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INTRODUCTION  

 

This white paper aims to guide US-based e-commerce businesses through a process 
that will help them to carefully consider and then, if appropriate complete a successful 
expansion into the UK and European markets.   

Expanding into the UK and European markets is an enormous opportunity for online 
retail businesses based in the USA, it offers the tantalising prospect of doubling your 
revenue without a proportionate investment. All of the time and effort that you have 
invested a building your product set, support operation, marketing strategy and 
branding can be transferred directly to a European operation and used to leverage 
additional revenue at almost no additional cost. However, regulatory compliance 
logistics and finance functions require careful planning, research, and adaptation. The 
purpose of this document is to provide you with thoughts and considerations as to how 
you might do that for your business. 

eTail support can provide you with help and advice at all stages of your expansion into 
the UK and Europe, we offer a range of software and services which can help make your 
transition as seamless as possible. Our senior stuff have over 20 years experience in 
international e-commerce which is at your disposal. 

Contact us through our website https://etailsupport.com/get-in-touch/ or reach out to 
me directly by e-mail roger@etailsupport.com 

 

BACKGROUND 

 

For an online retailer based in the USA with a solid product set in a niche market one of 
the most obvious ways to grow the business is to consider selling in overseas markets. 

The most obvious market for a US based online retailer to consider when starting to sell 
overseas is the market in the United Kingdom, the UK has a similar legal structure 
culture and market dynamic to that found in the United States, however with a 
population of only 70 million people the UK market is only 1/5 of the size of the US 
market. If you consider the UK on the European Union together however they form a 
market which is bigger in total size then the market in the United States. 

For this reason, most US online retailers seeking to expand overseas target the UK 
market first, expansion into the UK can be considered overseas selling but with training 
wheels. 



As you are probably aware the United Kingdom left the European Union in 2020, 
however nearly 50 years as a member have left the legal and regulatory structures of 
the UK in alignment with those of the European Union and from the point of view of a 
business based in the USA the challenges of selling in the UK and Europe are very 
similar with the one obvious difference being the fact that most Europeans use a 
different language that English. 

Let's look at some key statistics regarding online retail in the UK and Europe. 

 

THE EUROPEAN E-COMMERCE LANDSCAPE, SOME KEY STATISTICS 

 

The European e-commerce market is booming, offering exciting opportunities for US 
businesses looking to expand. Here are some key statistics that highlight the 
opportunity: 

 

MARKET SIZE 

Market value: Expected to reach nearly €900 billion ($980 billion) by 2028 (Statista). 

Growth rate: 8.5% annual growth forecast from 2023 to 2028 (Statista). 

Largest markets: Germany, UK, France, Italy, Spain (Statista). 

 

INTERNET PENETRATION 

Internet users: 91% of EU citizens aged 16-74 have internet access (Eurostat). 

E-shoppers: 75% of internet users in the EU shopped online in 2022 (Eurostat). 

Top product categories: Fashion, electronics, household goods, toys & hobbies 
(Statista). 

 

MOBILE COMMERCE 

Mobile share: 52% of e-commerce sales in the EU were made on mobile devices in 
2023 (Statista). 

Mobile growth: Mobile e-commerce sales expected to grow by 10.7% annually until 
2028 (Statista). 



 

ADDITIONAL INSIGHTS 

Cross-border shopping: Increasingly popular, with 19% of e-shoppers buying from other 
EU countries (Eurostat). 

Sustainability: Consumers increasingly prefer eco-friendly and ethical products and 
retailers (Statista). 

Social media influence: Social media plays a significant role in product discovery and 
purchase decisions (Statista). 

SOURCES 

Eurostat: https://ec.europa.eu/eurostat/web/products-eurostat-news/w/DDN-20230228-2 

Statista: https://www.statista.com/study/28488/e-commerce-in-europe-statista-dossier/ 
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WILL YOUR PRODUCTS SELL IN THE UK & EUROPE? 

 

If you are considering selling into the UK and European markets the first question that 
you need to answer is will your product sell in the European markets, or if you prefer 
which of your products will sell best in the UK and European markets? 

If your product is in a highly regulated product category then you may need to check to 
ensure that sales of your product are legal in the European Union, you may also need to 
consider the cultural differences between the US and European consumers to ensure 
that there will be demand for your product even if it is legal. 

Once you are confident that your product is legal and there will be demand then you 
can move on to identify the target markets for your product, understanding which 
market segments are most likely to become customers will make expansion quicker 
and it will make marketing less expensive so it's an important first step. 

 

IDENTIFYING TARGET MARKETS: 

 Defining ideal customer segments based on product/service fit, buying habits, and 
cultural nuances. 

Factors to Consider: 

Product/Service Fit: Analyse how your offerings align with specific needs and 
preferences in different European markets. Consider factors like income levels, 
demographics, and cultural affiliations. 

Buying Habits: Research online shopping behaviours in different regions. Factors like 
preferred online marketplaces, payment methods, and delivery expectations can vary 
significantly. 

Cultural Nuances: Each European country has unique cultural characteristics that 
influence how people shop. Understanding these nuances helps tailor your marketing 
and branding effectively. 

Strategies for Defining Target Segments: 

Consider the demographics of your customer base in your current market, analyse age, 
gender, income, location, etc., to identify potential customer groups. Your target 
groups in overseas markets are likely to be very similar - Or a considerable number of 
customers with the same demographic available in the European market? 



Consider the lifestyle choices, hobbies, and values that make your customers different 
from others. For example, eco-conscious consumers might be a target for sustainable 
products, our people like your customers in the US more prevalent in some European 
states than others? This information can help you to target specific countries first. 

Look at the online behaviour of your customers, use web analytics tools like Google 
Analytics to understand online search habits and social media preferences of your 
target audience. 

Use this information to build target segments that you will market to when you answer 
the UK and Europe, examples of targeted segments include: 

• Tech-savvy millennials in Germany: Target them with innovative electronics and 
mobile-optimized shopping experiences. 

• Eco-conscious families in France: Offer sustainable products and highlight eco-
friendly practices. 

• Fashion-conscious professionals in Italy: Cater to their desire for luxury brands 
and personalized shopping experiences. 

Be flexible and adaptable: Be prepared to adjust your target audience as you learn and 
gather more data. 

By carefully identifying your target markets in Europe, you can develop a marketing 
strategy that resonates with the right customers and drives successful expansion. 

 

DO YOU HAVE COMPETITORS IN EUROPE ALREADY? 

 

It's important to know if there are already businesses selling the same or similar 
products to your target customers in Europe before you start, if there are already a large 
number of competitors selling products at very competitive prices that may be a sign 
that expansion into Europe will not work for your business. However if there are no 
businesses selling products like yours that may also be a red flag telling you that there 
is no demand. 

As a general rule the market in the USA is much more competitive than that in Europe 
and it would be normal for a US based online retailer looking at the European market to 
see a small number of competitors selling products at prices somewhat higher than 
those in the US. Don't be frightened off by the presence of a few competitors. 

PERFORM A DETAILED COMPETITIVE ANALYSIS 

 



List your existing competitors in the UK in Europe, carefully assess their strengths and 
weaknesses, and consider the potential differentiation opportunities for your business. 

Identify Your Key Competitors: 

Direct Competitors: Online retailers offering similar products in your target markets. 
Look for companies dominating search results for relevant keywords. 

Indirect Competitors: Retailers selling different products but targeting the same 
customer segments. Analyse companies with similar marketing strategies or brand 
image. 

Emerging Competitors: Startups or smaller players with innovative approaches or niche 
offerings. Track industry news and reports to identify potential threats. 

Analyse Competitor’s Products & Services: 

Product Range: Compare product categories, features, pricing, and unique selling 
propositions (USPs). Identify potential gaps where you can offer differentiation. 

Website & User Experience: Evaluate usability, navigation, mobile responsiveness, and 
overall shopping experience. Identify best practices to emulate and areas for 
improvement. 

Marketing & Branding: Analyse their marketing channels, messaging, brand image, and 
customer engagement strategies. Understand how they position themselves in the 
market. 

Assess Strengths & Weaknesses: 

Conduct a detailed SWOT analysis for each identified competitor. This will help you 
understand their strengths (e.g., brand awareness, logistics network), weaknesses 
(e.g., limited product range, poor customer service), opportunities (e.g., untapped 
market segment), and threats (e.g., potential new entrants). 

Use industry reports and analytics tools to compare your performance metrics (e.g., 
conversion rates, average order value) with your competitors. Identify areas where you 
excel and areas where you need to improve. 

Tools & Resources: 

Market Research Reports: Utilize reports from organizations like Statista, Euromonitor, 
and Ecommerce Europe to gain market insights and competitor rankings. 

Use SEO and social media tools like SEMrush, Similarweb, and Sprout Social to analyse 
competitor website traffic, social media engagement, and keyword targeting strategies. 



Monitor customer reviews on sites like Trustpilot trip adviser and Google as well as 
forum discussions about your competitors to understand their strengths, weaknesses, 
and customer sentiment. 

Go Beyond the Surface: 

Conduct mystery shopping exercises to experience your competitors' websites and 
customer service firsthand. 

Engage with former employees or industry experts to gain deeper insights into your 
competitors' internal strategies and challenges. 

Monitor industry news, marketing trends, and competitor activities to stay ahead of the 
curve. 

• Tailor your analysis to your target market(s): Analyse competitors operating in 
the specific European countries you aim to enter. 

• Quantify your findings: Use data and metrics to support your analysis and 
identify actionable insights. 

• Make it a long term process: Regularly revisit your competitive analysis as the 
market evolves and your competitors adapt their strategies. 

By conducting a thorough competitive analysis, you gain valuable insights into the 
European e-commerce landscape, identify potential opportunities for differentiation, 
and develop a winning strategy for successful expansion. You may also learn things that 
are applicable in your home market. 

  



OTHER THINGS TO CONSIDER BEFORE YOU COMMIT TO SELLING IN THE UK & 
EUROPE 

 

OK, so you've got this far you know who your target customers will be when you expand 
into the UK and European markets and you know who your key competitors will be and 
you're sure that there is a market for your products. The next thing to consider are the 
regulatory and compliance issues that your business in Europe will face. 

The regulations concerning online retail in the UK and Europe are not too different from 
those that your business faces in the USA, the objectives of European regulators are 
very similar to those of regulators in the USA they aim to collect taxes on sales, to 
protect users from intrusive or unfair practises by more powerful retailers and to ensure 
that product sold are safe.  

However the approach taken by European regulators is somewhat different to that 
taken by US regulators, while the US regulations tend to emphasise personal and 
corporate responsibility those in Europe focus on ensuring compliance through 
compulsory regulation. 

Let's look at the difference between US and European regulation in three specific areas 
firstly we'll look at Value Added Tax or VAT which is the European equivalent of sales tax 
in the USA secondly, we'll consider European data protection rules and lastly we'll look 
at product labelling and safety regulations 

 

UNDERSTANDING VAT (VALUE ADDED TAX):  

 

As an online retailer looking to expand into Europe, understanding the differences 
between European VAT (Value Added Tax) and US sales tax is crucial for your pricing 
strategy, compliance, and overall business operations. Here's a breakdown: 

1. Scope: 

In the USA, sales tax is typically only applied at the final point of sale, meaning only the 
consumer pays at checkout. 

By contrast VAT is applied at every stage of the supply chain, from manufacturers to 
distributors to retailers and finally to consumers. If you choose to sell it to Europe from 
your base in the USA shipping every order from the US to the European consumer you 
do not have to worry too much about VAT, but as soon as you move on to storage stock 



in the UK or Europe you will need to register and charge VAT when selling to European 
customers. 

2. Rates: 

US sales tax varies by state and sometimes locality within states. Rates range from 0% 
to over 10%, creating a complex patchwork of tax rates across the country. 

Un Europe VAT varies by country, ranging from 17% to 27%. Each European country sets 
its own standard rate, with some offering reduced rates for specific categories like food 
or books. 

3. Registration & Compliance: 

In the USA you only need to register for sales tax in states where you have a physical 
presence (nexus) or meet economic nexus thresholds. Compliance involves collecting 
and remitting sales tax to the relevant state authorities. 

Once you start to sell significant volumes of product in Europe you will need to register 
for VAT in some or all of the countries where you sell or store your products. 
Compliance involves collecting, reporting, and paying VAT to the relevant tax 
authorities. 

THE IMPACT OF VAT ON ONLINE RETAIL OPPERATIONS 

European VAT rules have a significant impact on online retail operations you need to 
consider them in two separate parts of your business plan when you consider selling 
into Europe. 

Pricing strategy and Price Transparency 

You need to factor VAT into your product prices for European customers, unlike sales 
tax often added at checkout European rules require VAT to be included in the advertised 
sales price for most products. Transparency is key to avoid regulatory penalties and 
customer confusion. 

Compliance Burden: Registering, collecting, reporting, and paying VAT adds 
administrative burden compared to the simpler sales tax process in the US, You will 
need to budget for this in your business plan, most overseas businesses selling into 
Europe outsource the job of ensuring compliance with VAT rules, expect to pay between 
$1,000 and $5,000 per year per country where you have significant sales to ensure 
compliance. 

By understanding these key differences and working with the right professional hep, you 
can successfully navigate the European VAT landscape, maintain price 
competitiveness, and ensure smooth operations for your online business expansion. 



 

HELPFUL LINKS 

If you choose to learn more yourself, here are a few resource is to help you understand 
UK and European VAT in detail 

European Commission: Taxation and Customs Union - 
https://www.investopedia.com/terms/v/valueaddedtax.asp  

European Commission: Taxation and Customs Union - https://taxation-
customs.ec.europa.eu/vat-rates_en  

UK VAT Registration - https://www.gov.uk/register-for-vat  

European Commission: Taxation and Customs Union - https://taxation-
customs.ec.europa.eu/exemptions_en  

Avalara: 6 Differences between VAT and US sales tax - 
https://www.avalara.com/vatlive/en/country-guides/north-america/us-sales-tax/us-
sales-tax-rates.html  

Thomson Reuters Tax & Accounting: What is the difference between sales tax and VAT? 
- https://tax.thomsonreuters.com/blog/what-is-the-difference-between-sales-tax-and-
vat/  

EU VAT Guide: https://www.inc.com/james-sudakow/this-practical-guide-written-by-
two-small-business-experts-covers-just-about-everything-youll-encounter-running-
your-business.html  

VAT Helpline: https://www.gov.uk/browse/tax/vat  

European Commission - Taxation and Customs Union: https://taxation-
customs.ec.europa.eu/index_en 

 

SERVICES TO HELP WITH VAT REGISTRATION & COMPLIENCE 

 

eTail support offers a range of help with VAT for US based online retailers selling into the 
UK and Europe. 

Contact us through our website https://etailsupport.com/get-in-touch/ or reach out to 
me directly by e-mail roger@etailsupport.com 
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THE EUROPEAN DATA PROTECTION REGULATIONS:  

 

When you start selling into Europe, adapting to the European GDPR (General Data 
Protection Regulation) and local data privacy requirements is an important part of 
ensuring that your business complies with local rules. 

Because of this, understanding the General Data Protection Regulation (GDPR) is 
crucial. Here's a quick overview: 

 

What is GDPR? 

The GDPR is a comprehensive law enacted in 2018, governing how organizations 
collect, use, and protect personal data of individuals within the European Union (EU). 
This applies to any company processing EU residents' data, regardless of their location. 
Because the GDPR legislation was enacted before the UK left the European Union, it 
supplies in both the UK and the European Union 

 

Key GDPR principles for US retailers: 

Transparency: You must clearly inform customers about what data you collect, how 
you use it, and their legal rights. 

Consent: You must obtain clear and unambiguous consent from customers before 
processing their data. 

Data Minimization: You should collect only the necessary data for specific purposes. 

Security: You must implement appropriate technical and organizational measures to 
protect data from unauthorized access, use, or disclosure. 

Data Subject Rights: Individuals have rights to access, rectify, erase, restrict 
processing, and object to automated decision-making about their data. 

Key compliance steps for US retailers: 

Appoint a GDPR representative: If your main establishment is not within the EU, you 
must appoint a representative within the EU. 

Conduct a Data Protection Impact Assessment (DPIA): If your processing poses high 
risks to individuals' rights, a DPIA is required. This will not normally be necessary for an 
online retailer, this is more relevant to businesses who store very sensitive information 
about individual people like medical records. 



Implement Data Breach Notification procedures: Report breaches to affected 
individuals and relevant authorities within strict timeframes. 

Maintain comprehensive data records: Document your data processing activities and 
demonstrate compliance with GDPR requirements. 

One step that many online retailers take to ensure compliance with GDPR is to delete 
customer data on a rotating schedule for example if a customer has not purchased in 
the last six months deleting their information means that it cannot be lost. 

Resources for US retailers: 

 

EU GDPR official website: https://gdpr-info.eu/  

ICO (UK) GDPR Guide: https://ico.org.uk/for-organisations/guide-to-the-general-data-
protection-regulation-gdpr/  

EU Data Protection Board (EDPB): https://edpb.europa.eu/ 

European Commission: Data Protection: https://ec.europa.eu/info/law/law-topic/data-
protection_en  

European Parliament: Legislative Observatory - General Data Protection Regulation: 
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:32016R0679  

European Data Protection Board (EDPB): https://edpb.europa.eu/  

GDPR Compliance Guide by the UK Information Commissioner's Office (ICO): 
https://ico.org.uk/for-organisations/guide-to-the-general-data-protection-regulation-
gdpr/  
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PRODUCT SAFETY AND LABELING:  

The vast majority of products that can be legally sold in the US can also be legally sold 
in the UK and the European Union, however it is worth considering that some products 
will need to be labelled differently to comply with the rules in Europe as opposed to 
those in the USA. 

While the US and Europe share similar goals in product safety and labelling, there are 
significant differences in their standards and regulations.  

Overall, the US regulations are more focused on self-regulation and individual producer 
responsibility, Europe in contrast emphasizes a "precautionary principle," with stricter 
regulations and centralized oversight. 

The EU requires stricter product information on labels, often mandated by specific 
directives and harmonized standards. E.g., detailed ingredient lists, allergen warnings 
for food, CE marking of toys and electronics. 

Within the UK and the European Union many specific product safety regulations exist, 
with detailed product testing and certification requirements. E.g., REACH (chemicals), 
RoHS (hazardous substances). 

The EU has much stricter regulations on chemicals in products than the USA, 
particularly through REACH, which restricts and phases out hazardous substances. 

Harmonized food labelling and safety standards exist across European Union member 
states. E.g., Novel Food Regulation for new ingredients. 

Resources: 

European Commission - Product Safety & Labelling: 
https://commission.europa.eu/business-economy-euro/product-safety-and-
requirements_en  
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OPERATIONAL CONSIDERATIONS: 

 

If you've got this far into the document, you're probably convinced that there is a market 
for your products in the UK and Europe, you should know what the competitive 
landscape is like and you're convinced that your product is legal to sell or can be made 
legal to sell within the European Union.  

Now it's time to think about how you will sell your product and deliver orders to your 
customers 

 

FULFILLMENT STRATEGY:  

 

Of course, you don't have to set up a huge operation across the Atlantic on day one. I 
would recommend that you  take a staged approach starting with sales to one or two 
countries with deliveries being made from your existing warehouse in the USA before 
moving on to take space in a 3PL facility in the UK or maybe the Republic of Ireland  
which could be used for shipments to your UK and European customers. If that works 
out well you may decide to stick with that arrangement, but if you really want to develop 
the market you could add your own warehouse or additional 3PL facilities in the 
countries where your sales are highest. 

HOLDING STOCK IN EUROPE 

Once  you are convinced that there is a sustainable market for your products in Europe 
it's logical to place some stock in a small warehouse or 3PL facility. 

If you have stock in your own local warehouse or in a 3PL facility this will give you the 
ability to offer faster delivery two potential customers and the flexibility to offer different 
delivery options which some customers prefer, overall holding stock locally should 
increase your sales but of course it comes with a  price. 

Expect to pay from $2 to $5 per pallet per week to store product in the 3PL warehouse, 
and between $1 and $3 per order for pick and pack.  

On the positive side European consumers are less likely to expect free delivery than 
their US counterparts and it is usually possible to recover the cost of shipping as an 
additional charge on a customer order. 

DROPSHIPPING: 



It may be possible to find local suppliers who can ship sub or all of your product directly 
to consumers, while drop shipping has a poor reputation as the only part of a business 
model for an online retailer it can be an effective part of a hybrid approach to supplying 
products to customers and it is worth considering. 

A HYBRID APPROACH TO LOGISTICS 

I would recommend the any US based online retailer considering expansion into the 
European Union and the UK should start off with a hybrid approach to logistics, with 
some fast moving products held in a 3PL warehouse, other products shipped directly 
from U.S. stock and incidental or accessory products drop shipped from European 
suppliers where possible. 

This increases complexity but it greatly reduces cost which in turn reduces overall risk 
significantly making it the smart play. 

REVERSE LOGISTICS 

Of course the process of getting products from your warehouse to your customers is 
only half of the logistics challenge when you are selling to customers in the UK and 
Europe. You will also need to make provision for returns from customers back to your 
warehouse. 

There is more good news here European customers are around half as likely to return 
goods to a retailer as US customers and it is quite normal for customers to pay the cost 
of postage on elective returns. 

You will need a local return address in each country where you sell, if you have a 3PL 
warehouse they will normally provide this for you but there will be additional charges 
expected to pay between $5 and $10 for each return processed by a 3PL. 

Companies exist within Europe who offer local return addresses and a consolidation 
service to package up returned goods and send them on to your facility in the US or a 
central European facility if you have one. 

 

HELP WITH LOGISTICS PROCESSES AND SERVICES 

 

eTail support offers a range of software, 3PL service and preferential rates from delivery 
services which can help US based online retailers selling into the UK and Europe get set 
up faster and at much lower cost. 



Contact us through our website https://etailsupport.com/get-in-touch/ or reach out to 
me directly by e-mail roger@etailsupport.com to learn more. 

 

PAYMENT PROCESSING:  

 

Getting paid for your sales is of course a vital part of online retail, when you first start 
selling in the UK in Europe you will be able to use your US credit card processing 
agreement to charge UK and European customers, however this will cost you and your 
customer money. If you charge a European customer in their local currency you will 
typically receive less than you expect into your dollar account with the difference being 
taken by your credit card processor as a foreign transaction fee. You can offset this by 
setting up a local credit card processing facility in the UK and in the EU but there are 
costs to setting up and maintaining these facilities and many transaction processing 
companies will insist that you demonstrate formal establishment of a business in the 
UK and EU in order to access these facilities which can be costly. 

On the plus side however credit card processing fees are typically much lower in the UK 
and EU that they are in the USA, with typical rates in the UK in the 2% to 4% range and 
rates in Europe as low as 1.5%  so it can be worth taking the time and cost to set these 
facilities up. 

While credit and debit cards are dominant payment methods in both regions, 
significant differences exist in the preferred payment methods for online shopping in 
the USA and Europe. Here are some notes about the payment methods favoured by 
European consumers: 

Debit Cards: Can be more dominant than credit cards, especially in countries like 
Germany and the Netherlands. Visa and Mastercard are prevalent. 

Digital Wallets: PayPal is popular, but local options like Sofort (Germany), Giropay 
(Germany), and iDEAL (Netherlands) are also widely used. 

Bank Transfers: Widely used, particularly in countries like Austria and Belgium. SEPA 
Direct Debit is a popular option for recurring payments. 

Mobile Payment Apps: Gaining traction, with options like Apple Pay, Google Pay, and 
country-specific apps like Swish (Sweden) and Bizum (Spain). 

Buy now pay later services: Growing in popularity, with Klarna being a major player in 
many European markets. 

Invoice Payments: Used by businesses and some consumers in B2B transactions. 

mailto:roger@etailsupport.com


Cash on Delivery: More common than in the USA, particularly in Eastern European 
countries. 

The key implications of these differences for US businesses expanding to Europe are: 

 

1. You will need to offer a wider range of payment methods: Include popular local 
options like debit cards, digital wallets, and bank transfers to cater to customer 
preferences. 

2. You should partner with local payment processors: Integrate with local providers 
to ensure smooth transactions and comply with regulations. 

3. You will need to stay updated on evolving trends: Monitor the growing popularity 
of mobile payments and BNPL options. 

4. Consider dynamic currency conversion: Offer customers the option to pay in 
their local currency for a seamless experience. 

5.  

CUSTOMER SERVICE:  

 

Delivering excellent customer service across international borders presents unique 
challenges, particularly regarding time zones and language barriers. Let's delve deeper 
into these issues and potential solutions: 

Time zone differences 

The UK in Europe sit in a time zone ahead of the whole of the USA. The UK is normally 
five hours ahead of the US East Coast with most of Europe an additional hour ahead. So 
when it's 9:00 AM in New York it is normally 2:00 PM in London at 3:00 PM in Paris and 
Berlin. 

If you run your European customer service team in the USA this can result in delayed 
response times for European consumers, customers will expect immediate responses 
even if it's outside your operating hours so this can be a challenge. 

We recommend that you offer multiple support channels for customers utilize email, 
live chat, and a ticketing system for asynchronous communication. It can help to 
publish clear response timeframes to set expectations for response times across 
different time zones. 

However ultimately if you want to take overseas markets seriously you should consider 
outsourcing or hiring customer service representatives in different time zones. Teams 



based in low cost areas such as India the Philippines or Southeast Asia are often able to 
work on a 24/7 basis which can help to cover European as well as US time zones. 

Language Barriers 

Obviously customer service works more effectively when it is provided in the customers 
preferred language, trying to provide customer service in a different language could 
result in communication breakdowns which can lead to dissatisfaction and negative 
customer experiences. 

Culturally insensitive language can offend customers and damage brand reputation 
even when it is used with no intent to offend. 

Organisational and technological solutions to the language barrier are now becoming 
easier and more effective, AI driven translation tools can provide fantastic translation 
between English and all of the major European languages and we strongly recommend 
that you use these tools to overcome the language barrier. 

 

MARKETING & LOCALIZATION: 

 

Creating a successful online store in Europe requires localising your content to 
resonate with your target audience.  

Translation of your website content is key to deliver it the best possible shopping 
experience to consumers in the non-english speaking parts of Europe. Modern AI based 
translation tools are very effective for making this happen in a low cost way but there 
are some other considerations that you should bear in mind: 

Go beyond literal translations: Consider cultural adaptations for idioms, humor, and 
tone. 

Brand Identity: Maintain brand consistency while adapting language for local context. 

Product descriptions: Highlight features relevant to local needs and preferences. Use 
local units of measurement (e.g., centimeters instead of inches). 

Pricing: Clearly display prices in local currencies and consider offering alternative 
payment methods. 

Images and visuals: Use culturally appropriate imagery and ensure they adapt to 
different screen sizes and resolutions. 

 



SEARCH ENGINE OPTIMIZATION: 

 

Search engine optimization is of course quite different when it is carried out in a 
different language it is important that you use local keywords and search terms to get 
the best SEO. 

 Research popular search queries in your target regions and optimize website structure 
and meta descriptions for local search engines. 

Consider using hreflang tags to indicate different language versions of your website. 

  



MARKETING CHANNELS: 

 

It's probably fair to say that marketing strategies that work in the USA will probably work 
in the UK and Europe as well. In fact if you're marketing in English in the USA you are 
probably showing your marketing material to UK and European customers already as 
some spillover is inevitable given the dominance of US based social media networks 
and traditional media outlets. 

While digital marketing reigns supreme in both regions, key differences exist in how 
online retailers leverage specific channels in the USA and Europe. Here's a breakdown: 

Similarities: 

Search Engine Optimization (SEO): Crucial for organic visibility in both regions. 

Social Media Marketing (SMM): Widely used to engage audiences and drive traffic. 

Email Marketing: Effective for nurturing leads and promoting personalized offers. 

Content Marketing: Valuable for building brand awareness and trust. 

Differences: 

Paid Advertising: 

USA: Stronger emphasis on paid search (Google Ads) and social media advertising 
(Facebook, Instagram). 

Europe: More balanced distribution across search, social media, and display 
advertising. 

Social Media: 

USA: Facebook, Instagram, and YouTube dominate. 

Europe: Facebook remains strong, but other platforms like TikTok and Snapchat gain 
traction. 

Influencer Marketing: 

USA: More prevalent and diverse influencer landscape. 

Europe: Growing but with stricter regulations and a focus on micro-influencers. 

Email Marketing: 

USA: Higher open rates but shorter engagement times. 



Europe: Lower open rates but longer engagement times. 

Europe also has stricter opt-in regulations under GDPR. 

Cultural Nuances: 

USA: Marketing tends to be more direct, bold, and promotional. 

Europe: Consumers prefer subtler, value-driven, and informative approaches. 

Europe also has stricter data privacy regulations that impact targeting and 
personalization. 

 

PROMOTIONAL STRATEGIES:  

 

Tailoring promotions and discounts to appeal to European consumer behaviour and 
expectations is obviously important if you want to get the most out of your European 
sales operation. 

While both the USA and Europe utilize promotions to attract customers and boost 
sales, there are noticeable differences in how they are approached and executed. 
Here's a breakdown of some key distinctions: 

Goals and Approaches: 

USA: Often focuses on short-term sales spikes with aggressive discounts, limited-time 
offers, and clearance sales. 

Europe: More emphasis on building long-term customer relationships through loyalty 
programs, reward schemes, and personalized offers. 

Promotional Mechanisms: 

USA: Coupons, discounts, and free shipping are popular tools. 

Europe: Loyalty programs, points systems, and exclusive offers are widely used. 

Both regions: Utilize social media promotions, influencer marketing, and email 
marketing campaigns. 

Cultural Nuances: 

USA: More receptive to direct, bold promotional messages. 



Europe: Prefers subtler, value-driven communication that emphasizes quality and 
trust. 

Europe also has stricter regulations on certain promotional practices (e.g., misleading 
discounts, aggressive sales tactics). 

Seasonality and Holidays: 

USA: Major sales events like Black Friday and Cyber Monday dominate. 

Europe: Regional holidays and cultural events play a significant role in promotional 
strategies. 

Data Privacy and Targeting: 

Europe: Stricter regulations like GDPR impact data collection and personalized 
marketing techniques. 

Both regions: Increased focus on customer consent and transparency in data usage. 

 

SUCCESS MEASUREMENT & ONGOING ADAPTATION: 

 

Setting clear targets and measuring your success against them is an important part of 
ensuring success in any aspect of business. I would strongly recommend that you 
define relevant KPIs for European business and track your progress against them to 
measure how successful the business has been. 

You should regularly analyse data on sales conversion rates returns etc to identify 
areas for improvement and to adapt your strategy for selling into Europe. 

 

ADDITIONAL CONSIDERATIONS: 

 

If you have trade marks or patents for your brand names or products in the USA it is 
worth noting that these will not protect you automatically in the UK and Europe. You 
may need to register separate trademarks on patents to protect your intellectual 
property outside the USA. 

This is a huge topic and one that I am not qualified to discuss in detail but here are 
some links to official websites which may help. 



Official Websites: 

 

UK Intellectual Property Office (IPO): 
https://www.gov.uk/government/collections/intellectual-property-trade-marks 

European Union Intellectual Property Office (EUIPO):  

https://www.epo.org/en 

 

World Intellectual Property Organization (WIPO) Madrid System: 
https://www.wipo.int/madrid/en/  

 

CONCLUSION: 

 

Expanding into the UK and European markets is an enormous opportunity for online 
retail businesses based in the USA, it offers the tantalising prospect of doubling your 
revenue without a proportionate investment. All of the time and effort that you have 
invested a building your product set, support operation, marketing strategy and 
branding can be transferred directly to a European operation and used to leverage 
additional revenue at no additional cost. However, regulatory compliance logistics and 
finance functions require careful planning, research, and adaptation.  

eTail support can provide you with help and advice at all stages of your expansion into 
the UK and Europe, we offer a range of software and services which can help make your 
transition as seamless as possible. Our senior stuff have over 20 years experience in 
international e-commerce which is at your disposal. 

Contact us through our website https://etailsupport.com/get-in-touch/ or reach out to 
me directly by e-mail roger@etailsupport.com 
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