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GOING GLOBAL
5 Silicon Valley experts reveal everything  
you need to take your business global
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INTRODUCTION
If you are in the early stages of taking your company into the global market, 

or already have an established international brand, learning from companies 

that are leaders in the field can help your business progress more efficiently. 

Discovering methods to improve your current strategy or deciding on what 

markets to move into next are both important areas that can benefit from 

insights from other businesses that have already successfully tackled the 

question of going global.

During a Payoneer forum held in San Francisco, thought leaders in the 

industry came together to share their insights on how to move forward in the 

potentially lucrative and exciting global market. Not only did they provide the 

audience with tips on how to successfully grow internationally, but they also 

offered invaluable advice by explaining the mistakes they made within their 

own journeys, in an attempt to help others embarking on the same quest.

This guide outlines the core lessons learned. It's packed full of insights and 

tips, delivered directly from pioneer firms that have already successfully gone 

global. Aimed to take the mystery out of international expansion and address 

any fears or questions, it will guide you through the ups and downs of going 

global, helping you  to learn more as you continue on your path to success. 
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MEET THE THOUGHT LEADERS

Amy Kux is the CFO at Unbabel. At the time of the 
forum, she was the Head of Finance/ Sr. Director 
of Finance for Udemy, a global online learning 
marketplace with over 10+ million students and over 
40,000 courses. Prior to Udemy, Amy was on the 
management team at CloudFlare, helping them raise 
$110M and expand globally (opening offices in the 
UK and Singapore). She has significant experience 
with venture backed technology companies, 
including education marketplace, internet security, 
mobile gaming, mobile marketing and healthcare 
software solutions industries. She is known for 
her cross-functional strategic/operational roles in 
driving and implementing key business objectives 
and expanding companies globally. 

AMY KUX
HEAD OF FINANCE AT UDEMY

As much as we are global, we 
can't take our product and 
carbon copy it somewhere else. 
We have to really localize it, 
and there's so many different 
aspects to that.
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MEET THE THOUGHT LEADERS

Andrew Blachman is President of Tophatter, the 
discovery shopping experience for mobile. Prior to 
Tophatter, Andrew was CEO of GET ME IN!, a European 
online ticket marketplace acquired by Ticketmaster 
in 2008. Before GET ME IN!, Andrew was a consultant 
for Stubhub and earlier was European Director and 
VP Business Development for WideRay. Andrew began 
his career as an investment banker in Goldman Sachs' 
high technology group in Silicon Valley and Hong 
Kong. He is also an early seed investor in several 
online marketplaces, including SeatGeek, Bridebook, 
and Outdoorsy. Andrew received a BA in economics 
and MS in engineering economic systems from 
Stanford University.

ANDREW BLACHMAN
PRESIDENT AT TOPHATTER

What really drove us to move quicker 
was the value proposition that we 
unlocked, essentially by connecting 
overseas supply with demand in the US 
or in other Western markets.
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MEET THE THOUGHT LEADERS

Andy Tryba has spent the last 15+ years as CEO of 
multiple successful startups, Director of Strategy 
at Intel Corporation, and advisor to the US White 
House on the future of jobs and engineering 
talent. The common thread in all of these positions 
is his passion to drive the ‘future of work’ in a 
global, interconnected society. Andy passionately 
believes that by enabling high-skill jobs growth, we 
can raise the standard of living across the globe. 
He received a Bachelor of Science in Engineering 
from the University of Illinois and a Masters of 
Business Administration from Rice University. 

ANDY TRYBA
CEO AT CROSSOVER

If you want to actually deal with 
growing your company, you actually 
have to look remotely... You don’t go 
international to necessarily go cheap.
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MEET THE THOUGHT LEADERS

Maria Molland is the CEO of Thinx. At the time 
of the forum she was the co-founder and COO of 
Splacer. Maria has over 20 years of experience in 
the development and management of marketplace, 
eCommerce, digital media, and technology 
businesses. She brings broad, international 
experience and experience scaling companies 
from small teams to hundreds of people globally. 
Prior to that Maria was an Advisor to eBay's CEO 
as well as Chief European Officer at Fab.com. 
Prior to Fab, Maria has held global executive 
roles at corporations like Thomson Reuters, Dow 
Jones, Yahoo, and Disney. Maria has an MBA from 
Harvard Business School.

MARIA MOLLAND
COFOUNDER AND COO  

AT SPLACER

The digital world has taught everyone 
that basically they can start a 
business very easily. So, competition is 
just crazy... I think that's what all of us 
in the room really should be worried 
about. How do you differentiate?
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MEET THE THOUGHT LEADERS

Josh Fried is general manager and head of Waze 
carpool business development. Previously, he 
led a Shopping BD team focused on brands 
and manufacturers. Before joining Google, Josh 
built and managed digital media properties for 
NBCUniversal, including leading destination 
websites for pet owners, food lovers, moms and 
baby boomers. Josh’s career began on the content 
side of the media business, holding editorial 
and production jobs at STANFORD magazine. 
He’s had stints at CNN, the San Francisco Giants 
baseball club, and at Time Inc.’s Sports Illustrated 
magazine. Josh earned a BA in Comparative 
Literature from Stanford and an MBA from the Yale 
School of Management. He loves authentic food, 
adventurous travel, and college sports. He lives in 
San Francisco with his wife and two daughters.

JOSH FRIED
GENERAL MANAGER OF BUSINESS 
DEVELOPMENT AT WAZE CARPOOL

We have this community ... we call 
them "champs" –  country managers, 
if you will, on the community side.  
And they do a lot of the localization.
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REASONS FOR GOING GLOBAL EARLY ON
If you want to grow your company, it’s essential that you 
develop your international strategy at an early stage. 
Advantages include:

 OUTSOURCING TO ACHIEVE A WIDER TALENT 

 As Andy Tryba says, outsourcing parts of your operations 
can be one reason for expansion, yet making the decision 
to go international should not stem purely from a desire 
to save money. Instead, it should also be about targeting 
a market that offers a wider talent pool, and discovering 
high-caliber team members all over  
the world.

 UNLOCK NEW VALUE PROPOSITIONS 

 Another advantage is that going global allows companies 
to unlock new value propositions. Andrew Blachman 
believes that by connecting supply with demand overseas, 
it’s possible to fulfill market needs that might otherwise 
be overlooked. It also offers an opportunity to tap into 
markets that have been saturated in the US..

 ACCESSIBILITY 

 Andrew Blachman also noted the value of mobile 
technology in international growth. With the accessibility 
that mobile devices offer, going global is also easier and 
more cost effective than ever before. Users can tap into 
businesses on any device, anywhere around the world. 
Business can be achieved anywhere, at any time, as more 
and more people utilize the benefits of mobile technology 
and 24/7 communication.

Going global is essentially 
about supply and demand; 
if there is a need for your 
brand and you are willing 
and able to localize your 
offering, then it is time to 
take the plunge and move 
forward.
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DEALING WITH REGIONAL DIFFERENCES
One of the challenges of going global is dealing with 
the differences that each new country represents. 
Understanding just how varied each country is, in 
terms of customs, rules, regulations and financial 
considerations, will go a long way to ensuring a smooth 
transition within each area.

 START WITH ONE CORE PRODUCT OR SERVICE 

 When you are looking to grow into new markets, start 
with one core product or service, and make it fit into 
each country. Amy Kux believes the best way is to do it 
slowly as you expand, learning the culture and the specific 
needs of the local market. Consider your mission from a 
globalized angle, but employ it from a localized view point, 
working with regional currencies and people.

 PUT A COUNTRY MANAGER IN PLACE 

 According to Andy Tryba, when you feel that you are ready 
to enter a new territory, there has to be the right critical 
mass of customers to make it worthwhile. When this mass 
is optimal, start by putting a country manager in place. 
These people are then responsible for understanding the 
region, and for putting together your local team, while 
maintaining the corporate culture that you want to build 
worldwide. 
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THE VALUES OF YOUR COMPANY 
DURING EXPANSION

Every brand has its own core values and a distinct 
mission statement. Maintaining these values is crucial 
to longevity, as every brand needs to stay true to itself. 
If not, the brand is in danger of being watered down, 
and becoming a shadow of its original self.

 RECOGNIZE THE CULTURAL DIFFERENCES 

 However, when you expand into other countries, it is 
essential to recognize the cultural differences you are 
facing, notes Amy Kux. Some local cultures may not fully 
match up with the message your brand offers. Therefore, 
companies face the dilemma of whether to tweak their 
values to fit with local views. How much of the cultural 
differences should be adopted into the brand, if any? 

 MEASURE DEMAND FIRST 

 It is important that the demand is there before you enter 
the market, so your brand has a higher likelihood of being 
accepted with the minimum of changes. Maria Molland 
says that they are more conservative internationally than 
domestically when launching a new expansion. She notes, 
“Before we launch in a new city…we usually double the 
demand before we actually open it up.” 

 

Preserving your brand when 
you go global needs to be an 
important consideration,  
and affects how you make 
the transition. Not only 
do you need to figure out 
how to take your brand 
worldwide, but also how to 
explain to local customers 
your value proposition 
forward.
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THE VALUES OF YOUR COMPANY DURING EXPANSION, CONTINUED

 EACH SITUATION IS UNIQUE 

 As our thought leaders agree, your brand strategy 
depends entirely on your product or service, your brand, 
your target audience and the area you are moving into. 
For example, if your brand is designed to attract larger 
corporate customers, there may be many similarities the 
world over, whereas a more specialized target audience 
may require more changes to meet the market needs 
adequately. 

 BUILD THE COMMUNITY FROM WITHIN 

 By ensuring strong demand, starting with a country 
manager and then tapping into the local network for 
help, the community is built from within, states  
Andy Tryba. In this way, the values are transferable, 
allowing the business to grow without sacrificing the 
core mission of the company. 
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BUILDING TRUST TROUGH PARTNERSHIPS
Being an unknown entity in a country is challenging – how 
do you get people to trust you? Accomplish this by working 
with companies who are already accepted and trusted in the 
area, with an established and reputable presence in  
the country.

 CREDIBILITY BY ASSOCIATION 
 By working with respected companies, you are offered a level 

of credibility by association. Trust is crucial when you are 
making career decisions, so don’t be afraid to leverage others 
to help you establish trust in a new country. 

 BRAND COMPARISON 
 Tapping into an established network will help to 

demonstrate how your brand compares to the other players 
in the market, particularly if you are an unknown commodity 
in the country. If the local community is already working 
with similar companies, they will already appreciate how big 
those channels are and how valuable they can be, and be 
more quick to notice points of differentiation that can raise 
you above your competitors.  

 NEW MARKETS 
 If you are moving into a new market, and working with people 

who are not familiar with either your brand or your type of 
product, you will need to work harder to build relationships. 
Establish connections with local people who are familiar with 
your brand if possible, and learn from other companies that are 
well-known in the area. 

 

We have this community 
... we call them "champs" 
–  country managers, 
if you will, on the 
community side.   
And they do a lot of the 
localization.
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DEALING WITH MULTI-JURISDICTIONAL  
REGULATION

Different countries have distinct regulations, and to 
be successful you need to understand all the legalities. 
Regulatory compliance includes considerations such 
as business entities, tax, finance, and audits; it’s a 
constant battle to try to understand them, especially as 
the laws continue to evolve. 

 BE PREPARED 
 Make sure you are always reading up on the regulations, 

and have specialists in place to advice you. There 
are many financial services partners who can help 
you meet your regulatory obligations. Ultimately, you 
are responsible for compliance, so make sure you 
understand the local regulations and how your product 
or service is affected before you enter a new region. “It ’s 
constantly reading up on it, and having specialists,” says 
Amy Kux. “I spend most of my time reading about all 
the different regulations. Probably the hardest thing to 
understand - when is it fight or flight? What is your value? 
What's your loss?”
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ANTICIPATING FEARS  
OF GOING GLOBAL

With any project, there are always fears in moving 
forward; this is especially true when considering moving 
into a new country. Here we take a look at some of the 
fears you may face: 

 FINANCIAL FEARS 
 With international expansion, there are always concerns 

about tax obligations, costs for hiring local teams, etc. 

 LOCALIZING THE PRODUCTS 
 Carbon copies of products don’t always work in different 

countries.

 DEALING WITH COPYCATS 
 When a model becomes successful in a new country, 

companies will copy it. 

 TRANSFER OF TECHNIQUES 
 Transporting and transferring your techniques into other 

countries offers the choice of hiring local talent,  
or moving talent across. 

From a competitive 
standpoint, trying to do 
anything in China… it’s 
still incredibly difficult.

Andrew Blachman, Tophatter
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ANTICIPATING FEARS OF GOING GLOBAL, CONTINUED

With any project, there are always fears in moving 
forward; this is especially true when considering moving 
into a new country. Here we take a look at some of the 
fears you may face: 

 KEEPING A UNITED BRAND 
 It ’s crucial the local teams understand the global brand 

to keep it operating smoothly. However, stability can be 
particularly difficult for aspects of the business which 
require strong communication. 

 KEEPING THE RELATIONSHIP 
 Once relationships have been established, there is 

nothing stopping the buyer and seller moving away from 
your platform. 

 MANAGING THE ISSUES OF CURRENCY 

 Understanding the strengths and weaknesses of the local 

currency and when to convert to your domestic currency is 

often underestimated as a key challenge. 

[It’s] really hard if you’re in a different office 
because there’s a lack of communication, there’s  
a timing issue, and so we are very specific  
about... our international offices.

Amy Kux, Udemy

Moving hard, fast 
and aggressively 
can pay off, but 
Planning is crucial. By 
being aware of some of 
these points, it may be 
possible to avoid common 
mistakes, and save both 
time and money. Providing 
a bad experience is difficult 
to recover from, so it’s 
important to anticipate fears 
in advance and have steps 
in place to overcome your 
biggest challenges. 
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OVERCOMING CHALLENGES  
OF GOING GLOBAL

Of course, moving forward in the global marketplace is 
always going to be subject to challenges along the way. 
Dealing with the fears of making this move can be the 
difference between a company progressing into new 
markets, or deciding to stay as a domestic business.

Although the payoff for global expansion can be huge, the 
journey there can be fraught with mistakes. Being forewarned 
is half the battle, so let’s look at how you can overcome some 
issues that many companies have faced when going global.

 UNDERSTANDING YOUR CUSTOMERS’ NEEDS FIRST 

 If you move too fast, it’s easy to forget what your customers’ 
pain points are. To be accepted, find a local problem and 
solve it. Help the community take your product and make  
it their own, listening to feedback and acting on it. As  
Maria Molland discusses, before you go global, you need 
to really appreciate what the country wants from you. She 
cites the importance of “having a real strong database and 
data scientists that can see if all of our assumptions…[are] 
actually playing out in reality”.

 SPENDING TIME LOCALIZING THE LANGUAGE 

 Be aware that brand information may have been written 
for a different culture; as Maria Molland says, it will need 
adapting for each unique country you work in.
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 APPRECIATING THE INFRASTRUCTURE 
DIFFERENCES 

 Every country is unique, with distinct differences to your 
home country. Scale what you offer to meet individual 
countries, ensuring aspects such as shipping costs reflect 
where you are. Use the methods and specific services that 
work in that country. As Andrew Blachman says “We 
didn’t anticipate when we launched in other markets… [that] 
sellers set their own prices specifically around things like 
shipping”.  

 MANAGING THE LOCAL TEAM WELL 

 Put someone in place who understands the local community 
and the global brand, and works hard to merge the two. 
Maria Molland recommends assembling your teams using 
the set parameters that work for you and your company, 
even if it means saying no to some great people along the 
way.  

 LISTENING TO YOUR CUSTOMERS 

 According to Josh Fried it helps to wait for the community to 
build a critical mass of demand; let them tell you when they 
are ready for you.

 HAVING RELIABLE SUPPLIERS 

 Andrew Blachman believes when you are moving product 
globally, it’s essential to tap into the right supply that can 
ship quickly and provide good experiences to people all over 
the world.

OVERCOMING CHALLENGES OF GOING GLOBAL, CONTINUED

Moving hard, fast and 
aggressively can pay off, but 
It’s important not to make 
any country feel like you are 
pushing yourself onto them. 
It is more effective to use 
local resources, overseen 
by corporate managers who 
understand your brand. 
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 BEING DIFFERENT 

 The digital world means it is easy to start a business, which 
results in an influx of competition. There are no geographic 
limitations, no borders, and information is so much more 
transparent. The down side is customers can go elsewhere 
with the click of a button. Therefore, it’s imperative to have a 
competitive advantage that differentiates you. Aspects such 
as a great team, the ability to be agile, being able to raise 
money quickly – all these can make a difference. Getting that 
advantage is challenging, so make sure you maintain it.   

 BEING PASSIONATE ABOUT THE  
GLOBAL MARKETPLACE 

 Andy Tryba stresses that the best of the best are all over 
the world, not just in one spot. Think about the future, when 
the cloud will dominate; this is where all the latest software 
and the high scale jobs will be. The benefits to the local 
market is that traditionally low local wages can be replaced 
by the global market wages, providing a positive effect 
worldwide. Plan ahead, tap into economies of scale, and use 
the network effect. 

 BEING A STONG BRAND 

 Customers relate to brands they are familiar with, so spend 
time building and maintaining the strength of your brand. As 
Andy Tryba says, when you are unknown, associate  
with other strong brands and gain respect through those 
you link with. 

OVERCOMING CHALLENGES OF GOING GLOBAL, CONTINUED

The key to really any 
start-up is that you have 
to move really fast, you 
have to have a great 
team, and you need 
access to capital. 

Maria Molland, Splacer
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Dealing with payments is one of the most important 
and difficult parts of going global. The best approach is 
to find an expert to deal with it for you, who has a good 
reputation as a vendor in this space.  

 THE VALUE OF AN EXPERT 

 As Maria Molland notes, there is no substitute for a 
dedicated partner who is an expert in their field. Such a 
partner can provide a seamless payment process where 
both the business and the payee are supported.”

 LESSEN REGUALTORY BURDENS 

 Andrew Blachman, notes that working with a payment 
provider also lessens regulatory burdens. A good 
international payout provider will ensure that regulations 
are being followed, and services like tax automation can 
streamline many of your legal responsibilities. Make sure 
you work with a trusted, licensed partner, who can operate 
all over the world and scale with you.

 QUICK AND SECURE PAYMENTS 

 In a borderless world, the ability to easily send and receive 
payments in many currencies, quickly, and securely is crucial 
to supporting growth. As Amy Kux, says, being able to 
accept many currencies is key to effective localization. 

PROCESSING INTERNATIONAL PAYMENTS
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Whatever your reason for moving into the global space, 
a smooth transition is essential for growth. Considering 
the challenges and fears already discussed, here are the 
rules to follow for success:

 Know when the time is right to go global – do your research

 Spend time up front, understanding the market size

 Address the hyper-local needs – find a problem and solve it

 Have access to capital or work with a marketplace partner 
– moving directly into an international market can be 
expensive

 Use your resources to focus on the markets with the biggest 
opportunities 

 Start with a friendly audience who want your products  
or services

 Move strategically – make sure you have a plan, and act on it 

 Progress slowly – make it work in one area first before 
expanding

 Make sure you communicate your brand values properly 
for each market – work with people who speak the local 
language 

SUMMARY – SUCCESSFUL TRANSITIONING 
TO THE GLOBAL MARKETPLACE
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 Localize within a global environment – never lose sight 
of the whole picture but work on it from a local level

 Work with recognized and reputable firms already 
established and respected in the area to build trust

 Consider partnering with a payout provider to ease the 
complexity of international financial transactions.

If you are looking to maximize the success of your global 
business, ensure each new geography you plan to move 
into undergoes a smooth transition and promises ongoing 
growth before you start targeting future countries. Expect 
the unexpected and put plans in place to counterbalance 
potential issues. Employ the best team possible, who not 
only understand your brand but appreciate the different 
approaches that each localization requires. 

It's crucial to make sure you have access to enough capital in 
place to cover the expenses incurred with going global. 

Perhaps most importantly, keep up with market research. 
Continue looking to fellow entrepreneurs and learning from 
their successes and failures. We hope this guide has proved 
to be a useful tool.

SUMMARY– SUCCESSFUL TRANSITIONING 
TO THE GLOBAL MARKETPLACE, CONTINUED



MANAGE YOUR GLOBAL PAYMENTS WITH PAYONEER

TRUSTED BY LEADING BR ANDS

Contact our team for a demo

CONTACT US

  enterprisesales@payoneer.com

ABOUT PAYONEER
Payoneer’s mission is to empower 
businesses to go beyond — beyond 
borders, limits and expectations. 
In today’s digital world, Payoneer’s 
platform streamlines global commerce 
for millions of small businesses, 
marketplaces and enterprises 
from 200 countries and territories. 
Leveraging its robust technology, 
compliance, operations and banking 
infrastructure, Payoneer delivers a 
suite of services that includes cross-
border payments, working capital,  
tax solutions, merchant services and  
risk management. 

23

Save time – focus on the core of your 

business, letting us take care of all of your 

failed payments and our 24/7 customer care 

team will deal with your payees payment 

questions

 

Remain compliant – feel secure with 

a company meeting the highest  multi-

jurisdictional regulatory requirements

Reduce costs – use Payoneer’s large banking 

network to save money on traditional 

payment methods

Grow globally – tap into Payoneer’s network 

of millions of businesses and professionals 

worldwide

Simplify your payments – send seamless 

mass payouts to payees all around the world, 

using our rich set of APIs

mailto:enterprisesales%40payoneer.com?subject=Compliance_Questions


24

© 2005-2020 PAYONEER INC; ALL RIGHTS RESERVED.

This publication is for informational purposes only and is not intended to provide 

any professional or business  advice. Although the information provided in the 

publication is intended to be current and accurate, no warranties whatsoever are 

made in respect to it. Payoneer is not responsible for any errors or omissions in 

the content of the publication and no entity or person at Payoneer is liable for 

any losses suffered by any person or entity that relies on this  publication.


