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You are well aware that, in the online retail world, status quo equals stagnation. As you consider the options for reigniting 
the growth of your business, an idea comes to you: “Maybe I should sell internationally.”  Well, maybe you should. But there 
are a number of factors to consider before entering the global marketplace. 

OVERVIEW
You are a successful U.S.-based e-tailer. Your sales are stable, but your 
business hasn’t grown substantially in the last two years. 

To be sure, there has never been a better time for small businesses to enter foreign markets. The world market 
means consumers are open to cross-border commerce. And innovations in technology and logistics are coming 
together to lower the barriers to selling internationally. Now, more than ever, foreign markets are a viable new 
channel to build your brand and generate more sales.

That said, challenges abound. Successfully selling in 
international markets means understanding and navigating 
customs and duties, shipping and fulfillment, differences 
in language and culture, a variety of sales channels and 
marketplaces, and of course payments and currencies. 

So, as you read through the pages that follow, sharpen 
your pencil and open your mind. This overview of the 
opportunity and challenges of selling internationally can 
help you decide if it’s right for you.
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THE OPPORTUNITY

There are 7.5 billion people in the world, and only 325 million of them live in the 
United States. Yet less than 1% of the 30 million companies based in the U.S. export 
their products or services to other countries. Still, eMarketer predicts that, in 2017, 
global e-commerce sales will reach $1.6 trillion and an eye-popping $3.578 trillion 
by 2019, for a 12.8% share of total retail spending. Clearly, the world’s consumer class 
is growing…and consuming. The opportunity is out there for e-tailers willing to go 
global. How could your business benefit?

Volume
Odds are, you stand a good chance of increasing sales volume if you expand to markets beyond the U.S. If selling in America gives 
you 320 million prospects, you can effectively double the number of people who could buy your goods if you add Germany (82.2 
million), France (66.8 million), the U.K. (65.1 million), Italy (60.7 million) and Spain (46.8 million) as e-commerce markets. Simply 
put, more people means more sales.

Profit
In some countries, products from the United States have a certain cache that allows American e-tailers to price their products at 
a premium. Depending on how unique your assortment is, you could find that an overseas market will pay more for your goods, 
thus increasing profitability. 

Seasonality
Fourth-quarter selling is most prominent in most merchants’ minds but certain international holidays or seasons may present 
new selling opportunities, offer alternative times of year to balance cashflow and  drive new revenue growth. For example, the 
vernal (spring) and autumnal (fall) equinoxes in the northern hemisphere are opposite those in the southern hemisphere. So, if 
you market your signature American earmuffs in Australia, you’ll have a second winter selling season in June, July and August the 
same year. 

Branding
If you have a strong brand in the U.S., you can make it even stronger with a new crop of international customers. Consider a 
market like China, where the “cool factor” of popular American products makes them irresistible to local consumers, and where a 
rising middle class has greater disposable income. (See more about China on the following page.) Take care and address cultural 
factors (as outlined in the Challenges section) that could dilute or damage your brand in a foreign country.

Technology
There are now more software solutions, online marketplaces and logistics companies and agencies than ever to help enable 
international e-commerce. Taking your business to a foreign market is a big undertaking, and there are many challenges to 
address, as outlined below. But there are many prospective partners out there to help. You don’t have to go it alone!

$3.6T

E-commerce 
wil be 12.8 % 
of total retail 
spending

31% CAGR

2017 2019

$1.6T
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THE OPPORTUNITY

China, population 1.4 billion Europe, population 739.0 million

Latin America, pop. 643.5 million Canada, population 36.3 million

International Markets by the Numbers

*Population figures: http://www.worldometers.info

Quiz:  Can I realistically consider going global?

• By 2020, 280 million people in 
China will have $20,000 to $1 
million in disposable income  
per year.

• In 2015, 413 million Chinese 
regularly shopped online, up 
from 361 million in 2014.

• According to BCG, 61% of 
Chinese would pay more for 
American-made products. In cer-
tain categories, the preference 
is even higher.

• In early 2016, there were an 
estimated 296 million online 
shoppers in Europe. 

• 43% of Europeans 15 years and 
older shop online; 16% of them 
buy in another country.

• E-commerce in Europe is expect-
ed to generate total online sales 
worth €509.9 billion in 2016, up 
from €455.3 billion in 2015.

• In 2018, 139.3 million  
people in Latin America are 
expected to buy goods and 
services online

• B2C e-commerce sales in Latin 
America are projected to grow 
from $71 billion (US) in 2015 to 
$87 billion by 2018.

• Brazil is the largest e-commerce 
market in Latin America, fol-
lowed by Mexico and Argentina, 
however the latter is fastest-
growing e-commerce market of 
the three.

• Approximately 1 million Cana-
dian households shopped online 
for the first time ever in 2015.

• E-commerce in Canada will grow 
12.3% from 2015 to 2019.

• Canadian consumers are 
expected to grow e-commerce 
spending from C$1,210 per per-
son in 2015 to $1,860 by 2019, a 
54% increase.

YYYYY NNNNN

1. My e-commerce sales 
growth in the U.S. 
market seems to  
have slowed.

2. My product(s) are 
suitable for an 
international market.

3. I understand the 
relative demand 
and how to price 
my product for each 
international market.

4. I have the means 
(capital) to expand 
my business.

5. I understand the 
opportunity and 
think my business 
could benefit 
from international 
expansion. Now, 
I’m ready to learn 
more about the 
challenges…

Source: BCG Source: BCG

Source: ForresterSource: Statista

If you answered yes to 3 or 4 questions you are ready to go.
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THE CHALLENGES

Great as the opportunity may be, there are hurdles to consider 
before jumping into the complex world of global sales. Here, we’ll 
guide you through the challenges, ensuring you have a good 
understanding of what selling internationally requires, and what 
solutions there are to make global e-tailing attainable.

SHIPPING &  
FULFILLMENT 

CUSTOMS  
& DUTIES 

LANGUAGE  
& CULTURE

PAYMENT METHODS  
& CURRENCIES
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Your business operations are based in the U.S. As you expand to 
international markets, your customers could live anywhere around 
the globe. You might already have received international inquiries via your 
website, and may have been tempted to fulfill orders from abroad. But getting 
merchandise to international customers can present a host of challenges, 
from cross-border regulations to freight costs and logistics.

Fulfillment & Shipping

As you might imagine, shipping costs vary greatly based on 
carrier, destination and the route by which your product will 
arrive in-market. Add to these costs the burden of customs, 
duties and VAT, as outlined in the next section, and you can 
see how quickly your margins can shrink. 

As international commerce has grown, there has been significant 
innovation in fulfillment and shipping services. Fulfillment by Amazon 
(FBA) is changing the game for many small businesses by not only storing 
inventory, picking and packing goods, and local delivery via Amazon Prime, but also 
handing sales and customer support. FBA services are available only in select countries. 
Outside the U.S., consolidated freight service operators offer another alternative. They can 
provide end-to-end service from collecting freight charges to processing paperwork and 
delivering goods to the end-consumer. 

Using third-party services adds cost, but can streamline order fulfillment and get products 
to customers quickly. Research your options (be sure to check their references!) to find a 
reliable, cost-effective shipper that will be as meticulous and transparent about their costs 
as you are. 

Ready or Not,  
Here They Come
Whether or not you decide to 
dive into global commerce, it’s 
a good idea to understand the 
ins and outs of international 
sales—in particular shipping 
and getting paid. If you offer 
something that’s unique or 
perfectly priced, it’s likely that 
international customers will 
find their way to your website. 
Arm yourself with policies and 
procedures for cross-border 
transactions and you’ll be 
able to respond when foreign 
customers come calling.

Research your options! 
Cost-Effective, reliable and 
transparent shipping and 

fullfilment resource is key to 
customer satisfaction

THE CHALLENGES
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Customs: The agency or authority in each country that sets and 
collects import duties is called customs. Customs assesses and 
collects customs or import duties on merchandise as it is received 
in its country of destination.

Duties: When importing products to another country, you must 
declare their value,  which determines your import duty. Duties 
vary by country, but typically average roughly 5% worldwide. 
Import duty is also known as customs duty, tariff or import tariff.

Taxes: In addition to import duty, imports may be subject to 
national and local taxes such as sales tax (VAT, GST, etc.), excise 
duty or other customs charges. Each country has its own set 
of taxes and different ways of calculating them. While these 
taxes help support municipalities, they also serve as a kind of 
consumption tax to protect the interests of local businesses.

How do customs and duties affect your buyers? In short, they 
are responsible for paying these costs. But research shows that 
cross-border customers are often unclear about these added 
fees. In fact, in international transactions, 33% of cart abandonment is attributed to lack of clarity around fees and taxes.  
However, as mentioned earlier, international customers are often more than happy to pay a premium for U.S. goods, so 
clarity is key.

The mere mention of customs can send a shiver down the spine of any e-seller—and their customers. Understanding, 
assessing and paying the applicable taxes for each foreign market is complex, to say the least, and represents a major 
headache to even the most organized sellers. Let’s quickly cover the basics:

Customs & Duties 

Shield the customer 
from the complexity of 

customs and duties

THE CHALLENGES

Take the time to thoroughly 
understand the tax codes of any 
foreign market you enter—or 
use a solution provider to process 
these fees for you. Be sure to 
build applicable duties and taxes 
into your pricing strategy. You’ll 
make it easy for buyers to choose 
your products and thereby drive 
sales. Bonus: You’ll also reduce 
paperwork problems on the 
back-end.
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Once you’ve defined your target market, you’ll need to dig into the language, (including regional dialects and colloquialisms), and culture of 
its people. Promoting your products there isn’t just about translating your listings verbatim into the local language. It’s about understanding 
how they will be perceived and consumed in that locale.

Language & Culture

Use an in-market expert you 
trust to ensure your products 

are well-represented in 
foreign cultures

The history of marketing is full of examples of 
companies—even the biggest corporations—
that skipped this step, entering foreign markets 
with amusing, even offensive product names 
or campaign slogans. Chevrolet’s 70’s-era Nova 
(meaning “no go” in Spanish) may be well-known, 
but these big names also experienced the pitfalls 
of messaging to international audiences:

• Heavyweight sports retailer, Nike, in 2004 
produced a commercial featuring U.S. basketball 
star LeBron James in a battle with animated Kung 
Fu masters and dragons. The spot was banned in 
China because it was perceived to insult Chinese 
national dignity.

• When beer giant Coors brought its “turn it loose” campaign to Spain, it discovered too late that the phrase translated to “suffer from 
diarrhea.” Coors beer became instantly memorable to Spanish audiences, but not for the right reasons!

Beyond language, different cultures also use different alphabets (e.g. Cyrillic in Russia), and other systems for measurement (e.g. 
metric in Great Britain) and for expressing dates and times. For example, in the U.S., 10/11 means October 11, but in Europe, it 
translates to November 10.

To bridge the gap between language and culture and to ensure your products will make sense and be well received locally, you’ll 
want to work with trusted in-market resources who can review, translate and provide feedback on your marketing messages.

THE CHALLENGES
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Some customers use credit cards; others pre-paid cards while others prefer mobile payments. 
E-commerce payment methods vary by country and are as diverse as your customers themselves, 
often varying by demographics (age, income, etc.) within each country and its currency. 
E-commerce software platforms can customize payment options on a country-by-country basis, 
streamlining the process across and within borders.

Payment Methods & Currencies

Not only will you need to enable 
customers to pay online, you’ll 
need to be able to receive local 
currency and convert the sales 

to your home currency, and pay 
in-market suppliers, too 

If you choose to do business via marketplace, 
you will effectively outsource your payment 
method to their back-end infrastructure, 
leaving you to convert your marketplace 
earnings back to U.S. dollars as inexpensively 
and strategically as possible. Ideally, you’ll 
want a solution with the flexibility of 
converting your cash back to your home 
currency at the very best rate or using foreign 
currencies to pay suppliers.

Use the checklist at right to source a cross-
border payment solution. Read product 
reviews and references, and ask for a real-time 
trial. Clearly, the ability to make and especially 
receive payments is critical to the success 
of your prospective global business—don’t 
leave it to chance!

Factors to explore when 
looking for a cross-border 
payment platform:
• Is it cost-effective? How 

much will I be spending on 
each transaction? Will I get 
the best conversion rates 
possible?

• Is it fast? How quickly will I 
receive my money? Does the 
turnaround time vary 
 by currency? 

• Is it simple? Does it easily 
link to the marketplace(s) 
where I plan to sell?

• Is it global? Will it enable 
me to collect funds from 
buyers and make payments 
to suppliers anywhere in the 
world? Does it enable me to 
obtain a merchant account 
number in other countries 
with which to process credit 
card payments?

• Is it compliant? Does it 
accommodate the customs 
and other financial 
regulations in the markets 
that I plan to operate  
in, both in the short- and  
long-term?

• How is the company’s 
customer support? Is it easily 
accessible? Does it operate 
24/7? How responsive and 
knowledgeable are support 
staff? If issues arise, will I be 
able to get  resolution  
right away? 

THE CHALLENGES
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IS GLOBAL SELLING RIGHT FOR YOU?

• The market(s) I wish to explore are: 

Still reading? Good! If you’re able to thoroughly consider—and address—the challenges to international e-tailing, you 
can reap the rewards of the growing global economy. Payoneer is a leader in international payment processing. If we can 
help you move into international e-tailing, let us know!

Why these markets?

Should I pursue expansion via international marketplaces or with my own website? 

If marketplaces, which ones? 

The shipping company that best meets my needs is: 

will provide in-market support for translation and other marketing needs.

Customs and duties support will come from (include advice, calculators, processors): 

The payment solution that best fits my needs is: 

Checklist: Global Sales Readiness
Use this list as your outline for your global selling strategy. Address each item carefully to be sure you’ve covered all 
the bases for selling internationally:
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Your one account will provide you with everything you need to start 
selling through these marketplaces.

PAYONEER HAS PARTNERED WITH THE 
WORLD’S LEADING MARKETPLACES

United States France

Latin America Africa (Nigeria) South East Asia

UK, Europe, Japan & China
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A quick, simple and cost-effective way to get paid
Payoneer helps U.S. sellers get paid by customers and online marketplaces around the globe at low cost. Receive payments in 
USD, EUR, GBP and JPY as if you had your own local bank account!

   SIGN UP NOW

ABOUT PAYONEER

© 2005-2017 Payoneer; 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.

About Us
Payoneer facilitates seamless, cross-border payments for millions of e-sellers, small business 
owners, freelancers and professionals around the globe in more than 200 countries and 
80+ currencies. Payoneer is a featured payment option on the top online marketplaces,  
such as Amazon UK, Europe, Japan and China, as well as Lazada, Linio, Jumia, Cdiscount, Shopee, 
Priceminister, Tophatter, Wish, Rakuten and many others. With Payoneer’s fast, flexible, secure 
and low-cost solutions, you can pay and get paid globally as easily as you do locally. 

Benefits
• A Simple Way to Pay: Accept and make payments in more than 80 currencies via a simple, 

quick and cost-effective solution.
• Earning Potential: Access your earnings in your local currency quickly and easily, and at 

rates up to 71% lower than other services.
• List on Multiple Marketplaces: Connect with consumers on the world’s top online 

marketplaces and get paid in one place.
• 24/7 Support: Enjoy dedicated, local support around the globe in multiple 

languages, any time you need it.

How does the global payment service work?
• Sign up to Payoneer and get your local receiving accounts.
• Send customers the details of your receiving accounts.
• Customers pay via local bank transfer to your  

receiving accounts.
• We automatically transfer funds to your Payoneer account.

You got paid via payoneer, now what?
• Transfer funds from your Payoneer account to your local bank 

account in your local currency.
• Pay another Payoneer customer—anywhere in the world—for FREE!
• Use your Payoneer debit card to withdraw your funds at ATMs worldwide or make purchases online and in-store.

http://register.payoneer.com/complete-payment-solution-for-sellers-in-usa/

