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Data

Online survey among online shops in 31 European countries
Response: 430 European online shops

Status: ongoing

Cross-border or domestic

Domestic

Cross-border



32%

of the online shops that say only to
sell domestically, offer the
possibility to order from abroad
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Drivers to further increase sales from foreign countries*

1. Growth opportunities

2. Foreign customer demand

3. Good past experiences with selling online to
foreign countries

* Only cross-border online shops are included
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Barriers for (further) online expansion to other countries*

Logistics

Domestic agenda

Limited
recources

Legal/Taxation
Risk of fraud

Foreign partners

Foreign
languages
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M Purely domestic online shop Cross-border online shop

* 7-point scale, ranging from ‘Not at all’ to ‘Very much’
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Barriers for further online expansion to other countries,
according to annual number of cross-border packages*
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Limited recources Domestic agenda Logistics

* Only cross-border online shops are included

O Less than 100

Risk of fraud
m 100 to 1,000

Foreign languages

W 1,000 or more

Foreign partners
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Sponsor Questions:
International return policy and ICT & Security
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No. of packages that European cross-border online shops ship per year
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How cross-border online shops organise their international returns*

100%

80%

60%

40%

20%

0% 10% 6%
Less than 100 100 to 1,000 1,000 or more

B Online shop uses one or more suppliers (e.g., a local postal service or DHL)
M Foreign customers need to return the products themselves, at their own expense

O No return opportunity
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of cross-border online shops

A stable network

Fast fixed Internet connection (broadband)

Data hosting

Fast mobile Internet connection (4G)

Solutions for analyzing large data

Cloud solutions

Internet of Things (loT)

Other
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0% 20% 40% 60% 80% 100%
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How worried cross-border online shops are about _
& kpn

security risks & costs

Risk of fraud with online purchases

DDos attacks that make our website(s) inaccessible

Fake negative online customer reviews

Costs of securing our data/website(s) _ 32% 8%
Theft of our customer data (data hacks) - 17% 19%

W | never worry about this | worry a little®out this  28%worry abod®%his sometin®és®  m | wordCdbout this a18%
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Cross-border E-commerce Success

Localisation elements positively affect cross-border traffic!

But, to what extent do localisation elements boost
cross-border online sales and other KPI’s?

- =3 English - Pounds Sterling (£) v shop.co.uk
b C ; Pounds Sterling (£)
zec

Euros (€)
u French US Dollars ($) —Ee————

™ Carman Romanian Leu (lei)
Japanese Yen (¥) shop.fr
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5 KPI's

Ralativia narfAaArmancra maaciirac:
) Sl N8 I @A O - A P A\ N N ]

llllllll P L ses L N

1. Conversion ratio

\Q/.é,&\mrea@}é%%ﬁe‘i%\fﬁréion ratio of foreign customers higher

or lower than the conversion ratio of customers from your
3. Online tuhbavemarket in the past 12 months?

4. No. of Returning customers

e e S
5.Average keturn rate 4 5 6 7

Much lower Equal Much
higher
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' World wide delivery vs Specific countries: cross-border performance
compared to domestic performance
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World wide

Specific
countries

Online turnover

H Much lower

Equal

3,4

I 2,9 I I

World wide

3,7

Specific
countries

Average basket value
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B Much higher

3,3

3,2

World wide Specific World wide Specific

countries
No. of returning customers

= Average score (7 point scale)

countries

Average return rate

5,5

2,5



' Effect of Language switch on cross-border performance
compared to domestic performance
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Conversion ratio

Online turnover

No language switch

Average basket value
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No. of returning
customers

B Language switch

Average return rate

- == English
ksl Czech
Il French
™ Serman

Much higher

Equal

Much lower



'Effect of offering English language on cross-border performance N L7

compared to domestic performance Z NS
7,0 Much higher
6,0
L
40 Equal
: I I I
l 1)
Much lower
1,0

Conversion ratio Online turnover Average basket value No. of returning Average return rate
customers
No English language offered B English language offered
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' Effect of Currency switch on cross-border performance B el

Euros (€)

H H H ’ olars
compared to domestic performance for specific KPI’s usoollars(9) o
Japanese Yen (¥)
7,0 Much higher
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Conversion ratio Online turnover Average basket value No. of returning Average return rate
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No currency switch B Currency switch
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' Effect of Order information for foreign customers on cross-border ol sure

HOW TO
performance compared to domestic performance ORDER?
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customers
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' Effect of Return information for foreign customers on cross-border ﬁ
. * ~
performance compared to domestic performance T

7,0 Much higher

5,0
Equal
4,0
3,0
2.0 Much lower
1,0
Conversion ratio Online turnover Average basket value No. of returning Average return rate
No return information for foreign customers B Return infGHRERIBAor foreign customers

* Results are indicative, due to limited number of cases.
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Marketing activities by cross-border online shops to attract foreign customers

Search Engine Optimization (SEO) 42%
Search Eng dvertsC 29%
Advertising on (inter)national )arison sites 7%
Bannenng
Advertising on international online marketplaces I|ke e-Bay or 14%
Amazon.com
Do not cond ﬁfﬁe%kéitgiimggti ng activities
Advertising in the foreign prE@ala itrta'daertg IfGIFEk;ﬂ cu Sto mers
0% 10% 20% 30% 40% 50%
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' Effect of SEO for attracting foreign customers on

cross-border performance compared to domestic performance SEO
7,0 Much higher
6,0
5’0 1
.0 Equal
3,0
2,0

I I Much lower
1,0

Conversion ratio Online turnover Average basket value No. of returning Average return rate
customers
No SEO m SEO
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' Effect of Affiliate marketing for attracting foreign customers on
cross-border performance compared to domestic performance
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No. of returning
customers

m Affiliate marketing

Average return rate

Much higher

Equal

Much lower
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Lack of ‘professionalism’ among many ‘cross-border online shops’

Online shops that are successful in cross-border e-commerce employ
localisation elements

Limited resources, domestic agenda and language issues are import barriers
among cross-brder online shops to further expand internationally

Cross-border e-commerce is serious business that requires good strategy &
planning
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Contact us for more information

Dr. Jesse Weltevreden
Professor Digital Commerce

j.w.j.weltevreden@hva.nl
+31 (0)6 10 15 32 68

Sjoukje Goldman MSc
PhD Candidate

s.p.k.goldman@hva.nl

+31 (0)6 21 15 78 08
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