
While some ecommerce compa-
nies are still trying to perfect the 
American market, new research 

has shown that jumping into international 
waters might be more lucrative. Since 
eMarketer is estimating that ecommerce 
sales will grow more than 18% worldwide 
this year alone, more and more retailers are 
looking into doing business internationally.

Although eMarketer predicts that the 

United States will continue to be ecom-
merce king in 2013 (coming in second was 
China, followed by the United Kingdom, 
Japan and Germany), trending numbers 
show that the Asia-Pacific region will sur-
pass the United States by 2016. This is why 
it is important, now more than ever, for 
U.S.-based retailers to begin a focus on go-
ing global. 

Toys ’R’ Us is now offering shipping to 

over 60 countries across the globe, and 
luxury retailer Neiman Marcus had ex-
tended its ecommerce reach to more than 
100 countries by the fall of 2012. 

To go international, Neiman Marcus be-
gan using an international technology and 
services platform that allows customers in 
other countries to shop online without wor-
rying about payment methods, currency 
conversions or export shipping logistics. 
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FiftyOne Global Ecommerce partnered 
with Neiman Marcus to make this happen, 
and is currently overseeing all aspects of 
the retailer’s international orders, including 
multicurrency pricing and payment pro-
cessing, landed cost calculation, customs 
clearance and brokerage, international 
fraud management, international logistics 
and customer-experience parity. 

What these retailers already know is 
that acquiring international customers is a 
great way to capture missed sales oppor-
tunities from cross-border ecommerce. 
But they are not alone. According to an 
article from The New York Times, in De-
cember 2011, 14% of the visitors who went 
to jcrew.com, and 36% who went to Ab-
ercrombie.com, were visitors from outside 
the U.S. These types of visitors, if engaged 
correctly, can help you snag that interna-
tional sale.

Know Your Audience
One critical challenge that a U.S.-based 

retailer needs to figure out—even before 
setting foot in international waters—is 
that consumers’ shopping habits and pref-
erences are not the same all over the world. 
People in different countries have different 
shopping, payment and shipping prefer-
ences, and even different ideas about what 
makes an ecommerce site attractive. 

For example, results of an interna-
tional survey by Rakuten showed that the 
number-one incentive for shopping at an 

ecommerce site was price for 61% of in-
ternational shoppers, while 49% surveyed 
considered the “reliability of the retailer 
to be paramount.” When the results were 
broken down by region, the number-one 
factor for American shoppers was price, 
while trust was of utmost importance in 
Indonesia and Thailand.

The third most important feature of an 
online store, after price and reliability, was 
the variety of products offered. This was 
cited by 40% of consumers, a percentage 
agreed upon by American shoppers.

While free or expedient shipping is cur-
rently one of the major buzzwords in the 
ecommerce industry, only 29% of those 

surveyed globally felt that shipping op-
tions were a major factor in their buying 
behavior, according to Rakuten. The per-
centage was somewhat similar in Europe 
with (26%) and in the U.S. (33%). 

China is a perfect example of just how 
different shopping habits are across the 
globe. If you want to reach out to a Chi-
nese shopper, the most effective way to en-
gage is through mobile. The use of mobile 
is so high that while mobile sales in China 
are predicted to hit $15.7 billion in 2013, 
by 2015 that figure will skyrocket to nearly 
$42 billion. By comparison, in the United 
States there was an estimated $17.2 billion 
in mobiles sales in 2012, and a predicted 
$31 billion for 2015.

What these statistics show, overall, is 
that customers worldwide want to shop 
with brands they can rely on and that offer 
a secure shopping experience, but that it’s 
not a one-size-fits-all process.

eBay and Amazon
Ebay and Amazon are two major mar-

ketplaces that have started to master the in-
ternational business arena by understand-
ing the needs of the International shopper 
and the needs of the U.S.-based retailer. 

The number-one incentive for 
shopping at an ecommerce site 
was price for 61% of international 
shoppers, while 49% surveyed 
considered the “reliability of the 
retailer to be paramount.”
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Ebay’s Global Shipping Program, for ex-
ample, makes it simpler for U.S.-based re-
tailers to ship to overseas buyers and deal 
with customs charges. Under the program, 
eBay automatically includes all shipping 
and customs charges in the purchase. The 
program currently supports third-party 
sellers in the U.S., Canada, the U.K., France, 
Germany, Italy, Spain, China and Japan. 

According to the program, sellers are 
protected for any shipping-related issues, 
such as lost or damaged goods, during in-
ternational transport. This program can give 
retailers a chance to expand their audience 
in 18 international countries and, reportedly, 
there will be more in the near future.

Our sister to the north, Canada is an-
other easy place to begin your internation-
al shipping efforts because of the launch 
of Amazon Prime there—and because 
Amazon Prime is in the process of adding 
support for additional selling categories. 
(Currently, retailers can list products in the 
Consumer Electronics, Home & Garden, 
Sports, Tools and Watches categories.)

Getting paid and getting paid correctly 
are major concerns of retailers who are 
researching the business plan of going in-
ternational. But it should be no problem 
for those selling on Amazon.ca, since the 
marketplace recently launched the Ama-
zon Currency Converter for Sellers in 
Canada. Under the service, which is op-
tional, Amazon will convert your sales into 
U.S. dollars and transfer the funds into a 
designated American bank account. 

Amazon also has market-
places throughout the U.K. and 
Europe; US retailers can cur-
rently sell on Amazon.co.uk, 
Amazon.de, Amazon.fr and 
Amazon.it throughAmazon.
co.uk, Amazon.de, Amazon.fr 
and Amazon.it. 

There is also a program that 
several retailers are using called 
Amazon FBA Export, which 
assists U.S. sellers with order 

fulfillment. Once a retailer enrolls in the 
program, all of its qualifying product list-
ings are eligible for international orders on 
Amazon.com at no extra charge. 

Payments
What types of payment options should 

you offer on your ecommerce site? If you 
want to continue to attract U.S.-based 
shoppers, stick with the conventional 
payment methods, such as traditional 
credit cards, for payment plans. But if 
you want to see a boost in online sales in 
the international market, it’s time to offer 
more options. 

Preferred payment options found all 
over the world are PayPal, PayPal’s Bill Me 
Later, Amazon Checkout, Google Check-
out, SagePay, Secure Trading, NetBanx 
and WorldPay.

But don’t think that if your company 
decides to go international it will instantly 
see an increase in dollars. South America, 
for example, is becoming an ever increas-
ingly emerging market for online shop-
ping, but that doesn’t mean shoppers there 
want to buy from a traditional ecommerce 
site. In fact, the demographic is very hesi-
tant about revealing personal credit card 
information and prefers to complete a pur-
chase on a mobile device using a payment 
plan called M-Pesa.  

Nonetheless, the number of online buy-
ers will continue to rise, and experts are 
predicting that shopping online will soon 
be the international norm. So, by offering a 

variety of local and international payment 
options on your ecommerce site, you will 
be increasing customer satisfaction and, 
most likely, increasing your web sales.

Shipping
Besides payment options, shipping is 

another area that a retailer must consider 
carefully when going global. Just as credit 
cards and payment options vary in every 
country, not every shipping carrier avail-
able in the U.S. will be available overseas. 

When respondents to the 2013 MCM 
Outlook Report were asked to name their 
primary international parcel carrier, UPS 
took the top spot, with 25.4%, followed by 
a tie for second place by the U.S. Postal Ser-
vice and FedEx, at 23.9%. Coming in fourth 
was DHL, at 23.9%. Nearly 10% of respon-
dents said they used third-party interna-
tional shipping service providers. With 
that, retailers need to identify which ship-
ping carriers would best suit their needs. 

Another aspect of international ship-
ping that retailers must address is the dif-
ference in costs. Since shipping in the U.S. 
is eight times more expensive than shipping 
in other countries, retailers need to give In-
ternational customers accurate quotes on 
fees—or else the retailers will be the ones to 
suffer the financial consequences. 

Fraud
Fraud is also a major issue for merchants 

throughout the world; in fact, accord-
ing to CyberSource Corp., an electronic 
payment and risk management provider, 
international orders are more than three 
times as likely to be fraudulent as domes-
tic orders. CyberSource found that “high 
growth rates outside the U.S. make foreign 
ecommerce an important initiative for U.S. 
merchants, but one that brings more risk.”

This means U.S. retailers must have se-
curity measures in place to protect their 
products and their bottom lines. 

Many retailers are taking steps to pre-
vent fraud on their sites. Sixty percent of 
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respondents to the 2013 MCM Outlook 
Report said their site includes a trustmark 
of approval from a third-party company, 
29% did not, and 11% were considering it. 

Of those who responded that they do 
use trustmarks, the top-three most popu-
lar used were SSL Security, Verisign and 
McAffee.

Even though a majority of ecommerce 
sites have plans in place to ensure that 
their customers feel safe purchasing from 
their sites, there are steps retailers can take 
to make sure they are selling in an envi-
ronment free of fraud and security breach-
es. Here are a few:
•	 Track	 transactions	 that	 originate	

from a different country or from an 
IP address other than where the ac-
count was created.

•	 Screen	 for	 customer	 identification	
verification at both account login and 
prior to transaction completion.

•	 Compare	current	transactions	to	pre-
vious transactions of a shopper in 
order to make better decisions about 
account attacks. Also, tracking devic-
es and accounts used will give you a 
history of fraudulent users, which you 
can later block. 

Global Suppliers
If yours is an ecommerce company that 

buys from suppliers internationally, you 
are more than likely facing pressures from 
the competition to delivery faster and 
cheaper. But even the slightest problem in 

the shipment can lead to major problems 
within your business.

There are some steps your ecommerce 
company can take right now to relieve 
some of those pressures:
•	 Look	 into	 how	 your	 company	 can	

reduce liabilities, taxes and shipping 
costs, and aide in vetting internation-
al supplies, export regulations, taxes 
and logistics. Some companies hire 
a consultant to do this, but many are 
finding it to be just as beneficial to do 
it internally. 

•	 Present	 your	 supplier	 with	 clear	 ex-
pectations of your annual buying 
scale and schedule. 

•	 If	your	ecommerce	company	is	send-
ing goods overseas, it’s important not 
only to identify the shipment time, 
but also to have a good understanding 
of your current and projected inven-
tory demands. 

•	 Build	 a	 solid	 relationship	 with	 your	
supplier. Pay your supplier on time, 
be somewhat flexible with minor er-

rors, and always stay in constant com-
munication. 

There is also more of a demand within the 
U.S.-based merchant community of retailers 
selling products overseas to begin housing 
products at an international warehouse—
which the retailer may own or outsource. 
This move, many merchants are finding, not 
only greatly improves shipping times, but 
also boosts the customer experience.

The number of online buyers will con-
tinue to increase, and experts are predict-
ing that shopping online will soon become 
the international norm. But there is no 
question that international ecommerce 
does present challenges to retailers. There 
needs to be a global research focus, and an 
understanding of cultural differences, lan-
guage barriers, governmental regulations, 
and overall operational challenges.

But even with the challenges, offering a 
variety of local and international payment, 
shipping and warehouse options can be 
done—and has the potential to boost both 
customer counts and your bottom line. 

The following Multichannel Merchant articles by staff and industry experts were sourced for this  
executive research summary. Please click on the article titles to learn more:

• Neiman Marcus Goes Global with FiftyOne

• Toys “R” Us Begins Shipping to Over 60 Countries 

• Tips on Going Global with Your Supply Chain 

• Retailers Need to Understand International Shipping

• More Payment Options Will Increase Global Sales

• Price and Reliability are Top Concerns for Global Shoppers

Just as credit cards and 
payment options vary in every 
country, not every shipping 
carrier available in the U.S. 
will be available overseas.
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