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Crossborder Strategy& Success

1. Drivers & Barriers
2. Localisation& Performance

3. Deskresearch



Confidencan domesticand crossborder online shoppingamonge-shoppers

Domesticonline shopping
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Crossborder online shopping
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Most important concerns whershopping online
domestically andn other EU countries

Domestic Crossborder intra-EU

1. Misuse of personal data 1.High delivery costs
2. Wrongor damaged products 2-Highreturn shippingcosts

3. Theftof payment card details 3-Difficult to solve problems if
something goes wrong

Source ‘GfKBelgium (2015)



Crossborder ecommerce
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Crossborder Web visitors
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Crossborder Web visitors
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Data

Online survey among online shops in 31 European countries

Response: 430 European online shops
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32%

of the online shops thasay only to !
sell _d_omestlcallyoffer the
possibility to order from abroad
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Drivers & Barriers
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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 crossborder 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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*7-%}]vs « o U & vP]vP (E}lu ZE}S S o0o0[ S} Zs EC uulé[



