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Capturing cross-border commerce requires
currency, language choices
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L2 emphasized more options forintemational buyers as key to retail success. Image credit: Piaget

By DANNY PARISI

With the growing demand for international commerce, itis more important than ever that brands are able to fulfill
international transactions, but certain elements such as choosing a preferred currency or language are often
lacking.
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In a new report from L2, "International Fulfillment: Digital Experiences for Cross-Border and Tourist Consumers,"
the market researcher took a look at the ways brands and retailers offer and fulfill international commerce. L2 found

that while 45 percent of customers would prefer to be able to choose their currency on checkout, only 15 percent of
global brands allow that option.

Cross-border commerce
International commerce has been growing in recent years. This is especially true for luxury, which regularly sees
customers buying goods from both established and developing markets.

In this climate, it is important for brands to be able to provide international customers with the best experience
possible to facilitate more transactions.

One way of doing this is by letting customers choose their desired currency or language. Unfortunately, only 15
percent of brands allow this, according to L2.

The majority of retailers do not provide specific information on their Web sites for international shoppers, which
would help them navigate the intricacies of buying and shipping international goods online. Only 9 percent of
retailers surveyed by L2 have Web pages set up for this purpose.
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by Home Market

April 2017, n=53 Index Brands®

100%
73 T2% *
259
. 0% 0%

FRANCE UK us SOUTH  GERMANY JAPAN CANADA
n=3 n=11 n=25 KOREA n=3 n=4 n=3

Department stores offering international shipping. Image credit: L2

L2 notes that all-digital retailers such as ASOS or Farfetch are much better about building a global audience with an
international focus than heritage brands, which tend to focus more on their home countries and near neighbors than
on the entire world.

But those heritage brands can fix some of their mistakes in fairly simple ways. L2 suggests creating new content and
translating what has already been produced on their Web sites specifically addressed to international buyers.

Cross-border commerce is expected to bring in $424 billion in the next five years and make up 15 percent of the
global ecommerce market. If brands want to take advantage of this, they have to get the details right as soon as
possible.

Localized content
Successful international ecommerce strategies go beyond translating a Web site into consumers' local languages,
according to a previous report from L2.

Cross-border ecommerce opens up brands to shoppers in countries that are growing more rapidly than established,
saturated markets such as the United States and Europe, but retailers should do their due diligence before making a
move. To make headway with global consumers, localization efforts should deliver both market-specific content
and commerce features (see story).

Luxury is one of the top three sectors for international ecommerce, and that share is likely to swell as desire for
cross-border luxury goods grows.
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Brands offering language options. Image credit L2

As more brands offer options for international shipping and local currency purchasing, luxury consumers are
beginning to expect a certain level of convenience to cross-border ecommerce. The luxury brands that encourage
this expectation and rise to meet it will be most successful (see story).
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Tapping into the desire for international ecommerce will require luxury brands and retailers to putin the work
necessary to make their digital platforms completely country-agnostic. Doing so will ensure that customers from any
corner of the world can easily place orders in their preferred language with their preferred currency.

Making that happen will be key to success.
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