unrivalled 
offers at attractive prices. The aim is to create the best product 
at the best prices in beautiful silhouettes, fabrics and with 
gorgeous embellishments whilst blending incredible branding 
and attention to detail.

Conquering the world, Little Mistress is dealing with a 
lot of localisation issues. You have chosen to work with 
localised checkout sections. Could you tell us how this 
is done and how this developed over the years?
We ship internationally and offer many different currencies 
but we are also aware that there is much room for improve-
ment, in the way we have approached our international 
expansion, hence our 
partnership with eShop-
World.  We currently use 
IP recognition to dictate 
which currency the cus-
tomer views the website 
in, offer shipping world-
wide and work closely 
with our Digital Market-
ing Agency, Acquire, to 
offer specialised promo-
tions via top affiliates to 
expand our reach.

How do you deal with 
all local aspects, like different taxes and duties, local 
payment methods, different languages and local pric-
ing models?
We work with Worldpay currently and started tapping into 
the local payment methods of our key performing countries, 
however, at present we do not offer any alternative language 
options.  

When we start work with eShopWorld, each international 
customer will receive a greeting in their local language intro-
ducing them to Little Mistress and our USPs. Throughout 
their purchase process, the duties, taxes and shipping will be 
clear, which I believe will increase our conversion rate sub-
stantially and avoid the dreaded drop off at the checkout!  

Can you tell us a bit more about the partnership with 
eShopWorld?
We are extremely excited to be partnering with eShopWorld 
to guide us through the next stage of our international 
expansion. This is obviously a key growth area for an online 
business, and we know the demand is there, but we have not 
had the resources or expertise to go to market, in the way we 
have wanted, until now!  Our warehouse will pick and pack 
the orders as normal which will then be sent to eShopWorld’s 
UK storage hub, on a daily basis, and they will distribute it to 
local partners and do the rest of the hard work for us! 

What is the biggest advantage of working with this 
shipping model?
Primarily, it’s completely hassle free for us and takes the com-
plications of labelling, VAT, duties, taxes etc. out from our 

already busy warehouse.  
To have access to so many 
local couriers would take 
a lot of time, negotiations 
and management and we 
haven’t had to do any of 
that. Plus, we are able 
to offer our customers a 
local return option, which 
is extremely important 
for us.

Why is the local re-
turn option so impor-
tant?

It’s important because we want the entire purchase process to 
be slick and stress-free for our customer, and that includes the 
returns process.  It keeps the costs down for the customer, and 
for us, and ensures the customer receives their refund quicker.  
As a business, it also allows us to be more acutely aware of 
what stock is coming back, so we can keep on top of our inven-
tory and it gives us the option to store the stock at the local 
hub, and potentially release it to one of our local sales agents. ••

“OUR CORE PHILOSOPHY 
IS TO CREATE A UNIQUE 

MIX OF PRODUCTS 
AND BRANDS”

~ Little Mistress ~
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EVERYTHING YOU 
ALWAYS WANTED TO 
KNOW ABOUT… TAX

STOCK INVENTORY… CONTROLLED. 
SEO TWEAKING… DONE.  

VAT AND SALES TAX… 
WHAT ARE THEY?

Spotlight on ...

Text: Alan Rhode, Co-Founder Taxmen
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Most online merchants do not include tax compli-
ance and internal control in their to-do-list. More 
broadly, very few merchants have a complete and 

neat picture of all the local or international tax and customs 
aspects they should take care of while selling online.

A deeper knowledge of the tax framework concerning cross-
border e-commerce would extremely beneficial to many sell-
ers; because overlooking or neglecting tax matters can cause 
errors, harmful tax penalties and, in the mid-long term, a loss 
of value for the concerned business. 

For this purpose, we have compiled a list of the major tax 
topics for online merchants (with a specific focus on the EU 
and US).

Clearly, this contribution should be considered non-exhaus-
tive. Furthermore, specialist tax advice should always be 
sought when doubts arise.

Customs and import duties
Depending on the country of origin, the parcel value and/
or other factors, cross-border business-to-consumer (B2C) 
shipments may be subject to import duties in the country of 
destination.

“Import duties” means customs duties and VAT/Sales Tax/
GST or other levies (where applicable).

Merchants can opt whether to ship the products under a 
Duty Delivery Paid (DDP) solution, whereby the merchant 
takes care of the payment of import duties while embedding 
the latter in the retail price at checkout, or under a Delivery 
Duty Unpaid (DDU) formula, whereby the consumer pays 
the duties to the courier or at the post office.  

It is extremely important to prepare the customs documents 
in a duly manner when undertaking crossborder shipments to 
avoid delays in customs clearance.

Import duties will apply, in most cases, on the shipment value 
declared on the invoice.

Many jurisdictions and customs unions grant small consign-
ment (or de minimis) exemptions to parcels with a value lower 
than a set threshold in order to simplify the customs clearance 
process. For instance, the EU (Eur 150 for customs duties, Eur 
10/22 for VAT), the U.S. ($800 for all import duties), etc.

Also, if a free trade agreement between the country of origin 
and the country of destination of the products is in place, 
customs duties may be waived or reduced. Usually, “country 
of origin” shall be meant the country where the concerned 
product was subject to the last substantial transformation. 

These and the many other aspects of customs compliance (an 

extremely complex and delicate matter) should be addressed 
by the merchant with a consultant, preferably on a case-by-
case basis.

EU value added tax (VAT)
VAT is a consumption tax applied to most sales of goods in 
the EU. Albeit VAT rates vary among countries, the (rather 
complicated) territorial rules are harmonized within the EU. 
We can envisage four main VAT situations for merchants 
engaging in cross-border sales:

•  Imports: import VAT is applied at the border on ship-
ments from non-EU facilities. There is a small consignment 
exemption applying on B2C sales: imported parcels with a 
declared value lower than 10 or 22 Euros (depending on the 
EU country) are not charged any import VAT.  

•  EU-to-EU shipments:  the elaborate B2C distance selling 
regime does apply. VAT will be levied either in the EU 
country of dispatch (Country A) or of destination (Country 
B), depending on the yearly sales made by the merchant 
to consumers in Country B. When the A-based merchant 
exceeds a specific revenue threshold of distance sales to 
Country B during one calendar year, the merchant shall 
register for VAT in B to charge local VAT on all sales in the 
remaining part of that year and in all the following year. The 
thresholds are set by the destination countries (Spain: Eur 
35k per year, Germany: Eur 100k, etc.).  

•  Amazon FBA: EU merchants holding stock at an Amazon 
FBA warehouse in another country need to register from 
VAT in the EU country where the stock is held, regardless 
of the volume and value of shipments made through such 
warehouse. The above-mentioned distance selling regime 
will apply to EU-to-EU shipments.

•  Exports: parcels shipped to customers outside the EU are 
not VAT-taxable in the EU, provided that the merchant 
proves that the goods have left the EU and that any other 
condition is met.

An important VAT reform removing the small consignment 
exemption and modifying the distance selling regime (with 
the introduction of a one-stop-shop system to report and pay 
VAT on distant sales) is likely to be introduced from Janu-
ary 2021 under a proposed new EU directive - among other 
changes.

EU environmental tariffs
Most EU countries call for foreign online stores introducing 
parcels in their territory to report and pay periodical fees for 
packaging disposal purposes to qualified recovery organiza-
tions, regardless of the amount of goods sold in the territory. 

It is the case of Eco-Emballages in France, Ecoembes in 
Spain, Der Grüne Punkt in Germany and other local bodies.

~ Spotlight on ~
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Furthermore, electric and electronic retailers must report and 
pay the mandatory fees for the recovery of waste electrical 
and electronic equipment (WEEE) imposed by most EU 
countries pursuant with EU law.   

U.S. sales tax
Sales Tax is a consumption levy applied in almost all U.S. states. 

For domestic shipments, Sales Tax usually applies to those 
sales made to customers based in a state where the merchant 
holds a “nexus”.  

According to a definition by the Sales Tax Institute in 
Chicago, the “nexus” is: 
“…A sufficient physical 
presence, is the determin-
ing factor of whether an 
out-of-state business sell-
ing products into a state is 
liable for collecting sales 
or use tax on sales into the 
state. Nexus is required 
before a taxing jurisdiction 
can impose its taxes on an 
entity”.

Each state has its own 
interpretation of the nexus 
requirement.

For U.S. or foreign 
merchants using Amazon 
FBA, there is usually nexus 
in all the states where an 
Amazon warehouse to store and distribute the merchant’s 
products is located. This means that the merchant will need 
to register for sales tax in those states to apply sales tax on all 
orders delivered locally.

Determining the sales tax rate applicable to an online order 
can be quite difficult, as the rates can change among different 
areas of the same U.S. state. There are various software brands 
available on the market to calculate sales tax on each transac-
tion (e.g., Avalara, Taxify, TaxJar, etc.).

U.S. legislation on sales tax is changing frequently to align 
the taxation model with the growth of e-commerce. In the 
last years, legislators have introduced measures enabling states 
to tax remote sales to local consumers made via out-of-state 
facilities (Marketplace Fairness Act 2017 and other laws).  

Income taxes
Speaking about statutory frameworks under constant evolu-
tion, it is time to address a sensitive topic such as taxation of 
income generated with cross-border sales of goods.

According to most national tax laws and international tax 
treaties, where a merchant established in one country ships 
products directly from its country to a foreign-based con-
sumer, any income derived by such sales is usually taxed in 
the country of dispatch alone – unless our merchant holds a 
“permanent establishment” in the country of destination of 
the products (e.g., an office, agents, etc.).

A permanent establishment may indeed trigger taxation in 
the country of product delivery, too, and the risk of double 
taxation (if the other country does not grant any tax relief ).

More problematic is when a seller uses a third-party fulfil-
ment house (Amazon 
FBA, to make an example) 
in another country to sup-
ply a foreign market. 

Many international tax 
treaties based on the 
OECD Convention Mod-
el do not consider third-
party fulfilment houses as 
a permanent establishment 
triggering income taxation 
by a foreign company in 
another country.   
   
Nonetheless, the inter-
pretation of treaties varies 
from country to country 
and the tax officers are not 
always consistent in apply-
ing rules. 

Furthermore, the scenario is quickly changing at the global 
level. 

We should soon expect lawmakers and governments of 
various countries to enact measures that will make online 
revenues made via local fulfilment facilities subject to income 
taxes in their jurisdiction (alongside VAT/sales tax), regard-
less of where the foreign seller is based or incorporated. ••

~ Spotlight on ~

“THE INTERPRETATION OF 
TREATIES VARIES FROM 

COUNTRY TO COUNTRY AND 
THE TAX OFFICERS ARE NOT 

ALWAYS CONSISTENT IN 
APPLYING RULES”

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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Perfect fi t

Depending on your packaging 

process, Ranpak can off er the 

Geami WrapPak soluti on that 

opti mizes your effi  ciency and 

improves your packaging speed. 

Optimize customer
experience

Enhance your unboxing 

experience by customizing 

Geami WrapPak’s colors or 

adding your logo. 

The sustainable 
alternative for 
Bubble wrap

WWW.RANPAKEUROPE.COM
www.ranpak.com

Go Green

Geami WrapPak is FSC certi fi ed 

and a 100% ecofriendly paper 

soluti on with opti mal protecti ve 

qualiti es.  

FOR INSPIRATION               #packedwithgeami

Bubble wrap

The Paper Packaging Experts™
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 The smarter 
way to trade.
Use the New World Account to hold and switch 
between multiple currencies in one simple place. 
Be everywhere. Register at worldfirst.com
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GLOBAL SUCCESS 
STARTS WITH OWNING 
THE DETAILS
Lionbridge makes the world accessible on  

any platform, any time, in any language.  

By managing the details on a global scale  

for its customers, Lionbridge enables  

companies to outperform globally with  

products and content that are locally  

relevant and brand-consistent worldwide.

LIONBRIDGE.COM

The Cross-Border Magazine is a Salesupply initiative which is carried out as a joint project 
with our valued partners; PayPal, Intershop, Ecommerce Europe, eShopWorld, Bleckmann, 

eTail and many more.

The magazine can only exist if we can rely on strong partners who like to share their experencies and know-how 
about cross-border topics. Sharing knowledge is key for helping e-merchants become more successfull abroad 

and will directly effect the growth of their business. 

JOIN US ON OUR JOURNEY TO BUILD A COMMUNITY OF CROSS-BORDER 
EXPERTS, SUPPLIERS AND BRANDS TO CONTINUE MAKING THIS MAGAZINE AN 

INVALUABLE SOURCE OF CROSS-BORDER INSIGHTS AND INSPIRATION!

GET IN TOUCH: INFO@CROSS-BORDER-MAGAZINE.COM
WWW.CROSS-BORDER-MAGAZINE.COM

BECOME A PARTNER
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E-Commerce Services in 15 countries
 Fulfilment - Customer Service - Marketplaces 

- Localisation - Return service

website: www.salesupply.com  
mail: info@salesupply.com     




