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Cross-border Strategy & Success 

1. Drivers & Barriers 

 

2. Localisation & Performance 

 

3. Desk-research 
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Confidence in domestic and cross-border online shopping among e-shoppers 

Cross-border online shopping Domestic online shopping 

_______________
_______________
_______________
____ 

Source:  
GfK (2017) 
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Most important concerns when shopping online 
domestically and in other EU countries 

Domestic 

1. Misuse of personal data 

2. Wrong or damaged products 

3. Theft of payment card details 

Cross-border intra-EU 

1.High delivery costs 

2.High return shipping costs 

3.Difficult to solve problems if 
something goes wrong 

_________________________________________________ 
Source: GfK Belgium (2015) 
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Cross-border e-commerce 

88% 77% 75% 55% 54% 

Cross-border selling Only after contact by e-mail/phone Domestic selling 

_________________________________________________ 
Source: Amsterdam University of Applied Sciences 
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Cross border Web visitors Domestic Web visitors 

Cross-border Web visitors 

33% 31% 23% 20% 13% 
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Cross border Web visitors Domestic Web visitors 

Cross-border Web visitors 

 
 

Top 3 
Belgium 
Germany 

United States 

 
 

Top 3 
Belgium 

Switzerland 
United States 

 
 

Top 3 
Austria 

Switzerland 
United States 

 
 

Top 3 
Netherlands 

France 
United Kingdom 

 
 

Top 3 
United States 

India 
France 
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Data 

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

Owner 

Co-owner 

Director 

E-commerce 
manager 

Other 

wŜǎǇƻƴŘŜƴǘΩǎ ǊƻƭŜ ƛƴ ŎƻƳǇŀƴȅ 

Northern 
Europe 

Eastern 
Europe 

Western 
Europe 

Southern 
Europe 

Region 

Less than 
10,000 

10,000 to 
100,000 

100,000 to 
1M 

1M or more 

Annual no. of Web visitors 

Cross-border 

Domestic 

Cross-border or domestic 
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HELP! 
 

²ŜΩǾŜ Ǝƻǘ ŀ ŦƻǊŜƛƎƴ 
customer! 

32% 
 of the online shops that say only to 

sell domestically, offer 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 cross-border online shops are included  
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Barriers for (further) online expansion to other countries* 

_________________________________________________ 

* 7-�‰�}�]�v�š���•�����o���U���Œ���v�P�]�v�P���(�Œ�}�u���Z�E�}�š�����š�����o�o�[���š�}���Z�s���Œ�Ç���u�µ���Z�[ 
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Foreign 
languages 

Foreign partners 

Risk of fraud 

Legal/Taxation 

Limited 
recources 

Domestic agenda 

Logistics 

Purely domestic online shop Cross-border online shop 


