
HOW TO GROW YOUR 
ECOMMERCE BUSINESS 
GLOBALLY 



HOW TO GROW YOUR ECOMMERCE BUSINESS GLOBALLY    |   1

With more than 3 billion people online, ecommerce has given 
businesses access to more potential customers than ever before. 
This number continues to grow every year with the amount bought 
and sold over the Internet representing an ever increasing proportion 
of overall commerce.

Currently, 7% of the United States’ $5.2 trillion in retail sales is done 
through businesses‘ websites and, with the continued explosion 
of smartphones and access to Wi-Fi, this is expected to grow 
another 43% within the next 18 months. In China, it’s even higher 
with over 18% of all retail sales already happening online. By 
2019, eMarketer expects 12.4% of the world’s total retail sales 
will happen through ecommerce stores.

We are well past the days when people were reluctant to buy online 
because of drawn out purchase processes or the inability to test 
a product in person. Customers have shown that they like the 
convenience of shopping and buying from their devices with 51% 
of people saying they prefer to shop online rather than in store. 
But while the opportunity is huge, how do you overcome the barriers 
when you’re ready to start your own global ecommerce expansion?

An Unprecedented 
Opportunity

Total number of online 
buyers worldwide (2017)*

1.77 BILLION1.77 BILLION

Percentage of online buyers 
outside the U.S.*

90%90%

Total ecommerce sales value 
expected in 2017*

2.1 TRILLION2.1 TRILLION

*Source: Statista
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Just because you can potentially reach over 3 billion people world- 

wide doesn’t mean that it’s easy to get their attention and convert 

them into paying customers. The more people you try to reach 

around the world, the more complex connecting with them becomes.

In addition to a lot of competitors clamoring for attention, shoppers 

are increasingly expecting more personalized ecommerce 

experiences. This means that effective global expansion requires 

tailoring your shopping and checkout experience to meet more 

diverse local target market needs. To do so, you need to be able 

to account for countless different customer preference combinations, 

and you need the right tools, insights and knowledge to connect 

with your target shoppers.

Growing Globally  
Isn’t Automatic

Customer Personalization 
Metrics and Insights You Need 

Browser Preferences

Location

Purchase History

Browsing History

“74% of online consumers get 
frustrated when offers, ads and 

promotions appear that have nothing 
to do with their interests.”

- Janrain & Harris Interactive
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To sell internationally, you first need to make sure you’re not going 

to stretch yourself too thin. Part of this is having the financial 

strength to commit to the long-term strategy you’ll need to find 

success. But it also means making sure you’re highly focused on 

countries that make sense for your business.

Research which markets show a clear and growing demand for 

your type of service and how your product might stand out in 

the current competitive landscape. You’ll also need to consider if 

you’ll need to make any adaptations to meet different regulatory 

standards or cater to customers with different preferences.

 Once you identify which country or countries have the greatest 

opportunity and lowest risk, you can create your market entry 

plan. Be sure to set clear objectives, budgets and positioning to 

gain traction in a new market.

Finding the Right  
Overseas Markets

Research which markets show 
a clear and growing demand 
for your type of service and 

how your product might stand 
out in the current competitive 

landscape.



Shoppers who said they 
bought from an unfamiliar 

site because it included trust 
signs like Norton and McAfee*

of consumers who say they 
look at product ratings or 
reviews before buying.**
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Just like your existing customers, shoppers around the world need 
to trust that you’ll deliver the value you promise before they commit 
to a purchase. Shoppers can be wary of overseas companies so you 
need to do everything you can to alleviate any anxiety they may 
have through their online experience with you. Gaining their trust 
involves three main steps in their shopping experience:

1. Create a positive brand impression across every touchpoint and 
align the value you provide to a shopper’s needs.

2. Prove value with social proofing like product ratings, testimonials, 
earned media mentions or a list of some of your current clients. 
Also include authority proofing like citations in industry magazines 
or awards you’ve won.

3. Alleviate any potential remaining anxiety at check out. A study 
by WorldPay found that 17% of all lost sales are due to concerns 
about payment security. Using a cart with the highest security 
standards and adding security badges to your cart pages can 
go a long way to reassuring customers.

Acquiring International 
Customers

*    Source: VWO eCommerce Cart Abandonment Report (2016) 
** Source: Mintel American Lifestyles 2015: The Connected Consumer (2015)



Throughout your international customers’ ecommerce experience, 

you need to remove anything that can cause hesitation in the 

purchase path. This includes ensuring that every touchpoint looks 

and feels local no matter where a shopper is or what device 

they’re using.

This has far-reaching and complex marketing implications. At a 

minimum, this means having shopping experiences that incorporate 

authentic-feeling, culturally relevant images, customer-focused 

content that flawlessly speaks their language and prices that are 

displayed clearly in their own currency. You may also need to 

adjust your prices to reflect local realities.

Growing Globally 
Means Appearing Local
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abandon a cart becuase 
the price is in a foreign 
currency*

gain in profits by 
implementing dynamic 
pricing**

number of merchants 
that offer an ecommerce 
experience in 6 or more 
languages***

number of merchants 
that accept more than 6 
currencies***

*     Source: Statista 
**   Source: “Optimal Dynamic Pricing for Perishable Assets with 
       Nonhomogeneous Demand” in Management Science
*** Source: X-Border Payments Optimization Report, December 2016
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When you want to sell globally, you need to be able to accept more 

than just credit card payments. While credit cards are the most 

popular payment method in the United States, accounting for 75% 

of all online purchases, there are many shoppers in the rest of the 

world that either don’t have a credit card or prefer to use alternative 

payment methods. Fully one in six shoppers will abandon their 

order when the payment option they’re looking for isn’t available.

For example, Alipay claims 60% of China’s ecommerce transactions 

by providing a sense of security often missing due to weak consumer 

protection laws. Similarly, many shoppers in Europe prefer direct 

online banking options. So, ensuring that the payment methods 

you offer match your customers’ preferences around the world is 

vital to your conversion rates, your market penetration capability 

and, ultimately, for achieving your bottom-line growth goals.

Successfully Transacting 
Globally

Top Ecommerce Experiences 
By the Numbers 

* Source: based on top 10 performing merchants in X-Border Payments 
   Optimization  Report, December 2016

average number of 
payment methods 
offered*

average number of 
clicks to complete a 
purchase*

average number of 
seconds to complete 
a purchase*
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In addition to accepting multiple payment methods, you also need 
to ensure payments are processed successfully the first time. 
Failed payments can be very costly for ecommerce companies 
with 11% reporting that they abandon a purchase because their 
payment was declined. The reasons for a decline can range from 
a customer having insufficient funds to a failed connection with 
an acquiring or issuing bank. 

With customers overseas, there is an even higher risk of a transaction 
being flagged as fraudulent and therefore declined. To counter 
payment declines, seasoned global payment providers integrate 
with multiple gateways including ones in different countries. So, 
if anything happens to that connection, there are automated 
failovers to increases the chance of a transaction being approved. 
This can decrease declines by up to 18%.

* Source: TrustInsight Report (2014)

Amount of revenue missed 
byonline merchants because of 
unnecessary payment declines*

$40 BILLION$40 BILLION
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To scale globally over the long-term, you need the right data to 

measure if your market entry strategies are working and inform 

your decisions going forward. Monitoring KPIs and running A/B 

tests of different parts of your customer experience, particularly 

in the checkout phase, will give you valuable insights into how 

you can improve conversions and grow revenue. 

The KPIs you establish need to clearly measure the effectiveness 

of your entire purchase path from initial impression through 

to purchase and post-purchase for each unique market. From 

that, you can pinpoint problem areas to address, or potential 

opportunities to which you can consider diverting key resources.

International Growth Is 
Fueled By Good Data

Performing A/B tests on 
different parts of your customer 
experience, particularly in the 
checkout phase, will give you 

valuable insights into how you 
can improve conversions and 

grow revenue.



The most important task when it comes to scaling globally is 

continuing to deliver a high-quality and competitive product to your 

customers. You have to do this while increasing the complexity 

of your ecommerce solution to better meet the expectations of 

shoppers around the world.

In addition to a more personalized experience for a much more 

diverse base of shoppers around the world, you must keep on 

top of the operational tasks that come with scaling globally and 

keeping all those customers happy across every touchpoint of 

your company. This includes elements like billing inquiries in 

different languages, refunds, fraud analysis and international tax 

collection and remittance. The more you can automate so that 

you can focus on optimizing your core business, the better.

Work With  
Experts
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* Source: X-Border Payments Optimization Report, December 2016

Number of top performing 
ecommerce companies that 

have implemented guarantee 
and refund polices.*



Growing sales by launching in overseas markets can be a huge 

boon for your revenue but it’s not without risks. Like in your 

traditional markets, seizing global opportunities requires you to 

have both a product and ecommerce experience that matches 

or exceeds customer expectations.

From marketing to product fulfillment to payments, meeting 

these more diverse expectations will understandably bring more 

complexity. Therefore, your best chance at success is to combine 

your expertise of your industry with partners that help with 

the specific elements that need to be optimized to maximize 

customer satisfaction.

With that in mind, if you’re planning an overseas expansion and 

are looking for ways to reduce the complexity of your international 

payments, we’d love to chat.

Contact us today at success@paymotion.com.

Staying 
Customer-Centric
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mailto:success%40paymotion.com?subject=


PayMotion provides a multi-channel commerce platform that includes a number of 
revenue optimization features to help merchants boost average order values and 
sell more online. The platform supports both one-time and subscription billing and 

offers a fully optimized and localized purchase experience across devices.

paymotion.com

http://paymotion.com

