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Leverage Your Web-site to Increase International Sales

presented by 2Checkout.com, Inc.
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Topics for Discussion

• A World of Opportunities…

• Leading with e-Commerce

• Getting Started: The e-Commerce Value Chain

– Customer Acquisition

– Portal Management

– Content Management

– Merchandising

– Checkout

– Fulfillment & Operations

• Know Your Resources 

• Questions
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The World is Focused on China, India and Emerging Asia
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But…every market has a unique set of challenges

• China Spooks Auto Makers 

– Foreign Companies Fear New Rules on Electric Cars 
Will Erode Intellectual Property

• Source: Wall Street Journal, September 18, 2010

– China's government is considering plans that could 
force foreign auto makers to hand over cutting-
edge electric-vehicle technology to Chinese 
companies in exchange for access to the nation's 
huge market, international auto executives say. 
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What are the right markets for you?
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2009 Percent of Population with Internet Access

India

So Africa

Pakistan

China

France

Thailand

Ukraine

Italy

Spain

UAE

So Korea

Germany

UK

Denmark

Sweden

Netherlands

Norway

Singapore

Belgium

Japan

Austria

Ireland

Hong Kong

Switzerland
Australia

Russia

Canada

Area of Greatest Opportunity

Source: CIA World Factbook(2010); Internet World Stats, Usage and Population Statistics, www.internetworldstats.com

http://www.internetworldstats.com/
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Germany France Netherlands Japan South Korea

GDP $ 3,273 $ 2,666 $ 799 $ 5,108 $ 810

GDP/Capita $ 34,212 $ 33.679 $ 39,938 $ 32,608 $ 27,978

Internet 
penetration

75.3% 69.3% 85.6% 75.5% 77.3%

Bankcard 
region

Europe Europe Europe Asia/Pacific Asia/Pacific

Primary 
language

German French Dutch Japanese Korean

Popular 
payment 
types

Direct Debit ELV
Credit cards
Giropay
Directbanking.com
Local bank xfers

Visa
PayPal
Carte Bleue 
(besides Visa)
Carte bancaire
Monnet

iDEAL
Acceptgiro
Credit transfers
Credit cards
PayPal
UseMyBank

JCB
PayPal
Credit cards
Local bank xfer

Credit cards
JCB
Check cards
Local/local 
cards:
•LG Card, BC 
Card, Samsung

Purchase 
Preference

Domestic Cross Border Cross Border Domestic Domestic

Source: Visa Europe Consumer Payments and Borrowing Lens Survey; Innopay: Online Payments 2010; Korea Times; RNCOS 

Pick Your Targets and Know your Markets
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E-Commerce Enables Market Access to Consumers and Businesses

Core Market

Emerging Market

Developing Market

Prohibited Market

Core Market

Emerging Market

Developing Market

Prohibited Market
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Getting Started: The e-Commerce Value Chain

Customer Acquisition: Activities 
that attract customers to your 
shopping site.

Portal Management:
The design and flow of an e-
commerce site including tools 
and processes for getting 
information and viewing 
content and products.

Content Management: The 
communication processes used 
to deliver value to a customer.

Merchandising: The processes of 
organizing, displaying, promoting, 
pricing and selling products or services 
on an e-commerce site.

Checkout: The processes for collecting 
payments, converting browsers to 
buyers, managing support services 
and closing the sale.

Fulfillment & Operations: The processes 
for filling orders, replenishing and 
accounting for completed sales  
including post-sale services.
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E-Commerce Value Chain Activities

Customer 
Acquisition

Portal 
Management

Content 
Management

Merchandising Checkout Fulfillment & 
Operations

Activities that 
attract customers 
to your shopping 
site.

The design and 
flow of an e-
commerce site 
including tools 
and processes for 
getting 
information and 
viewing content 
and products.

The processes 
used to  
communicate 
and deliver value 
to a customer.

The processes of 
organizing, 
displaying, 
promoting, 
pricing and 
selling products 
or services on an 
e-commerce site.

The processes for 
collecting 
payments, 
converting 
browsers to 
buyers, 
managing 
support services 
and closing the 
sale.

The processes for 
filling orders, 
replenishing and 
accounting for 
completed sales  
including post-
sale services.

SEO/SEM 
Activities

E-Mail Marketing

Affiliate 
Marketing

Syndicated 
Content

Social Media

Third Party 
partners 

e-Commerce 
Platform

Site Search Tools

Product 
Interactions

Downloadable 
Content

Graphic Design

Interactive Tools

Syndicated 
content

Subscription 
Marketing

Privacy Policies

Site 
Customization

Comparison 
Tools

Partnerships 

Category 
Structures

Product Imagery

Pricing Strategy

Promotion 
Strategy

Cross-Selling

Service Options

Security

Fraud Mitigation

Payment 
Methods

Payment 
Processing

Shipping 
Methods

Cross-Selling

Product 
Packaging

Shipping & 
Delivery

Customer Service

Returns/Exchang
es

Order 
Management

Accounting
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Customer Acquisition

• Activities that attract customers to your shopping site.

• The Internet speaks a funny language…

– And somehow you have to make your voice heard!
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Portal Management

• The design and flow of an e-commerce 
site including tools and processes for 
getting information and viewing content
and products.

• Your portal now includes other sites

– Facebook

– Alibaba

– eBay

– Shopping.com

– and other venues that will support
directly selling your products or
referring customers to your portal
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Content Management

• The processes used to  communicate and deliver value to a customer.

• Your level of commitment to global markets can be measured by your level of 
customization and personalization by market…

• Mettler Toledo has
this NAILED!

• Product presentment
on home page for 
SEO efforts

• Complete language
personalization by
country 

• OR….
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Content Management

• Select your country
off the map

• The key to this
strategy is to make
it easy for customers
to access your 
site and buy from
you – not everyone
has English as a 
primary language!
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Merchandising

• The processes of organizing, displaying, promoting, pricing and selling products or 
services on an e-commerce site.

• How you sell is as important as what you sell particularly in relation to whom you 
are trying to sell…

Plans and prices by markets
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Checkout

• The processes for collecting payments, converting browsers to buyers, managing 
support services and closing the sale.

• Checkout seems as simple as payment options…

• But there is a lot more to it than how customers pay
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Checkout

• Greatest challenge to Global e-Commerce is managing Fraud & Risk

– Payment Type Management

– Patriot Act – Know Your Customer/Office of Foreign Asset Control Compliance

– Fraud Detection Scans, Order Verifications, Managing Recurring Billing Policies

• Know your resources – there are alternatives to hosting checkout yourself that 
may make more sense when you first start

• This process must be rigorously controlled
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Checkout

• Don’t forget about Information Security protocols…

– Privacy Laws & Compliance

– Safe Harbor

– PCI DSS & Compliance

– Global Alternative Payments

– Data security and access

– Cousin domains



19

Fulfillment & Operations

• The processes for filling orders, replenishing and accounting for completed sales  
including post-sale services.

• Shipping internationally can be a challenge but it does not have to be

– National Carriers have excellent programs in most developed and emerging markets

– Look for partners who can simplify the process for shipping – particularly package 
forwarding services that containerize overseas shipments…
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Know Your Resources

• Physical Asset Control

– Evaluate partners for retail 
presence thoroughly

• Financial Service Partners

– Understand policies on foreign 
exchange, withdrawals and fraud

• Operations & Fulfillment Partners

– Select partners that will optimize 
your efforts and help mitigate 
fraudulent orders

ñFraud Ring Funnels 

Data From Cards to 

Pakistanò

- The Wall Street Journal, October 2008
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Collaborative Resources

• Retail shared fraud databases

• Industry groups

– NACHA; NRF; ETA

• Third Party Associations

– PCI Industry Council

• Credit Processing Networks

• Government Agencies

• Oh yeah….

http://www.nacha.org/
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Questions?

• …and me!

• Don’t go it alone!  There 
are plenty of resources to 
help you successfully grow 
your business on the 
global stage.

Christopher Daly
SVP, Chief Marketing Officer

2Checkout.com, Inc.
cdaly@2co.com


