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Expanding your Amazon business outside the United States sounds ambitious, 
but many merchants have found that selling globally is the key to significantly 
increased growth and profits. 

According to Amazon, last year entrepreneurs in 172 countries used Amazon 
Global Selling to reach customers in 189 countries. In addition, cross border 
sales now account for nearly 25% of all third-party units sold on Amazon. 

Many sellers who wish to expand globally naturally look to Europe’s 
marketplace as their first choice, and with good reason: Over 300 million 
Europeans buy online on an annual basis. The United Kingdom, in particular, 
is among the top three eCommerce markets in the world, and the largest 
and most attractive in Europe. According to ECommerce Europe, 92% of the 
UK’s population of 64.3 million uses the internet, and over 40 million of them 
shop online. For Amazon sellers who are looking for new ways to increase 
business, the potential for growth overseas is substantial. 

That’s where this eBook comes in. Feedvisor gathered top industry experts 
from AVASK Accounting & Business Consultants, Bobsled Marketing, 
eGrowth Partners, First Choice Shipping, InterCultural Elements, and World 
First to provide guidance and tips for expanding your business to the  
European marketplace. 
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There’s a whole world out there.
We trust that this publication will be an important resource for sellers who 
currently sell internationally, are just beginning to, or are just considering  
the possibilities. 

Happy reading, and happy travels!
Ohad Hagai, VP Marketing, Feedvisor



Beyond Borders 1© Feedvisor 2017 – The Algo-Commerce Company

Why Go Global?
Being an Amazon seller is becoming more and more challenging. From increased competition, unexpected brand 
gating, inauthentic complaints, reduced wholesaling opportunities, and ever-changing Amazon policy, sellers today 
face more obstacles than ever before. It’s vital that every seller adopts a diversified selling strategy utilizing other 
marketplaces such as Jet, Walmart, and global business opportunities. Making sure you have a strategy for sales 
growth is key, and one of the best opportunities for business diversification and sales growth is just a few clicks 
away: the Amazon global marketplaces.

If you haven't started selling on Amazon's global marketplaces, now is the time to begin thinking global. Another 
holiday sales season has come and gone and there’s no better time to begin a new initiative than first quarter.  
In 2015, as stated in Jeff Bezos’s annual letter to shareholders, “cross-border sales make up nearly a quarter of all 
third-party units sold on Amazon,” and that’s not by accident. Over the past few years, Amazon has been investing 
heavily in both personnel and FBA to establish the global marketplaces as destinations for sellers to expand sales 
by reaching Amazon’s full customer base, which is over 300 million worldwide. Amazon now also has 29 seller 
support centers and more than 125 fulfillment centers to support its 11 global marketplaces (amazon.com; .ca; .mx; 
.uk; .fr; .es; .de; .it; .in; .cn; .jp). Amazon has customers in 189 countries and there are more than 30 listing categories, 
so chances are you have a great opportunity to expand and grow your business.

But where should you start? That answer is simple: the Amazon Europe marketplaces. The combined Europe 
marketplaces receive 93.9 million monthly unique visitors, which is comparable to US amazon.com’s traffic  
of 97 million monthly unique visitors. The Europe marketplaces represent the biggest growth opportunity, because 
comparable customer traffic should directly correlate with increased sales similar to what you’re currently 
generating on your amazon.com account. For example, if your business is generating $1 million GMV annually,  
it would be reasonable to expect an additional $1 million annually by launching in the European marketplaces. The 
top two Amazon marketplaces are Germany and the UK, representing more than 60 million monthly unique visitors, 
so that alone should be a significant sales increase. 
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Plus, Amazon makes selling in the European marketplaces relatively easy. Sellers have the ability to manage their 
business through one unified account that allows the seller to switch between accounts amazon.co.uk, amazon.
de, amazon.fr, amazon.it, and amazon.es, while also providing sellers with tools for product listing and managing 
orders in each marketplace. Additionally, Amazon offers FBA in a seller’s source marketplace as a logistics hub, 
allowing Amazon to serve customers through its European Fulfillment Network.

The combined EU marketplaces receives 93.9 million monthly unique visitors, 
representing the biggest opportunity for expansion
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About the Author | Peter Kearns, eGrowth Partners
Peter Kearns has steered the success of hundreds of eCommerce companies and brands  
in his career. He is a former member of Amazon's seller services team, where he held positions  
in strategic sales and sales leadership. He is currently a partner and director of brand and 
marketplace expansion with eGrowth Partners.

There are a lot of things to consider when going global. The most important thing to consider is you have  
to make sure you’re selecting the right product. Just like with amazon.com, you need to make sure there’s a demand 
for the product you’re selling. There is usually a big demand for US products in the global marketplaces; just 
make sure to do your product research before buying inventory. Other things to consider are that products have  
to be localized into the right language. There are marketing and advertising costs. Having the right pricing strategy 
is more important to ensure sales and profitability. There are challenges with currency exchanges, fees, and VAT. 
Plus, despite Amazon offering FBA and logistics, there’s still the challenge of getting your products into the country.

As great as launching on Amazon’s global marketplaces sounds, it’s important to acknowledge the challenges and 
expenses involved. You should make sure the marketplace location you’re considering can generate the ROI needed 
to help your business achieve its goals and objectives and not end up costing your business money. Before jumping 
in with both feet, make sure your business is ready and you’re fully aware of the potential return on investment 
for the hard work and money invested into expanding globally. As the US marketplace continues to grow with 
new sellers, and competition continues to increase in both wholesale and private label, sellers have to be ready  
to expand and take advantage of new opportunities in order to sustain long-term growth.

Global Fast Facts
• Amazon has 11 global marketplaces: amazon.com; .ca; .mx; .uk; .fr; .es; .de; .it; .in; .cn; .jp
• Customers in 185 countries
• Over 30 listing categories globally
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Localization: Language
If you heard that the stepmothers are next to the finger hats, and that blue rain is climbing up the house and 
leaving behind an elf’s mirror, you might surmise you’re in a fairy tale. In reality, these are traditional names of some 
typical garden plants translated literally from German, and it's a great example of what happens when translations  
go wrong. In case you didn’t recognize what the flowers referred to, they are: pansies, foxglove, wisteria, and nemesia. 

This is a humorous example, but it underscores the importance of quality translation, properly considering context, 
and your target culture. To make a successful start into a foreign Amazon country, both translation and localization 
have to be spot-on.

Translation
Cheap translations can cause expensive problems.

Ideally, readers shouldn’t be able to tell that your product has been translated.  If they can, you risk losing their 
trust. If it’s badly translated, you’re risking your reputation. Worse yet, if a buyer purchases a mistranslated product, 
you may have an expensive return to deal with. On a practical note, foreign buyers won’t be able to find your items 
without properly translated and localized terminology and search terms.
      
A recurring theme in expanding abroad (and running an e-business in general) is the question of what steps  
to keep in-house and which to outsource. There are clearly pros and cons to both choices. It’s ideal to have a native 
speaking professional translator employed in-house to offer the best combination of quality and knowledge, but 
budget constraints usually force sellers to choose otherwise. Here are some tips on what to look for and what to avoid:

• Beware of machine translations. As good as machine translation is nowadays, it cannot account for the 
specificity of most sellers’ items. The more technical and detailed your products are, the less you should 
consider automated translation.
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• Always proofread. Proofreading isn’t only a second set of eyes on a translation; the proofreader should  
be perfecting the flow of the translation as well as checking the accuracy. Tip: “per word” translation prices 
don’t usually include proofreading, so factor this in when considering price.

• Only use professional translators, not just “someone who knows the language.” Translation is a profession 
for a reason; using someone who is not a translator by trade often results in lower efficiency and quality. They  
should have in-depth knowledge of eCommerce and marketplaces. This knowledge should ensure that 
your translations will satisfy the marketplace requirements (e.g. title length differs by marketplace, as does 
description/bullet points).

• Reduce translation costs where you can. Since most Amazon sellers have repetitious titles and descriptions, 
you should insist that duplicate (e.g. the same description multiple times) text is free and repetitive text (e.g. 
very similar titles) is discounted. Tip: Don’t be deceived by “per word” prices, since that usually indicates that 
you are charged for duplicates and repetitions.

Localis/zation
What’s the difference between translation and localisation? Interestingly enough, the word itself is a great example: 
localisation in UK English and localization in American English. Localization is the adapting of listings to the local 
culture and audience, and can take many forms:

Translation gone wrong: A British biker’s clothing seller hired a company who used automated translations 
to translate a successful line of biker jackets into German. While the machine translated the words,  
it skipped the sizing in his titles and descriptions, resulting in a very expensive returns problem when most 
buyers purchased the wrong size.
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• Different spellings or terminology like in UK/US English (e.g. cosy/cozy, trainers/sneakers). Localized terminology 
is often the very search terms that locals will use to find their products. For example, if you don’t bother  
to change pants to trousers in the UK, you won’t be found.

• Metric vs. Imperial systems – which is correct in your target market?
• Sizing is different in many countries, and not adapting it can also lead to an expensive wave of returns.

It’s not only words which have to be localized. All item data must be amended for the target audience. For example, 
Amazon categories and browse nodes are different in each country, and here is where a native speaker is of prime 
importance. Sometimes categorizing items is not as easy as it seems to be. Case in point: What many non-Germans 
consider “shoes” are actually sold as “boots” in Germany, and vice-versa. Put your item in the wrong category and 
sales will suffer. Similarly, search terms and other important item attributes are best “re-created” by a native who 
knows what his compatriots actually search for. 

With high attention to detail, texts should fit your target market to increase your visibility and sales. So when 
amending your catalogue for language, don’t forget to cater the localization to your target audience as well!

About the Author | Scott Galvao 
Scott Galvao is a co-founder and a managing director of InterCultural Elements (ICE). His life before 
InterCultural Elements included over six years at ChannelAdvisor UK. Scott is a dual American/
Portuguese citizen who has lived in Germany since 2000.
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Localization: Product Selection
How do you know there’s an opportunity to expand your business abroad? Happily, it's rare that a seller doesn't 
have expansion potential. A good initial signal is if you already have sales from foreign countries. This indicates 
your prices and shipping are attractive enough to capture other countries' consumers. Attractive enough, in fact, 
for someone to purchase even though the product probably isn't in their language. It makes you wonder how many 
compatriot buyers you’re not reaching because you haven't catered your products to them. So if there’s potential, 
what are the next steps?  

How Do I Pick Which Items I’ll Sell in Which Countries?
Too many sellers jump right into the “how-tos” of getting their items listed and skip the vital step of creating a strategy 
for expansion. This is akin to building a house without a blueprint. It often leads to unrealized potential and in the 
worst case, can result in lost money, time, and resources. Making that blueprint takes lots of good information. 

Luckily, Amazon offers some great advantages over other marketplaces in this respect. It's easy to compare your 
products and prices with other Amazon sellers. For example, sellers can scope out competitors on their products’ 
ASINs to harvest a wealth of data on how their prices measure up. This is ideal when entering a new Amazon 
country, since your goal is to launch as many of your items as possible with the least time and cost necessary. 

Sounds difficult? It doesn’t have to be.

Do it Yourself or Outsource? 
As described in the chapter on language, sellers must ask themselves whether they perform these tasks in-house 
or outsource. In an ever-expanding eCommerce ecosystem, there are specialists in just about everything. This 
decision is of vital importance, so to help make the right choices, let’s first define what you’ll require. 

What Information Do I Need to Choose Items and Countries?
You’d ideally like a competitive analysis which tells you which items to sell in which Amazon countries. After 
all, don’t forget there are numerous potential Amazon opportunities available. Beyond amazon.com and the  
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high-potential European Amazon countries, many of our clients have experienced strong results from Amazon 
Japan, Canada, and even Mexico. So you should always be thinking in two dimensions: items and countries. 

What information do you need to choose your items and countries? You’ll need to know:    

• Which of your items are already being sold in which country.
• Price comparisons on each item, ideally including shipping costs. Remember that you’ll be competing with 

domestic sellers in these foreign countries, so shipping can be a determining price comparison factor.
• By collecting price comparisons described above, you’ll start to see a pattern of competitors. They’ll often  

be different sellers from those you recognize from your home turf. Once you identify them, you can examine 
their listing practices to garner tips on how to better sell in your new target country.

If You Do the Research Yourself 
If you choose to search for this information in-house, the most basic way of accomplishing this is simply searching 
for your products in each Amazon country and collecting it as described above. We recommend doing this in every 
Amazon country, even if you haven’t thought of selling there yet, since the best opportunities often lie on the roads 
less traveled. Clearly sellers with less items will be able to do this faster than those with high SKU counts. If you  
do have too many SKU’s to efficiently research by yourself, identify your core products and kick off with them.

Be sure to compare the difference in prices from country to country as you collect your findings. This country 
comparison is a step most sellers never take, and it’s a big part of your blueprint. 

Since you only have limited bandwidth, you’ll want to focus on Amazon countries with the highest probable ROI. 
Stay away from overly competitive countries, even if you consider them lower hanging fruit. You’ll likely find that 
countries you haven’t considered offer attractive latent potential. 

For those of your items already listed in target countries with competitive prices (including shipping), you can begin 
piggybacking those ASINs. We’ll speak more about that in a moment, but for those sellers who don’t have the time 
to do the research described, rest assured that there are services that can help. 
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Outsourcing the Research 
There are services and tools which can speed data collection and analysis to get you pointed in the right direction(s). 
An example of what such a report can look like can be seen below. Note that these shots only cover the UK. Each 
Amazon country should be reviewed in detail so that it may be compared and contrasted.

Amazon UK

How many items were searched for and how many found?
Out of 5000 submitted items, 4,014 (80.3%) were found on Amazon UK

Seller name:
Item searched

ShuSellr
5000

20
1.95

Seller threshold for free delivery:
Seller average delivery cost:

16%

84%

ShuSellr is currently listing items:    3,377 ShuSellr is NOT currently listing  these items:    637

This shows you your items on Amazon UK
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Price comparison for items found?

How are your competitors?

This shows you which of your items are cheaper

This shows you information about your top 10 competitors

637 items ShuSellr doesn't list on

26%

74%

ShuSellr is cheapest    472
Competitor is cheapest    165

   637

3,377 items ShuSellr already lists on

19%

81%

ShuSellr is cheapest    2,727
Competitor is cheapest    650

   3,377

Competitors

1. bestshoesever
2. Amazon UK
3. makeyourshoescometrue
4. shoesglobal
5. shoesrus
6. onlyshoes
7. shoesource
8. shoemagic
9. shoeshoeshoe
10. shoegoddess

Items found

932
476
312
240
233
215
205
182
130
119

Competitors is cheaper

505
116
50
38
179
91
89
123
11
50

54.18%
24.37%
16.03%
15.83%
76.82%
42.33%
43.41%
67.58%
8.46%
42.02%

ShuSeller is cheaper

427
360
262
202
54
124
116
59
119
69

45.82%
75.63%
83.97%
84.17%
23.18%
57.67%
56.59%
32.42%
91.54%
57.98%



Beyond Borders 11© Feedvisor 2017 – The Algo-Commerce Company

Whether you use a tool, a service, or research in-house, these screenshots demonstrate what useful results can 
look like. Services can often collate much more data that sellers can, enabling countries to be compared “apples  
to apples,” and allowing you to create a prioritized list of Amazon countries to expand into.                

The Fast Road...
Once you know where you want to expand first, and which of your items are already live, you can piggyback  
on those existing ASINs. Piggybacking allows you to initiate sales in a new market quickly and cheaply, avoid 
translation costs, minimize your risk, and allow your brand to benefit from preexisting product rankings.  

You’ll want to ensure the ad’s title, description, and bullet points accurately describe your items; after all, you’re 
relying on someone else's data. If your product data is significantly better than the existing low-quality ASIN,  
it could represent a competitive advantage. That in itself could be reason to create a new ASIN. 

Here’s a tip: To warrant creating a new ASIN and lessen the chance Amazon amalgamates it into the existing one, 
offer an added company-specific giveaway with the product. For example, a shoe seller might add in a company 
specific shoe-horn. The combination of the added value and the better information often make even new listings 
real competitors to established ones. And as an added bonus, it also safeguards other sellers from piggybacking 
your new ASIN. 

And speaking of creating new listings, it's not always better to piggyback. There are clear disadvantages  
to piggybacking if you're not the cheapest or don’t have a good advantage over competitors. In such a case, many 
opt to create whole new ASINs. 

The High Road...
For all other products which don't happen to be listed in your target Amazon country, you’ll have to create those 
ASINs anew. But how do you choose these? If you have a small enough number of SKUs, it’s recommended  
to list them all, since a larger catalog builds your new Amazon presence faster. However, If you have to choose  
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the items from a large catalog, indicative data (e.g. sales stats on which items sold where) can aid in choosing which  
to focus on first. Another favorite practice of aspiring international sellers is to observe where their competition 
has expanded and how they’ve fared.

There is certainly a lot to consider when choosing countries and items for Amazon, but by breaking the process 
down into these steps and comparing the data, you can build a successful blueprint to map your way to Amazon 
around the world.  

About the Author | Scott Galvao 
Scott Galvao is a co-founder and a managing director of InterCultural Elements (ICE). His life before 
InterCultural Elements included over six years at ChannelAdvisor UK. Scott is a dual American/
Portuguese citizen who has lived in Germany since 2000.



Beyond Borders 13© Feedvisor 2017 – The Algo-Commerce Company

Localization: Marketing & Advertising 
An international expansion creates huge opportunities for sellers to increase sales. Part of the reason for this  
is that markets in the EU and beyond may be less competitive than the US and UK. And if you happen to be the only 
seller of a particular SKU, you will be able to own the product detail page and have free rein over making product 
detail page improvements.  

The thing is, launching products in a new market introduces new challenges. Sellers need to promote products  
in a different language and to customers with different buying behaviors.

So how can sellers make the most of the opportunities presented in international markets and get their product 
offers in front of more customers?

1 | Own the Product Detail Page if Possible, and Make the Most of It. 
If you’re the first seller to list a product, you’ll be able to create the product detail page from scratch and ensure 
it follows best practices for discovery and conversion. This is something that’s much harder to do when you’re one 
of many sellers of a particular product. Selling in a less competitive market where you own the product detail page 
allows you to start fresh, using the best practices that we know help to drive the Amazon search algorithm, which 
helps your product listings get discovered and increases conversion on those listings. 

It doesn’t matter how often you’re winning the Buy Box, if the product page itself is not showing up in organic 
search results, or does a poor job of convincing customers that this is the right product for them.

Having editing rights to a product detail page is also possible when selling your own brand or by obtaining the 
exclusive rights to sell a brand on Amazon. Some savvy sellers also create new multi-pack listings and product 
bundles which afford them control over the product listings. 
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2 | Understand the Drivers of the Best Seller Rank
Regardless of which market you’re selling in, the same principles that drive Amazon’s search algorithm apply when 
it comes to optimizing product listings. There are three elements in the search algorithm that contribute to your 
products’ Best Seller Rank: relevance, sales velocity, and conversion rate. We’ll dive deeper into those three factors 
and how to use them to your advantage. 

Relevance: keywords 

Your keywords are particularly important. For example, if a customer searches for “white chalk paint” and you have 
a product that is white chalk paint and those words are listed in your title, then your product will show up as having 
high relevance to that query — much more than if you had just “white paint” or “paint” in your title. This is where 
your keyword research is really important. Having the right keywords in your title, bullet points, and metadata  
is one of the best ways to increase your relevance. 

Top tips:
• Do you need keyword research to be conducted in the local language? It depends. 

You can “DIY” keyword research if you’re going to be initiating a PPC (Pay Per Click Advertising) campaign, 
which is discussed more in point number three. For this method, set up Auto campaigns and harvest 
them for the top-performing keywords and phrases. This can be supplemented with some light research  
on Google translate, and the Google Adwords Keyword Planner tool, which is free. 

A translator can consider how the brand name or product name could be misspelled in the local language. 
Including these misspellings allows you to target phonetic spellings of your keywords. A translator can also come 
up with more nuanced keyword research in the local language, which could be a benefit in more competitive 
categories where you need an additional edge. A translator will help you understand all the variations  
of keywords and ensure that you don’t miss relevant keywords that a simplistic tool like Google Translate 
wouldn’t have picked up.
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• Either way, periodically look to your PPC campaigns as a rich source for top keywords. Keywords that perform 
well in PPC campaigns offer insights into what’s driving traffic to your listings. Integrate top-performing keywords 
and search terms back into your listing’s title and back-end keyword fields so that you also show up for  
it in organic results. 

Sales velocity

Sales velocity is the number of sales your product has had in a specific timeframe, relative to your competitors. 
If Product A has sold 10 units per day for a month, and Product B has sold 100 units per day for a month, then all 
other things being equal, Product B would rank higher thanks to its greater sales velocity. 

Top tips:
• Increase sales velocity effectively with Lightning Deals (four-hour deals that Amazon runs periodically). These 

operate the same in the UK and European markets as on amazon.com (US). If, during an a four-hour period, you 
get over a thousand sales, your Best Seller Rank is going to improve dramatically.

• Increase organic sales rank through PPC campaigns. If you’re running effective campaigns that result in sales, 
then that will help a product’s organic sales rank as well. Since you’re getting more sales overall, it will also 
help your organic rank for the keyword from which you got the PPC sales. For example, if someone searches for 
“white chalk paint” and sees your ad, clicks it, and buys the product through that trail, Amazon captures the 
keywords that were used (organically or paid) so your relative ranking for that keyword will increase as well. PPC 
can help your organic sales rank overall, and for specific keywords you’re trying to rank for.

• Consider seasonality factors. While the biggest holiday spending in the United States is centered around 
the Thanksgiving Day weekend in late November, online shopping in Europe peaks later in December. Other 
holidays and events will affect seasonal shopping patterns, and it’s worthwhile researching the top holidays  
in each market that you sell in. Each country should have its own promotional calendar for your marketing and 
advertising efforts.
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Conversion rate

This is the number of people who actually bought the product relative to the total number of people who looked 
at the product page. The way your conversion rate is calculated is: 

Sales / total traffic = conversion rate. 

In order to optimize your conversion rate, you need to increase the proportion of sales relative to your total traffic. 
On-page product optimization is the key here — great product images, great copy, and great product reviews are 
the elements which help communicate value to browsers and help them make a buying decision. You want each  
of the elements that you can control to be working hard to win that sale. 

Source: Adobe Digital Index, 2015 Holiday Shopping Prediction

ADOBE DIGITAL INDEX

There is no one "best day" worldwide

ONLINE SALES REVENUE ON BIGGEST SHOPPING DAY

CHINA

11/17/2015 12/8/2015 12/9/2015 12/13/2015 12/14/2015Singles Day Black Friday Cyber 
Monday

Green
Monday

MEXICO

UNITED STATES

GERMANY
FRANCE
AUSTRALIA

SWEDEN
DENMARK

FINLAND

SPAIN
ITALY AUSTRIA

NEW ZEALAND

JAPAN

NETHERLANDS
BELGIUM

SWITZERLAND
CANADA

UNITED KINGDOM
BRAZIL

ARGENTINA
NORWAY

Most countries will see peak online 
holiday shopping in December.

Black Friday and Cyber Monday 
have grown in importance to 
following the trend in the US.

China is unique for its large online 
shopping day in early November  
on Singles Day.
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Top tips:
• Great product images. Each SKU can have seven to nine product images, and it’s in your best interest  

to maximize each image slot, if possible. An attractive, main image that stands out among other product listings 
in the search results is key. Other images to consider include the product in its packaging, lifestyle photos 
showing the product in use, and images which highlight a specific feature or benefit. Finally, make sure the 
images you upload are high-resolution (at least 1000px on one side), to enable the zoom feature.

• Engaging copy for titles, product bullet points, and descriptions. You want to strike a balance between optimizing 
for keywords, and creating a compelling, emotionally engaging title for each product. Succinctly explaining not 
only the features, but the benefits of the product is also necessary to help turn browsers into buyers. This 
is where you need a translator who is also a talented copywriter, and familiar with the behavioral buying 
behaviors of the local market. For example, many European shoppers are less swayed by “spur of the moment” 
purchases than Americans, so product listings should be more factual and feature-driven, and less reliant  
on emotional triggers. 

• Great product reviews. People want to buy products which have already been reviewed by other customers. Set 
up an engaging post-purchase email sequence which gets sent to customers and encourages them to write  
a product review. The post-purchase email sequence is another piece of copy which is worth the investment  
of working with a translator. You can then use one of the many software tools available to automate the sending 
of these messages to customers.

• Optimize for mobile use. You’ll see some differences in how the product is displayed; for example, product 
titles are truncated after the first 25 characters, and only the first three of five bullet points are displayed. 
Consider whether customers will know what they’re looking at from a mobile screen whenever you’re optimizing 
a product page for conversion. Keep in mind that shopping via mobile devices is becoming more popular  
in Europe, with many countries having even higher mobile shopping penetration than the United States.
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3 | Set Up Pay Per Click Advertising (PPC)
A significant strategy underpinning those three search elements is Pay Per Click Advertising (PPC). PPC can, and 
should, be used whether you’re the exclusive seller of a product or not. 

The PPC platform on Seller Central is called Sponsored Products. Sponsored Products show up on the right hand 
rail and top of organic search results. Many customers browsing search results have no idea that they’re looking  
at a paid placement. PPC is the most reliable and fastest way to get your product listings to show up on the first page 
of search results for a given search term. Sponsored Products works on an auction system. More competitive search 
terms, like “eye cream,” will command higher bids than less competitive terms, like “green cast iron memorial urn.” 

Note that your Sponsored Product ads will only be eligible to display when you’re winning the Buy Box. Therefore 
it’s important to have an effective Buy Box strategy in place if you’re not the exclusive seller of a product. 

How to effectively run PPC ad campaigns in a foreign language
Running effective, efficient PPC campaigns is challenging enough in your native tongue, let alone in an unfamiliar 
language. The good news is that you can manage the Sponsored Products interface in your own language. For best 

© 2014 PayPal Inc. All rights reserved. Confidential and proprietary. 
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results with PPC, you would ideally consult with a translator to understand the nuances of various search terms.  
But it is certainly possible to adequately manage PPC campaigns without being fluent in the local language.

Top tips:
• Start with an “auto” PPC campaign. This allows you to create a large number of keywords and phrases which can 

then be reviewed for effectiveness, added into manual campaigns, and fed back into your on-page optimization 
efforts. Keep Auto campaigns running even after you’ve gathered an initial list of keywords — Amazon will 
continue to test new keywords in the Auto campaign over time.

• Consider negative keywords. These ensure that your ads only display for the most relevant keywords, and not trigger 
ads for queries which are not relevant for your product (or have been proven to not perform well in the past). 

• Analyze and leverage PPC search term reports. These reports show you which search terms are performing 
well, even if you don’t understand exactly what they mean. A good indicator is when there’s not as much 
search volume for a particular term, but you’re winning every sale for that term, because you’re the only one 
bidding on that keyword. This type of keyword is useful to integrate back into your listing so that it also shows  
up in organic results. 

• Research misspelled words. Some markets also have a higher incidence of misspelling keywords than others, but 
finding these misspellings can uncover high-performing keywords at a very low bid price. 

• Understand that there will be different purchasing behaviors in different markets. For example, in some price-
sensitive markets, phrases like “keyword + lowest price” might be more common, while “keyword + best quality” 
might be more common in an affluent market which is less price sensitive.

About the Author | Kiri Masters 
Kiri Masters is the founder of Bobsled Marketing, and a self-identified Amazon junkie!  
Kiri’s book, The Amazon Expansion Plan, is available on Amazon.
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Localization: Logistics & FBA
Selling online offers a myriad of opportunities and choices, and international trade is definitely one option for  
a motivated seller to explore. The UK is the ideal country to target because we Americans are closely related  
to the English, both in culture and style. Most products that sell well in the United States are sought after in the  
UK too. Additionally, there are a host of items that are unavailable to Europeans, who will pay a hefty sum  
to purchase these goods locally. 

Still, many sellers are intimidated by the logistics involved in shipping overseas. Every item imported to the  
UK needs an EORI number for customs to keep track of the sender. The language barrier can cause confusion  
as well. Unpaid taxes can send your package into credit stop for weeks and months. Failure to comply can turn you 
into a frustrated mess.

However, a certified shipping company can transform a complicated process into a pleasant experience. Shipping 
internationally is now as feasible as selling in the United States. Why not bring your business to a money-spinning 
place by having your items glide across the Atlantic to the Amazon UK Fulfillment Center? Once your merchandise 
reaches the Fulfillment Center, it can be sent directly to your customers in all of the European Union including 
France, Germany, Spain, and Italy. 

Here are some important guidelines for shipping abroad:
• Hazmat — In most cases, hazardous materials — including batteries and perfumes — may not be shipped 

internationally. A qualified shipping company can assist by informing you which carrier will allow hazmat items 
to pass and in what way. 

DHL Express, for example, will ship batteries that are in a sealed compartment, such as a phone with a sealed 
battery. If you try sending that same telephone with UPS, you will be disappointed. Conversely, with the right 
paperwork UPS will ship your regular batteries, while DHL Express refuses to do so. 
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Attempting to ship hazmat goods singlehandedly might get you stuck in bureaucratic red tape. While it’s rather 
simple to obtain an IATA license to ship perfume, Amazon will only allow you to sell hazmat items if you are  
a licensed hazmat seller. Your shipper can guide you about how to comply, using the proper stickers and filling 
out the necessary paperwork.

• Dangerous Goods — These include any wildlife ingredients, milk derivatives, fish oil, and some other products 
that your shipping company knows about. Do ensure that your package is compliant with all requirements  
to prevent it from getting held up in customs. If in doubt about an ingredient, contact your shipper. 

• Dimensional Weight — Packages are measured in two ways, actual and dimensional. The actual weight is just 
that: how much the package weighs. All major carriers use the following formula to calculate the dimensional 
weight of the package: They will multiply the height, weight, and width of your box and divide the product  
by 139, reaching the dimensional weight. The carrier compares the two amounts and charges you, the seller, the 
higher price. And then you wonder why your bills are so pricey. 

An honest shipping company will instruct you how to package your goods economically. Pillows, for example, 
are large and light, which means you’ll be paying a pretty penny for the dimensional weight. A worthy 
recommendation would be to include a heavy item in the box so you get the maximum for your money.

• Harmonized Code – When shipping internationally, a description of goods in the form of a number code should 
be included. You are also required to record the wholesale value of the merchandise shipped. 

If the entire shipment is worth less than $2,500, a Harmonized Code (also known as a Tariff Code) is not 
mandatory. Regardless, we recommend that you take the time to include your code, or else customs will use its 
own code. You may be shipping children's clothing which is VAT free with 12% duty, for example, while customs 
has codes for adults' clothing which is not VAT free. They may apply the adults' clothing code to your children's 
clothes, causing you an inflated tax bill of 20% plus 12% duty!
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In conclusion, international trade is a smart and safe way to increase your sales by far. But having a reliable and 
professional shipping company may be the most important step in the process of bringing your brand or business 
across the globe. 

About the Author | Pearl Ausch  
Pearl Ausch is the Director of Sales and Marketing at First Choice Shipping.
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Localization: Currency and Banking 
So now that you have learned how to navigate the intricacies of marketing, pricing, logistics, and FBA, you should 
now be thinking about how to bring your foreign currency back home. You may be surprised to hear that the way 
you buy from overseas suppliers, price your goods abroad, and bring your revenue home could be costing you 
significant profits every month. That’s why a well-thought out currency strategy will actually save you money rather 
than cost you money. It’s just a matter of finding the best rates and staying clear of unnecessary fees.

We’ll look at some of the ways in which currency can affect online merchants trading on international marketplaces, 
and look at how you could save money simply through managing your international payments in the right way. 

How Marketplaces Convert Your Funds 
Many marketplace operators will offer a service to transfer your sales revenues back to a bank account in your home 
country and in local currency. What you may not be aware of, however, is that you don’t have complete control over 
when the transfer happens and the exchange rate you are given. It’s not uncommon for a marketplace to charge 
higher exchange rates compared to international payments companies — and that’s not including the selling 
fees that you need to pay directly to the marketplace. That’s why securing a better rate through an international 
payments company can help you save money.

Making Sure the Price is Right
When you’re competing with many other sellers on the same marketplace, often selling the same products, the 
onus is on you to be as competitive as you can be. The exchange rate could be one of the key factors that decides 
how competitive you’re prepared to be. If the rates are in your favor — and your money goes further — you may 
decide to lower your prices to make them more appealing to consumers.

For example, just before the UK voted to leave the European Union in June 2016, the pound traded for around $1.45. 
Just days after the Brexit vote, the pound plunged 10% to around $1.30. That kind of currency fluctuation could have 
seriously impacted your revenue. If you were repatriating £100,000 worth of sales back to the United States, a $0.15 
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drop in the pound means you would have received $15,000 less than you would have before the Brexit vote. That’s 
a substantial drain on your profit margin just because of exchange rate movements.

This is why it makes sense to have a pricing strategy that utilizes tools like spot and forward contracts. These tools 
will help you decide upon the most competitive price and the highest price you’re prepared to sell at and allow for 
the rates to move against you. It’s all about making the best possible profit out of your pricing model. Investigate 
your competitors’ products and prices, and choose the position that makes the most sense for your business. 

Buying from International Suppliers
The amount you end up paying for stock from overseas suppliers will depend on the exchange rate you’re getting. 
The rates are always fluctuating, so if you get your timing wrong, you could end up paying much more. Rates 
can change dramatically in a matter of weeks, days, or even hours, and if they move against you, you could end  
up seriously paying out of pocket. 

Of course, things can also move in the other direction, which could make your supplies cheaper. But the point  
is that anything can happen in the currency markets — and you should have a currency strategy in place to protect 
your profits. When the rates go against you, you could have a pretty quick decision to make: either increase the 
selling price of your products (which could risk you being uncompetitive in the marketplace) or retain the same 
prices, but make less of a profit. What would you do?

With currency markets and exchange rates capable of moving quickly — sometimes dramatically and in a short 
space of time — it can be difficult to keep on top of what these moves mean for your business. Even in the 
time between negotiating with a supplier and paying them, the rates could have moved markedly. If this sounds 
worrisome to you, it really shouldn’t. There are ways of combating uncertainty in the currency markets.

This is where using a forward contract can help protect you from market volatility. With a forward contract, you can 
fix an exchange rate for a period of time, perhaps even a year or more, so that you know exactly how much your 
payment will cost you. Through a forward contract, you can be sure that the exchange rate won’t change for you, 
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even if it goes against you by the time you need to transfer money. This is critical for budgeting and forecasting.  
Or you can stick with a spot contract, which means you get the best rate of the day. 

How to Avoid Marketplace Transfer Fees
The key is to work with an international payments company to help you set up native bank accounts into which 
you can receive sales revenues in the country in which you’re selling. Then the company can help you transfer your 
funds out of the marketplace environment and move your funds back to your chosen account back home at a much 
better rate and with little or no fees.

As well as saving money, the security of your money is important too. Check that the payments company you choose 
will set up segregated overseas receiving accounts that are exclusively yours to use, rather than opening a single 
receiving account in another currency into which all of their clients’ funds are placed. This can be risky, and lead  
to blacklisting if other businesses accessing that account don’t play by the rules set by the marketplace.

Before long, your online business will take off, and your attention will turn to getting your funds back home.  
But by not actively managing your international payments in the most effective way, many online sellers are costing 
themselves money without even knowing it.

The bottom line? Make sure you’re aware of how you could be affected by fluctuating exchange rates, and  
be comfortable with the actions you’re taking to negotiate the ever-changing currency markets.

About the Author | Christian Hudspeth 
Christian is a financial writer at World First. He has been covering the financial markets for the 
past several years, and has written analytical and educational articles on everything from foreign 
exchange and stock investing to financial sector trends. Before he became an editor, he worked  
in Austin’s commercial banking industry for seven years. Christian holds a B.B.A. in finance from St. 
Edward’s University in Austin.



Beyond Borders 26© Feedvisor 2017 – The Algo-Commerce Company

Localization: Tax & VAT
Taking care of VAT and customs can sometimes leave sellers’ heads spinning. The process can be involved, but 
being aware of the regulations — and setting up systems for effectively managing them — can help sales move  
along smoothly. 

How VAT Works 
VAT (Value Added Tax) is a tax levied on a sale of goods and services by a VAT registered business. VAT is currently 
charged at different rates through Europe. The VAT rates in the five EU marketplaces are as follows:
UK – 20%
Germany – 19%
France – 20%
Spain – 21%
Italy – 22%

ECommerce merchants or businesses located outside Europe must register for VAT before selling in an EU marketplace. 
The time of processing VAT registration varies among each EU country and can take from seven days in the  
UK to up to six weeks in Germany, France, Spain, Italy, Poland, and the Czech Republic. 

After you receive your VAT number, you must add it to your Seller Central Account along with the address under 
which your VAT number was registered. Once goods are stored in one EU marketplace, sales can be made directly 
from an EU marketplace to the other four EU marketplaces; this is called distance selling. 

Getting an EORI Number and Filing VAT Returns
Before sending your products over to Europe, you will also need to apply for a European identifier Number (EORI) 
along with your VAT number. EORI is a European number linked to your VAT number that allows the customs  
in an EU country to identify your shipment(s) and issue the respective VAT refund certificate against the import VAT 
that was paid at customs. 
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It is extremely important that both VAT and EORI numbers are used when you are making a shipment to Europe.  
It is your responsibility to make sure that your shipping provider includes these numbers in your shipping invoice. 
The reason for this is because your tax advisor in the respective country of registration will be able to receive the 
VAT refund certificate and claim the import VAT that was paid at the port of entry. There are different VAT schemes 
in each country that could be beneficial to explore while discussing your import VAT with your tax advisor.

Once you have VAT registered in an EU country, you have the legal obligation to file VAT returns according to the 
local rules, irrespective of the amount of sales per quarter. All non-established entities that wish to trade in Europe 
have to register for VAT and declare all sales from their first sale.

If you do not file your VAT returns, you will face severe penalties and surcharges imposed by the local tax authorities. 
Each country has different filing deadlines and you need to communicate closely with your tax advisor to ensure 
that the full payment for the VAT arrives in time. Wire transfers should preferably be sent to the tax authorities  
a week prior to the deadline of the VAT return.

Distance Selling
Once you get VAT registered in an EU country, you can make use of the distance selling thresholds that are  
in place. This means that as long as you sell below the respective distance selling threshold in an EU country, you 
can declare your distance sales in the country of VAT registration. The distance selling threshold for the UK is £70k, 
for Germany €100k, while for the rest of Europe is €35k. For example, if you are registered for VAT in the UK and 
you are distance selling in Germany, France, Spain, and Italy, you can declare sales of up to €100k for Germany and  
up to €35k for the other countries in the quarterly VAT return.

Once the distance selling thresholds have been reached in a particular EU country, all non-European eCommerce 
businesses are required to be registered for VAT. This includes charging local VAT rates, completing the related 
documentation, and submitting timely VAT filings with the relevant tax authority.
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Pan-European FBA
Pan-European FBA was introduced by Amazon in 2016 to all Amazon merchants wishing to take full advantage  
of selling across Europe. It allows sellers to list their products in all five EU marketplaces and send products to any 
of the 25 Amazon fulfillment centers in the UK, Germany, France, Spain, Italy, Poland, and the Czech Republic. The 
Polish and Czech fulfillment centers are used for storage purposes and operate as a backup storage area for the 
main five EU marketplaces. When customers order products, Amazon handles the fulfillment logistics and provides 
fast and reliable delivery from the closest fulfillment center available. Amazon also provides customer support  
in customers’ local languages, facilitating customer inquiries, returns, and refunds on a 24/7 basis. 

By gaining proximity to the marketplace, fluidity of your stock should lead to faster shipping times and lower 
delivery costs for your final customer. With this in mind, Amazon eCommerce sellers can avoid costly cross-border 
FBA fees and can reap the benefits of Amazon Prime. 

As long as your products are stored in any of the seven fulfillment centers of the Pan-European FBA program, 
you need to register for VAT and file VAT returns and the respective Intra-Stat reports that are required from the 
relevant tax authorities. This means that the determining factor for registering for VAT is the place of supply, which 
is your fulfillment center. Alternatively, you can simply register for VAT in one EU marketplace and always make use 
of the distance selling thresholds that are in place until you reach the distance selling threshold. 

About the Author | Dr. Angelos Katsaris  
Dr. Angelos Katsaris is the business development director of AVASK Accounting & Business 
Consultants. AVASK is a leading accountancy and tax firm that focuses on providing online 
entrepreneurs with VAT, tax, and accountancy services in the UK and Europe. Being part of the 
Amazon Global Selling program as external tax advisors, AVASK currently assists hundreds  
of eCommerce merchants and vendors from across the globe.
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Managing Your Global Portfolio
Branching out to international markets is exciting, but also daunting. Your products are being sold in different 
countries, with different currencies, different languages, and different cultures. With so much to keep track of, it’s 
important to monitor the performance of each market so that you can make better business decisions.

Looking Beyond Sales
Savvy Amazon sellers know that there are many factors that can influence product sales performance. When you 
are selling globally, those factors multiply and can change rapidly, and so keeping track of them can be challenging. 

Some variables to consider include:  

• Product demand and sales by country and by product
• Buy Box share and competition per country
• ROI per country and platform (i.e. eBay, Magento, etc.)
• Pricing in each country
• Average profit per item across all your selling channels
• Trends and rankings
• Rates of returns and refunds, and their impact on shipping costs

Finding The Right Management Tool
How can an Amazon merchant who is selling globally keep track of everything? The answer: by using the right 
management tool.

The most effective software can help you manage your global portfolio and shed light on which of your products 
perform best in which country. It can also give you the information you need to make crucial decisions about 
inventory, pricing, product assortment, and product modifications.
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The right management tool will also:

• Allow you to view all products in the same currency — either dollar, pound, or Euro — regardless of location. This 
will give you a full picture of how your products are performing and will ensure that you’re comparing apples 
to apples

• Provide layered views, from the global portfolio level to the marketplace, storefront, or product level 
• Present a full perspective of the product life cycle, from selling to buying, along with the ability to make 

decisions at any point in the life cycle 

Ultimately, using an effective management tool can give you a global view of your global portfolio, while also 
focusing on specific product performance. 

Example:

Justin, an Amazon merchant, sells shampoo in the United States, Germany, Italy, Spain, France, and the UK. 
Using global management software, he monitors sales on a regular basis. Justin can see at once that while 
his profits are excellent, the bulk of his sales are coming from the UK and the United States. In Germany, Italy, 
and Spain, sales are slower. In France, demand is low and the product is not selling at all. 

As a result, Justin makes sure he is always in stock in the UK and the US by adjusting the replenishment 
process accordingly, but drops the price slightly in Germany, Italy, and Spain in order to stimulate faster 
sales. He decides not to replenish his shampoo inventory at all in France and moves all remaining inventory 
to the UK fulfillment center. 

Please see the next page for a graphic representation of this example.
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About the Author | Nir Veledniger
Nir is an account manager at Feedvisor, the leading algorithmic repricing and revenue intelligence 
solution for Amazon sellers. Nir has worked with hundreds of Amazon sellers and specializes  
in optimizing inventory decisions using proven big data techniques.
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Customer Care and Feedback
How do you provide customer service when the sales start rolling in? In order to maintain excellent performance 
ratings, your customer service team has to be able to do work with both your domestic and international accounts.

Monitoring Emails and Feedback
The foremost task for customer service is usually replying to emails. But keep in mind that your customer service 
team not only has to be able to understand buyers’ messages in different languages, but to reply in those languages 
as well. Besides being able to communicate in the buyers’ native language, it’s also very important to answer 
quickly, since Amazon expects sellers to reply within 24 hours.
 
Another important part of customer service is monitoring your buyers’ feedback and checking your performance 
notifications. This can have a high impact on your online sales, especially on marketplaces such as Amazon.  
As soon as your feedback rate falls under a certain percentage, your account can get suspended by Amazon. 
Therefore, ensure you always keep a high and positive feedback rate by managing open cases and claims  
in a professional and customer-friendly way. 

The importance of good feedback is well-known, but monitoring it is inherently more difficult in a foreign country. 
When you’ve just started selling in a new country and don’t yet have much feedback, a single negative comment 
can affect your account decisively. Not only because Amazon could shut you down, but also because buyers tend 
to trust feedback and reviews from other buyers. Negative feedback can hurt your sales, just as positive reviews 
will boost them. 

In-House or Outsource?
For many sellers, the big question is: Shall I handle customer service in-house or is it better to outsource it?   
To be able to answer this question and to decide what is right for you, there are a couple of points that should  
be considered.
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As mentioned, language is one of the main hurdles sellers must overcome in customer service. Amazon demands 
native customer support in the local language where the sale is being made. This doesn’t mean, however, that 
translation software is adequate. 

In fact, the difference that native speaking customer service representatives can make is very often 
underestimated. Customer service expectations vary depending on the country and the culture, which only native 
speakers truly understand and can apply. For example, in Japan there are three different levels of politeness 
when communicating with customers. If you're using the wrong term, the customer can easily get offended. With 
translation software, it’s impossible to ensure you are using the appropriate terms.
 
Furthermore, you can’t check translation quality if you don't speak the language. Would you trust your business 
to a translation software blindly when you can’t double check the results? A bad translation can also result  
in misunderstandings that cause the buyer to be dissatisfied. In a worst-case scenario, the buyer can leave 
negative feedback or open an A-to-Z Claim, causing your account to be suspended because of poor customer 
service quality. This happens to many sellers who don’t understand the importance of native speaking customer  
service representatives. 

Adjust Your Hours and Returns Service
Adjust the hours of operation for buyers in different time zones. Localize your customer service hours, especially  
if you’re offering phone customer service or live chat. This means that you should ensure that open hours aren’t 
only available at night in the buyers’ time zone.
 
In addition to communication with customers, returns service is crucial to a positive customer service experience. 
Buyers want the ability to return their items in an easy and cost-effective way, not to mention Amazon demands  
a local return address or free returns. If you don’t want to offer free returns, you should be able to offer a reasonable 
and a convenient alternative to your buyers so they can send the package back to a local address in their home 
country, or at least to the country where they bought the item.
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If you can’t handle customer service and returns service on your own, you can work with a partner company that 
can help you provide your buyers with a great customer service experience. In the long run, this leads to a strong 
account and more customers.

About the Author | Sabine Hertel 
Sabine Hertel has worked in the sales and marketing department of InterCultural Elements since 
October 2013, and is now leads marketing campaigns as a senior salesperson. Originally from 
Germany, she completed her master’s in the UK.
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Final Thoughts
Selling abroad requires careful planning, but done properly, it can be the next step in growing your Amazon business in 
a big way. 

Just as you can sell to every state in America by signing up for amazon.com, you can reach all of Europe by becoming 
part of the European Amazon marketplace. Doing so is the key to reaching millions of new, organic customers in the 
UK, Germany, France, Spain, Italy, and the many European countries surrounding them. 

Nevertheless, Amazon merchants must carefully consider the pros and cons of global expansion. For example, 
fulfilling orders by yourself from the United States that are then sent to Europe may seem like the most economical 
option. However, the lengthy shipping time, combined with the possibility that your customers may have to pay VAT 
on the sale, might lead to a poor customer service experience.

Shipping from Europe, meanwhile, cuts down on the shipping time, and might even make you eligible for Seller 
Fulfilled Prime. But on the downside, it can be expensive to establish a fulfillment center and contract with someone  
in Europe to handle orders, and registering for VAT and Seller Fulfilled Prime can be involved. Other options 
for selling in Europe, including the FBA European Fulfillment Network, FBA Pan European, and FBA Multi-Country 
Inventory, each come with their own unique mix of advantages and disadvantages. 

Amazon sellers expanding globally will also need to consider language, product selection, marketing, and currency. 
As with any decisions you make about selling on Amazon, it takes careful research and preparation to determine 
what is the best choice for you. 

Yet ultimately, navigating the European marketplace with your eyes open — and with the help of the right  
partners — is the key to success. The information and tools, many that are listed on the next page, are available  
to help you be successful in Europe.

We trust that this eBook will help you think about how to grow and develop your online business beyond  
your borders.



Your European Expansion Partners

AVASK is a leading accountancy and tax firm that focuses on providing online entrepreneurs with VAT, tax, and accountancy services in the UK and 
Europe. Being part of the Amazon Global Selling program as external tax advisors, AVASK currently assists hundreds of eCommerce merchants and 
vendors from across the globe. | www.avaskaccounting.co.uk

Bobsled Marketing helps brands to launch and grow their revenue on Amazon. Our team of Amazon experts can manage your entire Amazon channel 
for you, or optimize specific elements like your PPC campaigns or international Amazon marketplace presence. Bobsled Marketing helps you skip the 
learning curve and get there faster, together. | www.bobsledmarketing.com

As Amazon seller advocates, we are on your side. At eGrowth Partners, we believe that compliance is the foundation to growth and we work every 
day to help clients with their most pressing eCommerce issues. Count on us to fight an account suspension, improve your daily operations, or market  
a new product. Our experienced team understands the ins and outs of the online marketplace, and we are here to help. | www.egrowthpartners.com

Feedvisor is the pioneer of Algo-Commerce – the discipline of using big data and machine learning algorithms to make business-critical decisions 
for online retailers. Feedvisor’s cloud-based algorithmic repricing and revenue intelligence solutions power millions of pricing decisions daily, 
providing retailers with actionable insights to maximize profitability and drive their business growth. Clients have seen results of up to 34% increase 
in revenue, 28% increase in sales, and 37% increase in profit margins. | www.feedvisor.com

First Choice Shipping takes great pride in being Amazon’s #1 recommended shipper. We ship thousands of packages daily at drastically reduced 
rates from all major shippers like UPS, DHL, and FedEx. we offer a UK-based Amazon return center and consolidate your items to save you  
on shipping costs. | www.firstchoiceship.com

InterCultural Elements has been helping retailers and eCommerce sellers expand their sales around the world since 2007.  This includes customizable 
service solutions to:  identify the most profitable countries and marketplaces |  translate, localize and launch your items on international marketplaces 
& websites | multilingual email customer service | returns solutions | www.intercultural-elements.eu

World First is a market-leading, rapidly-growing international payments company. Specializing in foreign currencies and money transfer, World First 
combines specialist knowledge of the exchange markets with technological innovation to help individuals and businesses manage cross-border currency 
payments quickly, securely, and transparently. A specialist alternative to traditional banks’ generalist approach, World First has successfully exchanged 
more than $35 billion for more than 100,000 individuals and businesses since 2004. World First employs over 500 people across six international offices 
including London, Sydney, Austin, Amsterdam, Singapore, and Hong Kong with plans for further expansion into new countries. | www.worldfirst.com

www.worldfirst.com



