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US retailers 

ÅDefend their turf

ïFigleaves UK intimate apparel

ïstarted selling in the US online in 2000

ïOpened first US stores in 2003

ÅBuild a bridgehead to attack overseas markets 

http://www.figleaves.com/uk/home.asp?cm_re=header-_-leftlogo-_-logo
http://www.abercrombiestore.co.uk/
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Midsize Retailers Are Most Likely To Ship 
Internationally

March 2009 ñGlobal Expansion Through International Shippingò
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International Shipping Is Often A Precursor 
To Localized Sites At Larger Companies

March 2009 ñGlobal Expansion Through International Shippingò
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Growth Of The Global Internet Population 
By 2013

July 2009 ñGlobal Online Population Forecast, 2008 To 2013ò
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Cross-Border Purchasing Activity In 
Europe

September 2009 ñTactics To Attract Recession-Weary Online Buyers Around The Globeò
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Cross-Border Online Buyers Account for More Than 
One-Quarter of Online Buyers in Many Categories

Question: Which of the following products or services have you purchased online in the past six months? Select all: Products from a Web site in another country, books, CDs, 

event tickets, DVDs, apparel, train tickets, holiday accommodations, peripherals, consumer electronics, footwear, sporting goods, toys, PCs, and laptops 
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Source: JupiterResearch Consumer Survey (9/07), n = 410 (cross-border online buyers, France, Germany, Italy, Spain, Sweden, and UK), 
n = 2,356 (online buyers who have not bought across borders, France, Germany, Italy, Spain, Sweden, and UK), n = 4,816 (overall online 
users, France, Germany, Italy, Spain, Sweden, and UK)
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In most of the major Asian economies, more than 
three-quarters of online consumers are accessing the 
Internet daily

Source: Asia Pacific Technographics® Survey, Q4 2008
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Metropolitan India

China Hong Kong

Metropolitan China  

Australia

South Korea

Japan

About once a month Several times a month About once a week

Several times a week Daily (weekdays and weekend)

ñHow often do you go online using a computer? This includes access from home, work, or elsewhere.ò

Base: 5,911 Asia Pacific adults who are online at least monthly

(percentages may not total 100 because of rounding)



13 Entire contents © 2009 Forrester Research, Inc. All rights reserved. 

Eight out of 10 online South Korean and Japanese consumers 
regularly visit online shopping sites

50%

51%

52%

67%

79%

83%

China Hong Kong

India

China Mainland

Australia

Japan

South Korea

Base: 5,911 Asia Pacific adults who are online at least monthly

(multiple responses accepted)
Source: Asia Pacific Technographics® Survey, Q4 2008 

ñWhich of the following Web sites do you regularly visit? By regularly, we mean at least once a month.ò
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Question: Again thinking of buying products and services online, which of the following statements are true? Select all: I spend more than ú50 per month online; I spend 

more than ú150 per month on high street; I am willing to pay more for higher quality or added convenience; I have bought products from a Web site in another country.

Source: JupiterResearch Consumer Survey (9/07), n = 410 (cross-border online buyers, France, Germany, Italy, Spain, Sweden, and UK), 
n = 2,356 (online buyers who have not bought across borders, France, Germany, Italy, Spain, Sweden, and UK), n = 4,816 (overall online 
users, France, Germany, Italy, Spain, Sweden, and UK)

Cross-Border Online Buyers Tend to Be Affluent and 
Frequent Online Users

Online Buyers Who Do Not Buy 

Across Borders

Characteristics Cross-Border Online Buyers

47% male Gender 62% male

45% Top household income segment 52%

22% Employed in managerial position 30%

75% Frequent Internet users 82%

49% 5 or more yearsô online tenure66%

57% Expect fastest access to any Web site 74%

12% Spend more than ú50 per month online 33%

5% Spend more than ú150 per month on high street 20%

13% Willing to pay more for higher quality or added 

convenience

34%

2.6 Number of categories purchased across (mean) 4.5
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What could possibly go wrong?

ÅConsumer experience

ÅQuoting accurate prices and lead times

ÅPayment and fraud

ÅLocal compliance
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How much is that again?
Additional costs

ÅShipping

ÅDuty, brokerage, disbursement

ÅInsurance

ÅPayment and collection

ïCredit card versus other payment and COD fees

ïCurrency conversion

ïProvision for fraud

ÅRegulatory compliance
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Non-Shipping Costs Associated With Shipments To Canada

March 2009 ñGlobal Expansion Through International Shippingò


