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Abstract

The aim of this thesis is to explore the importan€énternationalization of
online shops and to investigate business oppoidsretrising from this. Furthermore,
to develop and introduce tools and practices iataf)y, technology and internet
marketing that are needed to assure increasedehahsuccess.

Each country has specific features associaidud the business environment,
the penetration of e-commerce and the interneemeral as well as specific cultural
and social characteristics. These peculiaritiesuiregspecific internationalization
strategies for entering the local market and dictparrallel adjustments in IT

infrastructure as well as a suitable e-marketiragn phat needs to be followed.

The thesis attempts to create a set of best pescinh these areas that are
applicable to the majority of e-commerce busingssegardless of their activity

sector, their physical location and size.

Keywords: e-commerce, internationalization, business strategyusiness, internet
marketing, web metrics, social metrics, mobile retinig, mobile commerce, affiliate
marketing, order fulfillment, Rocket Internet, E®Rtrix, SEO, SEM , PPC
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1. Introduction

Internationalization in business strategy is a tavhich is widely used in
contract with enterprises that wish to increasér tteach and invest somehow into
other markets in different countries. However, fin&ionalization in computing
(i18n) is used to describe the ability of softwayeadapt to regional differences such
as language, cultural differences etc without theedn of engineering or core

programming changes.

Online stores are parts of enterprises that follbweir own way of
internationalizing businesswise and from a technmad marketing perspective,

which calls for special strategies and planning.

1.1 Motivation and Scope
The economic crisis in Greece has exposed thedbektroversion of the Greek
economy. Even e-commerce, which by nature is thst simple and less risky entry

mode in internationalization, has little been explmd.

Recently, GRECA (Greek E-commerce Association) anned that the major
problem for cross-border e-commerce of Greek comegarbeyond the issue of
logistics, is the lack of know-how around the exgan strategy that needs to be

followed.

This thesis mainly aims to contribute to the Greekommerce community, to
develop and introduce tools and best practiceshi®rsuccessful internationalization
of online stores, which are useful for both academirposes and professionals. As
the results of this thesis might be helpful to ott@untries, non Greek individuals and

enterprises as well, this study has been writteeniglish.

1.2 Previous Research

Unfortunately there is not much scientific and emcpi literature covering all
aspects of the internationalization of online shdjg only references in publications
of business strategy, general e-commerce, infoomatsystems and internet

marketing.
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A list of the related publications to the thesisng with their research focus

can be found below:

Author, Title and Date of Publication

Research Focus

Singh, Nitish (2012. Localization Strategies
for Global E-businessl® Edition.,

Cambridge University Press.

E-commerce Opportunities & Challenges,
Business expansion, Globalization Strateg

Localization

es,

Newman, M. and Lake, C. (2010 The
Internationalization of E-commerc®ctober,

Econsultancy.com Ltd

E-commerce Opportunities & Challenges,
Business expansion, Globalization Strateg
Legal Challenges, Search Engine

Optimization

es,

Aulonites G, Lymperopoulos K.,
Tzanavaras B (2010) Modern Marketing
Strategies for International Market&reek

Language, Edition, Rosili Publishing

Globalization Definition, Internationalizatior
Market Research and Target Country
Selection, Market entry Modes, Internatior

Marketing

—

al

Laudon, K. and Traver, C. (2014).E-
Commerce 2014, Business,
Technology,Societ@" Edition., Pearson

E-commerce, Technology, Marketing,
Mobile, Social Media

Vlachopoulou M, Sergios D. (2014 E-
Business and MarketingGreek Language)

1 Edition, Rosili Publishing

E-business planning, E-business models,

commerce, Social Media, Online

E-

Advertising, Web & Social metrics

Table 1: Table of Previous Publications relatethlnternationalization of Online Stores

1.3 Methodology

The methodology followed for the preparation obttiiesis is based on three pillars:

1. Literature review of international scientific anchgirical publications related to e-

commerce, business strategy and online marketimpectally those with

internationalization dimension.

Development of Strategic planning tools (eg The ERRBtrix, Chapter 3),

programming code in PHP (eg Localization by Geodtimn Chapter 4, Affiliate

De-duping Script, Chapter 5) and practical exampleg how to analyze

competitors’ SEO, Chapter 5) created specificalhythe thesis
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3. Presentation and analysis of a case study of Rdctezhet SE which managed to
develop an online presence in 110 countries folgwi effective

internationalization strategies, technological depment and marketing planning

1.4 Limitations

While this thesis attempts to cover as many asiples dimensions of the
internationalization of online stores, due to tihedd spectrum of e-commerce and the
significant differences in culture and values amahg world’s countries, not all

possible strategies for each country could be adeck

Moreover, not many real case studies were availablenany online stores’
strategies of internalization a held confidentiatl aare not available in detail to the

public.
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2. Global e-commerce Opportunities

2.1 Market Size and Growth Trends
According to Internet World Stats there amrethan 3 billion users worldwide,
which stands for a worldwide internet penetratibA214%.

Figure 1: Internet Users in the World

Internet Users in the World
Distribution by World Regions - 2014 Q4

M Asia 45.6%

_| Europe 18.9%

U Lat Am / Carib. 10.5%

B Horth America 10.1%

B Africa 10.3%

B Middie East 3.T%

B Oceania / Australia 0.9%

Source: Internet World Stats - www.internetworldstats. comistats. htm
Basis: 3,079,339 857 Internet users on Dec 31, 2014
Copyright@ 2014, Miniwatts Marketing Group

Figure 2: World Internet Penetration

World Internet Penetration Rates
by Geographic Regions - 2014 Q4

Horth America

B6.9%

Australia /

Oceania gl

Europe T0.4%
Latin America /

Caribbean b

Middle East

&
=

World, Avg.

&
£

Asia

34.8%

Africa 27.5%

10% 20% 30% 40% 50% 60% T0% B0% 90%  100%
Penetration Rate

Source: Internet World Stats - www.internetworldststs.com/stats.htm
Penetration Rates are based on aworld population of 7,264 623,793
and 3,079,339 857 estimated Internet users on Dec 31, 2014.
Copyright @ 2015, Miniwatts Marketing Group
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Figures below illustrate the ecommerce sales siaess the world and the
ecommerce penetration in each area with a forecds$t2018:

Figure 3: Ecommerce Sales Share Worldwide

BZC Ecommerce Sales Share Worldwide, by Region,

2013-2018
% of total

2013 2014 2015 20146 2017 2018
Worth America 9% FE¥R 3L 3.1% 307% 30.4%
Asia-Pacific 283% 31.2% 33.4% 351% 364% 374N
Western Europe 264% 35.4% 24.4% 239 233% 2207%
Latin Aferica A42% 43% 4.2% 41% 39% 3AT%
Central & Eastern Europe 41% 4.0% 3AE% 35% 33% 3%
Middle Exst & Africa 22% 23% 23% 24% 24% 25%

hote: inciudes products and services ordered and leisure and unmanaged
businass travel sales booked using the internet wa any device, regardless
of the method of payment of fulfillment, numbers may not add ue to 100%
due 1o rounding

Source: eMarkeater, July 2014

175334 wnteMarketer.com

Figure 4: Digital Buyer Penetration Worldwide

Digital Buyer Penetration Worldwide, by Region,

2013-2018
% of internet users

2013 2014 2015 2076 2077 2018
Morth America F20% 73.46% TA49% T63% TFTR T3E%
Western Eurcpe 64.0% 65.8% &6.3% TO6.3% £8.2% 69.0%
Aszla-Pacific 421% 44.1% 45.8% 48.9% 504% 50.9%
central & Eastern Europe d146% 43.4% 44.3% ddd4% 44.6% 44.6%
Middle East & Adrica 31.3% 331% M.0% 35.0% 360% I7.0%
Latin America 282% 29.9% 30.¥% NE%R 327% 337%
Worldwide 41.3% 427% 44.3% 454% 46.4% 47.3%

hote: ages 144, internet users who have made at least one purchase wa
any digital channe! during the calendar year, including onling, mabile and
fatiet purchases

Source! eMarketer, July 2014

176048 wntoeMarketer.com

Each area of the world, for different reasoapresents an opportunity for online
retailers.

e Europe, Australia & North America have a high in&trpenetration as well as
a high digital buyer penetration.

e Asia due to its large population has a high nundb@nternet users and still
room for improvement regarding its digital buyenggation. It is predicted
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that Asia & the Pacific are will have in 2015 tlaedest share of B2B sales
worldwide
e Latin America, Middle East and Africa are develgpatonomies which leave

room for growth

2.2 Defining Internationalization and Localization
Internationalization is a term which is used inremmics and business, as well

as in software development (i18n) to which we wefer to in chapter 4.

From a business point of view Internationalizatisrbasically the process of
“increasing involvement in international operatiprnghich requires adapting the
firm's strategy, resources, structure and organizab international environments”
(Johanson and Vahlne 1977) .

Localization of online stores is basically the m@eg of adapting their business
model and their software (Localizing Software 118ee Chapter 4) to a specific

market.

In a fast moving online world and in an obviouslyen faster growing
worldwide e-commerce landscape, internationaliratmlecomes more and more

important to online shops.
2.3 Internationalization Benefits for Online Stores

According o G. Avlonitis et al , reasons that I¢adhe internationalization of a
company are divided into two main categories (AitlenLymperopoulos and

Tzanavaras 2010):

e Reaction Incentives as a result of changing coripeticonditions in the
domestic market as competition increases, smakebademand from abroad,
legislation changes etc.

e Prevention Incentives due to change of strategydiat greater profits and
growth, avoiding much dependence on the domestikketaopportunities

abroad etc.
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Internationalization benefits for online shops sireilar to those of ‘traditional’

offline businesses and include:

e Extending Reach

e Maximize Revenues

e Ensuring Brands Consistency
e Reducing Costs

e Driving Cross Channel Sales

Benefits are multiplied for the online store beitig ‘first mover’ into a
market/country. The ‘first mover advantage’ existstraditional business as well
as for e-businesses where first movers have a ddmpeadvantage and can
create entry barriers for the competitors (Papad2aD2). Lazada’s Case Study
(Chapter 6) is a good example of an online stoag tfter moving first into South

East Asian markets, created entry barriers to p@lezompetitors.

2.4 Internationalization Challenges for Online Stoes
Similar to offline businesses, online businessese fadangers when
internationalizing such as financial and politicastability in the target countries

(Papadakis 2002), fluctuating exchange rates, ikatadn costs etc

E-consultancy Ltd, a UK based digital publishingd amaining company,
published a report by M.Newman and C.Lake which tines as main challenges

online store localization(Newman and Lake 2010) :

e Content creation and management

e Product range planning and product proposition
e Customer service

e Order Fulfillment

e Payment Methods
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3. Internationalization Strategy and Planning

The internationalization planning of a companyan online shop is a strategic

procedure, which involves decision making on:

e Which countries to consider entering
e How to enter a chosen country

e The level of internationalization and localization

3.1Target Country Selection

Prior to entering a country an online store shdddaware of dangers as well as
possible costs involved and estimated profit paaeritom doing so. It is useful to
collect information about the country, market cdiotis and level of competitions,
data about the main competitors, and potential delnoé the store’s product range in

the local market.

3.1.1 Information about the Country - PESTEL Analysis

A PESTEL analysis is a strategic management toathlwhelps scanning a
company’s current or future environment and in Whi@y the company is influenced
by Political, Economic, Sociological, Technologidatégal and Environmental factors
(Manktelow 2015).

Political Factors

Political factors that could affect online shopse aplitical stability, tax policy, trade

regulations etc
Economic Factors

Economic factors crucial to online shops are thiéation rate, buying power of

citizens, recession or boom, economic growth, exglaates etc
Social Factors

Social factors focus on age distribution, cult@spects, education, literacy, values

etc

Technological Factors
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Technological factors have obviously high impact am online shop’s internatio-
nalization and include internet and e-commerce fpatien, social media, mobile

phone affinity, speed of technological change etc
Legal Factors

Legal factors such as advertising regulations, womes laws, domain name
regulations, trademark protection etc are amongrtbst important factors for online

shops

Environmental Factors

Environmental factors affect mostly the naturehaf product that are sold in an online

shop and include mostly energy consumption linotaiof products

3.1.2 Information about the Market and the Levelof competition — 5
Forces Porter Analysis
Porter 5 Forces analysis is a strategic busimegsvhich analyses the level of

competition in a given market (Porter 2008).

Threat of New Entry

- Time and cost of entry
= Specialist knowledge

Competitive Rivalry
= Nurmrber of competitors
- Quality differences

£ o g Threat of Switcing ety
- Technology pratection New Entry - Customer loyalty

- Barriers to entry

Supplier
Power

Supplier Power
= Mumber of suppliers
= Size of suppliers

- Uniqueness of service

- Your ability to substitute Buyer Power
- Cost of changing = Number of customers
Threat of - §ize of each order
Substitution ~Piftiyences hetween
gy competitors

Threat of Substitution - Price semsitivity

- Substitute performance - Ability to substitute

= Cost of change - Cost of changing

Figure 5: 5 Forces Porter Analysis (Source:www.mioikks.com)

Vasilios P. Tsiavos , Master Thesis, Page 18



This strategic framework examines 5 main compon@otses) of a market, which in

the case of online stores are defined and explasddllows:

Threat of new entrants

How easy is it for new online stores with similaogucts to enter the market
Threat of substitute products or services

Is there a market for the products that the ordimgp sells. Are there similar products

that are cheaper or more popular
Bargaining power of customers (buyers)

What is the expected market size (humber of buyard)what is the estimated

average order amount. How price sensitive are ktomers.
Bargaining power of suppliers

This affects online stores when using local produgipliers or local service suppliers
such as courier, warehousing and advertising ses\etc Number of suppliers, level

of services and cost of changing need to be coreside
Intensity of competitive rivalry

How many competitors are in the country, what hegrtUSP (Unique Selling
Proposition) un what is the level of customer lbyal

3.1.3 Competitor Analysis and the ECP Matrix

A competitoris defined as a firm that operates within the sardastry, offers
similar products and targets similar customers.(Ch€96) Competitors for an
internationalizing online shop are online shops dperate within the target area and

offer a similar product range.

A competition analysis serves the purpose of gatpeinformation of
competitors in order to formulate a firm’s comgeét strategy and predict the

competitors actions and responses (Czepiel anah Ra69) .

In order to analyze and profile competitors thigsik introduces thé&-

Commerce Competitor Profiling (ECP) Matrix. The ECP Matrix gathers important
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competitor information in a visually appealing wafn example ECP matrix

regarding the UK Fashion Market (with fictional ajatan be found below:

E-COMMERCE COMPETITOR PROFILING MATRIX

UK FASHION SECTOR
FACTORS ASOS.COM BOOHO0OO0.CO.UK FASHIONWORLD.CO.UK NEXT.CO.UK
General Profile
Location LONDON LONDON GLASKOW ESSEX
Company Type LIMITED LIMITED LIMITED LIMITED
Established 1999 2008 2013 2010
Annual Turnover 89.750.000 24.760.900 8.000.000 12.100.000
Av.Groth Rate (5
Years) 11% 8% -12% 2%

Distrib.Model PURE PLAYER PURE PLAYER PURE PLAYER RETAIL/ONLINE
Stockist/Just

InTime/Dropship

per Yes/Yes/No Yes/Yes/No Some/Yes/No Yes/Yes/No
E-shop

Multilanguage EN, DE, FR, ES EN, DE, FR EN EN
Multicurrency S,f, € S,f, € £, € £
Localized/Stand

artized S L S S

Email/Phone/Liv

Email/Phone/Live

Email/Phone/Live

Support e Chat Chat Email/Phone/Live Chat Chat
Product
Catalogue
Female/Male/C Female/Male/Child
Fashion hildren Female Female/Male ren
Female/Male/C Female/Male/Child
Shoes hildren Female Female/Male ren
Bags/Jewelry/W Bags/Jewelry/Watc
Accessories atches Bags Bags/Jewelry hes
Other Gifts NO Gifts TOYS
Brands/Private
Label Yes/Yes Yes/Yes Yes/No Yes/No
Product Image/Video/Ca
Presentation twalk Image/Video Image Image
Sales/Clearance | Yes/Yes Yes/Yes Yes/No Yes/No
No of Labels 129 87 100 65
No of Products 4500 2100 1100 900

Delivery

Vasilios P. Tsiavos , Master Thesis, Page 20




Shipment
Preparation

(Days) 1 2
Areas World World World UK EUROPE
Free Worldwide Above
Cost Free Worldwide | Free Worldwide 40£ UK 5£, EUROPE 10£
Carrier DHL DHL DHL/UPS DHL
Free UK, 30
Returns Days Free UK, 15 Days Free UK, 180 Days Free UK, 30 Days
Advertising /
CRM
Google,
CPC Facebook Google, Facebook Google, Facebook Google, Facebook
Google,
Display Facebook Google, Facebook Google, Facebook Google, Facebook
Google,
Remarketing Facebook Google, Facebook Google Google
Google,
Video Facebook Youtube Youtube, Facebook No
Social Posting 5 FB, 1 Twitter, 6 FB, 1 Twitter, 4
Intervals 4 |nstag. Instag. 2 FB, 1 Twitter, 4 Instag. 1FB, 2 Instag.
Affiliate
Marketing Zanox, Affilinet | Webgains No Webgains
Blog Yes Yes Yes Yes
Individ.Gender Individ.Gender
Newsletter 2/Week 2/Week Mixed 1/Week No
Reviews
Delivery Times,
Product Quality, | Product Quality, Delivery Times, Product Product Quality,
Good Shipping Costs Email Support Quiality, Shipping Costs Email Support
Telephone Delivery
Bad Support Times,Shipping Email Support Product Selection

Table 2: The ECP Matrix

The ECP Matrix checks main competitors @gfaimportant e-commerce

factors (first column) and differs from similar teosuch as the O’Conner’s

competitors profiling method (O'Conner 2010) a@®duses mainly on online business

and can be used by many online stores as is.

However, it is obvious that some factors may ewyn country to country

and depend heavily on the products the shop imgell

All data needed to fill out the ECP Matrix candmdiected from:

e Mystery Shopping

e Online Reviews
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e Company Websites
e Magazine, Newspaper Articles about the online shop

e Competitor Analysis websites such as compete.cemyissh.com etc

3.1.4 Web/Social Metrics Evaluation and Sales Data

Most e-shops gather the interest of visitorsidetshe area they deliver to or
from countries they serve using a standardizedlabvafjzed (eg English language
targeting) approach. The number of visits, salequgies or social media interactions
from users of foreign markets can be a strong atdicthat there is a market that
might need a localized approach.

Enquiries usually are stored in the CRM of théheps while conversion data
as well as visitor amount, online behavior andrefg source (social, ads, etc) are

available within a web analytics software such asgke Analytics.

An example of a Google Analytics Geo Report inahgde-commerce revenue

and conversion rate can be found below (Figure 6):
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1 TS 84226
Acquisition Behavior Conversions eCommerce
Country
% New Pages | Ecommerce
Sassion Sessions New Usera Bounce Rate Sesalon Awvg. Session Transactions Fiiinaia: Conversion
Duration
Rate
92,533 73.23% 67,764 48.89% 3.91 00:02:51 238 $265,354.66 0.26%
% of Tatal: | Awg for View: %of Tolal: | Ay for View: Awg for Avg for View: % of Total: % of Total: 100.00% Avg for
100.00% (92,533) T300% | 100.18% (67.636) 4B.BT% Vi 00:02:51 100.00% (238) ($265.354.88) | View: 0.26%
{0.18%) 10.00%) EX] {0.00%) (0.00%)
{0.00%)
1= Sl.a1:smmd 84,226 (91.02%) 71.80% 60476 (a9.25%) 47.37% 4.03 00:02:58 233 (37.90%) $255,754.84 (36.33%) 0.28%
Urited
2. Kingdom 1,029 (1L11%) 92.91% 956 (1.41%) T7.94% 1.79 00:00:57 2 (n.as%) $5276.11 (1.99%) 0.18%
3 Al 448 (0.49%) 91.09% 409 (080%) T127T% 1.80 00:01:00 1 (DA% $1,108.35 (D429 0.22%
ustralia
Y s 2,037 (zz0%) B4.68% 1,725 (255w 54 15% 3.40 00:02:08 1 (Da2%) $463.00 ([aTH) 0.05%
5 Garmany 265 (D.26%) 90.94% 241 ([035%) 65.66% 2.62 00:01:16 1 (04Z%) $2,752.36 (1.04%) 0.38%
Unsited
6. Arab 26 (0.03%) 96.15% 25 (0.04%) 57.65% 342 00:03:068 0 (n.oo%) $0.00 (0.00%) 0.00%
Emirates

Figure 6: Google Analytics Geo Report

The report above, which refers to a week’s dat@nodnline store located in
New York USA, provides an overview of the most imtpat web and sales metrics.

Another important information is the social braegutation of an online shop

in a target country. This can be tracked usingadanedia online monitoring tools
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such as trackur.com

Lountry targeting
— (Al @ Refine
Selected sources OE (== ()l O
o Custom Feeds O ONE O O
[g. -. D | . I_II I I_I E I_I I_I 1
elicious o Ol O Ot
[E]' Facebook
Ei Save Search
o Forums
- R —
© 8§ Googler - N
™ [ magesVideo ) Twtser 10
ﬁ Mracetook 3
& ] News/Blogs et
-Fv.1|21F|
R ddt Mg (120
@I (ﬁ ® I --"n-\.'pof‘l'dnl
# [} Reviews
Result Sources
M W Twitter I

Figure 7 Trackur.com social media monitoring by countrg socialnetwork (Source
www.trackur.com)

3.2 ForeignMarket Entry Modes (FMEM)
A ‘mode of entry’ is basically the way a company lchosen to operate ir

foreign country and is a critical strategic dears(Kumar and Subramaniam 19

3.2.1Categorization of Foreign Market Entry Modes
The typical internationalization process identifteg> main entry mod« (Peng
2008):

e Equity Based
¢ Non Equity Based

“The Hierarchical Model of Market Entry ModesPan and Tse 20C divides the
above entry modes into a more appealing concepai@n as shown belc (Figure
8):
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A HierarcHICAL MopeL oF CHOICE OF ENTRY MODES

Choice of Entry Modes [

Non-Equity Equity
Modes Modes

B Contractual |* Equity | Wholly
Export [ Agreements | Joint : Owned
’ Ventures Subsidiary

_i Direct export I _} Licensing [ _| Minority EJV I _‘ Greenfield |
_I Indirect expart I _‘ R&D contracts | _| 50% share ETV | _l Acquisition ]
_I Others | _[ Alliances [ _| Majority EI'V | _4 Others |

Figure 8: The Hierarchical Model of MarkettgrnModes

3.2.2 Selection of FME Mode

Online stores with no physical presence or warsésin foreign countries use
the “Non-Equity Mode , Export” or a “Digital Entrilode”. A recent study among
Greek Family Businesses showed that digital entoglenallowed the investigated
firms to achieve a speedy entry to foreign coustaed compete in geographically
distant markets (Plakoyiannaki et al. 2014).

While speed and limited risk when using the “NoniiEg Mode , Export” is
important for online shops, it is not possible pply it in many target countries. If,
for instance, when conducting as PESTLE or PORTE&Ryais the target country has
been identified to have a poor infrastructure imteof transportation networks or has
a high degree of bureaucracy, then a physical peeswith a warehouse and a “last

mile delivery setup” or even an office might be dee
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3.3 Level of Internationalization and Localization

After conducting the before mentioned analysigalzation costs can be
estimated and a decision can be made about whethsst to enter a country, the
entry mode and the desired level of localizatiomyAtarget country can be
approached differently. Evernote, the popular rage, which is expanding into sales

of physical products, explained (Edgar Dunn and Qamy 2014):

"We adopted a "four shades of grey" approach (ntilack or white" approach) for

our online retail business involving physical dehes".
They have 4 different “country tiers”, with a difé:t approach for each tier:

Tier 1 - "all local" countries: for the largest marketscls as China, Japan, and the
US, this merchant has set up a local "look and" feelbsite, with prices in local
currency and, most importantly, local fulfillmetiat includes a local warehouse with

a local delivery service to ensure fast delivergt an import duties.

Tier 2 - "partly local" countries: for other large marketuch as Canada, Germany,

and the UK, this merchant has a similar set-upasidr 1 countries, except that local
fulfillment is only available on the most popultems.

Tier 3 - "local shop window" countries: for shoppers ounotries such as Australia,
Mexico, Singapore, Taiwan and South Korea, thischmamt provides a local "look
and feel" website, but no local fulfillment (i.&ely ship from a central location).

Tier 4 - "nothing local" countries: for all other coumsi (e.g. Abu Dhabi, smaller
Latin American countries, etc.), shoppers needdib &nd purchase from the standard

.com website.
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4. IT Infrastructure for International E-commerce Deployment

4.1 Impact of Cultural Differences

4.1.1 Defining Culture and Values

When interacting with in e-commerce with peoplefarign countries, such
as selling, providing support, doing business, @yiph etc it is important to
understand their culture and values. Hofstede defioulture as “the collective
programming of the mind which distinguishes the rbera of one human group from
another” while value is defined as “ a broad tergeo prefer certain states of affairs
over others” (Hofstede 1980).

4.1.2 Cultural Parameters in e-commerce

An online store should take into account cultuldferences as they have
impact on important factors such as payment, lmgsystems and language (Bin,
Chen and Sun 2003). However, cultural parametersaso values, colors, symbols,
icons etc that need to be considered when deveopiab communication for
different countries (Singh 2012) and in online nedirkg (Chapter 5)

4.2 E-commerce Platform Requirements for Internatimalization

4.2.1 Multi-Language Support

Multi-language support allows for language tamygtivhich is the lowest level
of internationalization. To support multiple langea the e-shop’s content
management system (CMS) should allow website corded product data to be
entered in multiple languages. Multiple languagpplyato the software’s backend

too, as data entry might be conducted by editams fdifferent countries.

Translating content from an initial language totaer is accomplished either
in-house or outsourced. To optimize outsourcedstadion workflow an automated
way is to use a Translation Management System (TiM&ymbination with the CMS
of the online store. Figure bellow illustrates theeraction of a TMS and e-shop’s
CMS:
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PROFESSIOMAL
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Figure 9: CMSTMS translation Workflow (Sourchttp://www.lingotek.com/magen)

The TMS module cilects content from the CMS in the initial langua
translates it and sends it back to CMS in the tdeggyuage Popular TMS servic

providers are Lingotek (lingotek.com) and Across@¢as.ne

4.2.2 Multi-Currency Support

Many eecommerce platforms pport nowadaysultiple currencies. Thmost
convenient way to update fluctuating exchange ratédse utilization of an exchan
rates API service whichllows for updatingthe online store automatically. The ta
bellow shows exchange rates API prors and the format used to parse the rec

and retrieve the exchange r:
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Provider Technology Reference

European Central | XML to XML, Request URL: http://lwww.ecb.int/stats/exc
Bank http://www.ecb.europa.eu/stats/eu rhange/eurofxref/html/index.p
fxref/eurofxref-daily.xml n.html#dev

Currency Layer REST to JSON, Request URL: https://currencylayer.com/
http://apilayer.net/api/live

Yahoo Finance Api | REST to CSV, Request URL: http://finance.yahoo.com
http://finance.yahoo.com/d/quotes.c

SV

Table 3: Real Time Currency Exchange Rate Providers

If the e-commerce platform does not support autethaexchange rate
modification, a server cron job need to executecuest in preset time intervals and
update the platforms database with the parsed égplonse.

4.2.3 Payment Methods

Obviously, the ability to offer multiple paymentptons to a potential
customer is of benefit for an online store. Whhe tmportance of offering the most
popular payment methods in a localization targenty is discussed later in Section
4.6 the ability of the e-commerce platform to ad@pthe various technologies used
by the payment providers needs to be addressédaidint.

Some of the most utilized payment methods arohadvorld include:

e Cash On Delivery
The customer pays upon receiving his order

e Credit Card by Redirection
The customer gets redirected to the merchant’s lzamk enters his
credit card information. After the cart is chargbeé customer is redirected
back to the online shop’s payment success page.niérehant's bank is

responsible for all security measures involved.
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e Credit Card at the online shop
The e-commerce platform collects payment data,steas it to the

payment processor (usually a bank) and runs bagkdracharging and
validating. The merchant is responsible for seguaitd fraud protection and
usually is required by the bank to comply with PaptnCard Industry (PCI)
Data Security Standards. Those technical stanagasdaeeded to be followed
by the e-commerce platform and the online stor@sting server (Security
Standards Councel 2015)

e Online Wallets

The customer gets redirected to the merchant’s laantk enters his
username and password. The payment gets procegskdibcting the needed
amount from his online wallet, or charging a corieédank account, credit
card etc. After payment the customer is redirettack to the online shop’s
payment success page

Popular online wallets include Paypal, Skrill, Yah&/allet, Google
Checkout Yandex.Money, Amazon Payments etc. Theardadge of online
wallet that the user does not need to enter argitccard information when
purchasing online as his payment info and idensitgonfirmed by logging

into the above services.

e Direct Debit or SEPA Direct Debit in Europe
The customer authorizes the merchant during checkoumithdraw

money from his bank account by adding his nameywadcand sort number.

4.2.4 Shipping and Logistics

The shipping functionality of an e-commerce platishould not be limited to
proposing to the customer available shipping methattl costs. As will be discussed
in detail later in Section 4.7, order fulfillmentethods may vary by business model
and country. Shipping method and cost dependshenptoduct’s location, the
recipient’s location, the products dimensions araigiv and desired delivery speed.

Besides defining method and cost the e-commerdtoptashould be able to get real
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time quotes by carriers, inform suppliers and offdéfillment companies about the

order, update it’s inventory etc
Following procedures apply:
The products are at the merchant’s warehouse or praises

e Available shipping methods and prices are definathd checkout by taking into
account order recipient’s location and product \Wweand size.

e Prices are calculated by using pricing tables ak tiene rate calculation using and
API provided by shipping carriers.

e Upon checkout the shipping carrier gets automdyicaiformed to visit the
merchant’s premises for pickup at a specific time

e The merchant packages the products for pickup addtes his inventory
The products are dropshipped by the supplier

e Available shipping methods and prices are defingthd checkout by taking into
account order recipient’s location and product \Wweand size.

e Prices are calculated by using pricing tables al tiene rate calculation provided
by the dropshipper.

e Upon checkout the supplier gets automatically imied (Email or API) to ship
the order to the customer, usually using neutrekgging

The products are at an Order Fulfillment Warehouse

e Available shipping methods and prices are defingtihd checkout by taking into
account order recipient’s location and product \Wweand size.

e Prices are calculated by using pricing tables al tiene rate calculation provided
by the Fulfillment Company.

e Upon checkout the order fulfilment company gettomatically informed (Email
or API) to ship the order to the customer, ushegNMerchants Packaging

e After the order leaves the warehouse inventory pglated, the online store

inventory is updated and fulfillment pricing adjedt
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4.2.5 Taxes

The e-commerce platform needs to be able to appteduct tax depending
on the order recipient’s location. E.g. if a Eurapenline shop sells products outside
Europe, VAT tax needs to be deducted from the totdér. On the other site, if an
online shop located in New York delivers to a coso in New Jersey, additional

sales tax needs to be applied during checkout.

4.2.6 Web Analytics and A/B Testing

It is important to online stores to measure penfmmce and improve
conversions using web analytics software such asgl@cAnalytics, Coremetrics or
Webtrends. Additionally, conversion optimization & daily task using A/B or
Multivariate Experiments using tools such as Optety or Convert. When
conducting experiments site elements are modiggdpfoduct image size, checkout
page wording etc) and multiple variations of thew shown to visitors. The variation
that over time improves conversions is adapted(ibiery, Quarto-vonTivadar and
Davis 2008).

If an online store is simply globalized (eq useglish language), but has an
international customer base, conversion optimimatising experiments might have
poor results. A better approach would be to segrtentcustomer base by location
and conduct the experiment on a specific custoragment. This can be achieved
using geo-targeting to identify customer locatiowl @ecide whether or not to display
the experiment tag.

For the purpose of this thesis a few lines of Rid&e have been developed to
illustrate an easy geo-targeting approach for gstibat are not localized or utilize
only language targeting. In this example assume e have an online shop in
Portuguese language which sells to customers itu@alrand Brazil and wishes to
display content accordingly. The example scriptnemts to the freegeoip.net API
which uses the visitors ip to find the respondingrdry:
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<?php

function getlocation($ip) {
@ S$request = "http://freegeoip.net/json/".$ip;
@ $response = json_decode(file_get contentq(fest), true);

return $response;

}

/l REQUEST LOCATION BY IP

$geo = getlocation ($_SERVER['REMOTE_ADDRY);
/I GET COUNTRY CODE

$country= $geo['country_codeT;

If ($country=="PT"}{

/[ SHOW CONTENT FOR PORTUGUESE VISITORS
} elseif ($country=="BR") {

Il SHOW CONTENT FOR BRAZILIAN VISITORS

7>

4.2.7 Multiple Storefronts

An advanced localization method is to use differestorefronts for
each/country to be served. Most modern e-commelattopns offer this options
when buying additional licenses for each domaine Timain advantage is that all
shops are managed from within the same backendrd-igellow shows the product

data page at the backend of the cs-cart e-comrseftweare:

Vasilios P. Tsiavos , Master Thesis, Page 33



mages SEOQ Options Shipping Properties Quantity discounis Subscribers

Information =

Multi-store

Name* | Apple® - iPad® with Retina® dizplay Wi-F| - 32GB - White
. = e Store @ Storefrants 1+

Calegories @ < Add categories

Tablets Storefronts 1

Tablets Storef

Price (5).+ | 599.99

Figure 10: Multistore feature in CS-Cart (Sourcipi¥ blog.cs-cart.com)

The admin can add a product to multiple categooiedifferent storefronts
(aka localized online store domains) and laterneslgange price & description per

storefront.

Payment and Shipping Methods and any other contemnt be set per
storefront, making the different domains acting ldifferent websites, but having the

same admin panel.

4.2.8 CDN (Content Delivery Network) Support
Content delivery networks (CDN) are dedicated abitms of servers located
strategically across the wide-area Internet  (Saedial. 2002). Those server cache

static content of a website such as images, vide8s, and Javascript files.

When a user requests a website, the server whidbsgsst to the user delivers

the static content reducing website loading time.

If a online store serves users on multiple locatiaround the world the CDN
improves loading times and improves user experiede loading times are a
important factor for online stores as online custrexpect fast loading web pages
(Constantinides 2004) and page load time has beeo8t€O ranking factor (Chapter

5), a CDN is considered highly important when in&ionalizing.

Some of the most known CDNs are Akamai, CloudfliaxCDN, Amazon

CloudFront etc

Vasilios P. Tsiavos , Master Thesis, Page 34



§ Origin Server
j\\ ¢ Edge Server

A User

== CDN Connection

== UJser Connection

L {

Figure 11: Content Delivery Network (CDN) (Sourd#tps://gtmetrix.com/why-use-a-cdn.html)

4.2.9 An overview of E-Commerce Platforms

NBS Systems, an e-commerce consulting firm in €, publishes an
annually review of e-commerce solutions in JAVA aRtHP, installation and
maintenance fees (Humeau 2013). The more expermsiselution is, the higher
turnover needs to be achieved by the online stooever costs:

"Comfort zone" per solution

o —
(9 hybris T
INTERSHOP e ———
[{)) Magento e —————————————
YIChange L —
) ——

oXiD

(=== =1=1

E PRESTASHOP
VﬁueMart

opencart 77

&8 zcn cart
Turnover expected 0-2Me 2-20 Me 20 - 200 M€

NBS

20 - 2 > 200 ME
Build budget (*) 7-20Ke< WEORS00%EY 03 2ME  2-5WeE >5ME
Run budget (*%) 5 KE< "30-200Ke| 0.2-1ME  1-2M¢E > 2 ME

] Budget includes licenses (when needed) and developments/integration.
| Budget includes License/maintenance fees, site evolutions, hosting.

Figure 12: e-commerce solutions, installation amintenance costs (Source: https://www.nbs-
system.com/wp-content/uploads/benchmark_short_sngtilf)
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4.3 Internationalizing Software (i18n)

If an online store wishes to develop its own sofevaolution and does not
want to rely on standard e-commerce platforms,a$ ko offer features such as
outlined in section 4.1, and furthermore, buildlatform that can be localized easily

when needed.

The definition of Internationalization is “the dgsi and development of a
product, application or document content that esml#dasy localization for target
audiences that vary in culture, region, or languagéernationalization is often
written i18n, where 18 is the number of lettersaesn i and n in the English word”
(Ishida and Miller 2015).

Proper internationalization includes developingectmsupport local, regional,
language, or culturally related preferences. Thiduides Unicode support, proper
handling of legacy character encodings, handlingurhber and date/time formats as
well as separating code from design and localizedent

4.4 Website Localization (112n)

Localization can be defined as “the adaptatiora gfroduct, application or
document content to meet the language, culturalotiner requirements of a specific
target market (a locale). Localization is sometimegten as 110n, where 10 is the
number of letters between | and n”(Ishida and Mi#l815). To allow for localization

an e-commerce solution should be internationalasedutlined in Sections 4.2 & 4.3

4.4.1 Content

Hofstede has identified four cultural dimensionofdtede 1980) that affect
parameters (see Section 4.1) which influence iaterdesign and content (Tegarden,
Dennis and Wixon 2013). For the purpose of thisitha quick reference matrix has

been created, containing those dimensions along thié impact on a website’s

localized content:

Cultural Dimension Definition Impact on Content

T L T
Power Distance A culture with high power In  high power distanc
How the distribution of social | distance  believes  ihculture a website shoul
power is dealt with in the authority, in a culture with emphasize on the “greatness”
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culture.

low power distance peog
believe that power shoul

be equally distributed.

lof the leaders of the firm
d“proper titles” should be use
for executives
testimonials by “prominent
members of the societ

should be posted

and

d

Uncertainty Avoidance
Explains to what degree a
culture is comfortable with

uncertainty.

Members of a culture with
a high degree of uncertair
ty avoidance avoid taking
risks, value tradition and
are comfortable in a rule

drive society.

In cultures with a high degre

1-of uncertainty avoidanc
more customer service nee
to be provided, local contac
need to be available, tru
seals should be used a

relationship of local culture

3%

to products should be pointed
out
Individualism vs Collectivism | In North America and Collective societies need
Shows the level of emphasis | Europe individualism is information on how the

the culture places on the

individual or collective ,or

group

rewarded while in Eas

Asia it is believed the

group is more important

tcompany is “giving back”, ta

2 the  community, support

“loyalty”
Individualistic

“member” and
programs.
societies need mor

th

emphasis on tf

personalization on
website,

unigueness of the products

[72]

D

wJ

Masculinity vs Femininity
How well masculine and
feminine characteristics are

valued by the culture.

In a Masculine culture

characteristics such @

being aggressive , a

sertive, ambitious an

competitive while femi-
valug

nine cultures

characteristics such @

being encouraging, comp-

assionate,

2 In masculine societie
remphasis should be given
sthe effectiveness of
feminine  societies focu
> should be on aesthetics

1S

th’|:e
dproducts offerings while i

to

Table 4: Cultural Dimension's Impact on Website 8oh (Tegarden, Dennis and Wixon 2013)
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4.4.2 Culturability

Culturability is a term which was introduced by Bar and Badre, and means

the merging of culture and usability (Barber andi®s1998).Cultural factors such as

color, writing orientation and other cultural markshould be taken into account for

website usability.

As example, the Table bellow illustrates the megnaf colors in some

countries:
Color China Japan Egypt France United
States
Red Happiness Anger Death Aristocracy Danger
Danger Stop

Blue Heavens Villainy Virtue Freedom Masculine

Clouds Faith Peace
Truth

Green Ming Future Fertility Criminality Safety
Dynasty Youth Strength Go
Heavens Energy

Yellow Birth Grace Happiness Temporary Cowardice
Wealth Nobility Prosperity Temporary
Power

White Death Death Joy Neutrality Purity
Purity

Table 5: Color - Cultur Chart ( Barber-Badre 1998)

4.5 Customer Relationship Management (CRM) systems

“Customer Relationship Management (CRM) systerapiwre and integrate

customer data from all over the organization, cbdate the data, analyze the data,
and then distribute the results to various systenuscustomer touch points across the
enterprise. A touch point (also known as a conpaant) is a method of interaction
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with the customer, such as telephone, e-mail, custoservice desk, conventional

mail, Web site, wireless device, or retail stofedifdon and Laudon 2012).

CRMs are a broad topic. For the purpose of thesithwe will focus on which
user data should be collected and how it can bd tssupport internationalization
efforts. Furthermore the issue of internationakaoner support is discussed.

4.5.1 Collecting Data

An online store, as any organization, collects dédtan interacting with users.
Examples of data are email addresses when a uperpsfor a newsletter, personal
information such as name or address when a usemseca customer and more.
Online stores collect more information, such asmsing behavior, user location etc
by using cookies. This data can be used to prédglicte user behavior. Figure below
illustrates such a Customer Behavior Model (CBMgd&h 2013)

Fredictive model

Historical data .| =cering Engine .| Frediction

Figure 13: The Customer Behavior Model (CBM) (Sadz313)

4.5.2 Using data for effective internationalization
It is important to segment user data by user iooass this affects the way of

interacting with the user for marketing and sal@gppses.

User entered data such as emails, telephone edtlyusan be used for email
marketing, postal letters and printable coupons smssages etc As outlined above
when discussed the impact of cultural differencégmwcommunicating with a cross
border audience, it is obvious that email messé&igskins 2009), sms etc should use

local color preferences and wording.
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User behavior data and its evaluation using the CBah be used to
personalize the users’ online experience. Butaiit be used along with sales data to
predict user behavior in countries that have sinuldtural dimensions. In chapter 6,
the case study of Lazada, shows the company usadtitheir Malaysian presence

for their internationalization to other 5 countri@ssimilar culture in South East Asia.

4.5.3 Customer Support

Customer support is usually done by email, onthat or phone, using in-
house personnel or outsourced to call and suppaters. As with every online store -
customer cross border communication, cultural chffiees need to be considered.
Moreover a local telephone number can be an adganta cultures with a high

degree of uncertainty avoidance (see Section 4.4.1)

Even small online stores that want to take advantd@ global customer base
can use local telephone numbers (or even toll frambers). Those numbers
basically are ‘virtual’ as they forward calls toetistore’s call center. Examples of
companies that offer worldwide virtual phone nunsbeare FlyNumber,

GlobalCallForwarding, VirtualPhoneLine etc

4.6 Payment Methods
Online store owners may assume wrongly that coessiaround the world
use credit cards to purchase goods online (Edgan@and Company 2015). This is

not the case. Consider these three key global risarke

e In China, only 1% of shoppers pay with internaticradit cards.
¢ In Brazil, only 30% of credit cards can make intgional payments.
e And in Germany, three quarters of shoppers prefetause credit cards

when making an online purchase.

As payments methods vary by country an online steesls to examine the target
country’s customer preferences and offer them. fiduge below illustrates payment

method share in various countries.

Vasilios P. Tsiavos , Master Thesis, Page 40



Figure 14: Payment Methods Share by Country
(Source:https://www.adyen.com/dam/documentatiortepisipers/Adyen-Edgar-Dunn-Company-
Report-Optimizing-Payments.pdf )

4.7 Logistics and Order Fulfillment

An online store, with a presence in multiple co@st need to consider all
available methods to store and to ship its produstscking location and available
shipping methods depend on the countries taxescasibms, transportation system
and infrastructure. The ‘last mile’ delivery, whighdiscussed over the next sections,

is a common challenge in underdeveloped countries.
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4.7.1 Order Fulfillment
Orders by an online shop are stored and shippetthéocustomers in the

following locations and ways:

e Store’s Warehouse or Premises

This is the ‘ordinary’ way of storing and shippinhe store keeps product’s

in its warehouse, packages and ships to the custioome there
e Supplier's Warehouse (Dropshipping)

The order is forwarded to the supplier who stores shippes the products to
the customer using neutral packaging. This is ugéftne supplier location is
close to the customer’s area/country.

e Contractor's Warehouse (Order Fullfilment)

The suppliers ship products to a fulfillment compamhich takes care of
customs (if needed), stores the products and ielearse and ships the order to
the customer. The online store pays the orderllifuént company a fee for
declaring, shipping and storing the products. Téia useful approach for online
stores that don’t wish to invest in a warehouseedlrto countries where customs
apply.

Examples of such fulfillment companies are Shipwikenazon Fullfilment,
360Zebra, Webgistix etc. The Figure below illusigatthe order fulfillment
process by third party providers:

HOW IT WORKS

Fulfilling Your Online Orders Through Webagistix

GETTING STARTED PROCESSING ORDERS DELIVERING SMILES

" 4 S+ L1OMIA0L S
. .‘!V @ @ = D1A01OMILS

Integrate your cart with
Webgistix SmartFill™

Ship your inventory to
Webgistix's Fulfillment Centers,
where we receive, count
and stock your products

Customers place orders
on your web site

Order data is automatically
transferred to Webgistix

®

Webgistix picks, packs & ships
your orders with 100% accuracy
within one business day

Your happy customers
quickly receive
exactly what they ordered

Figure 15: Order Fullfilment Process (Source:Wetipgisom)
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4.7.2 Last Mile Delivery Problem

In e-commerce the “Last Mile” is the distance frdm nearest to the customer
logistic hub to the customer. The Last Mile problexcurs when the recipients’
locations cannot be served by the courier compaugyit an country area, or in
underdeveloped countries) (White 2015)

In many cases the only way to overcome the Las¢ ioblem is a direct
investment entry mode with an in-house deliveryviserto as many locations as
possible. Such an approach has been followed bwdaazn South East Asia, as
discussed in Chapter 6
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5. International online marketing

For years there was an ongoing debate about #&imgrtshould be
standardized across countries or adapted to ladalre (Agrawal 1995). Nowadays
many marketing channels are available that differcblture and country, so that
marketing localization is a logical option. Theurg below shows share of marketing
spend by ad format in the first half of 2014

Ad formats = first half zo13 Ad formats - first half zo14

Total - $20.1 billion** Total - $23.1 billion**

m Search
= Mobile

=

m Banner

® Digital Video

u Classifieds

m Lead Generation
u Rich Media

m Sponsorship

Mobile Formats
2%

Source: IAB/PwC Internet Ad Revenue Report, HY 2014

Figure 16: Ad Formats by Revenue, IAB Internet Atigeng Revenue Report HY 2014

5.1 Search Engine Optimization
Search Engine Optimization is the process of periftg certain actions on
and off a website in order to archive higher orgarankings (unpaid) in search

engines in order to increase the website’s visybili

Good organic placements in search engine resigegpdSERPS) are an
extreme valuable competitive advantage for onlineps. Organic traffic is highly
important to online shops as it is almost free carag to paid advertising and reduces

in that way the cost per sale, allowing for highesfits.
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SIM Free Phones - Buy Pay as you go Phones ... - Buy Pay as you go SIMs from ..

Mobile Phones - Compare The Best Mobile Phone Deals

wane maneysupermarket. com/mebkile-pheones/ «

Jodedrdod Rating: 4.5 - 4,958 reviews

Cornpare mobile phones with MoneySuperbarket to find the best deal. We cornpare a
wide range of the latest contract, PAYG, SIM only and cashbackfAree gift ..

Latest Mobile Phones - SiM Only Deals - Apple iPhone B 16GE space ... - Apple

Organic

Paid

Doogee Android 5.1 Mobile
whinyy cldd.coms ¥

5.0" HD Dual Zim 1GB RAM Mobile.
$57 Only. Free Shipping

Android Smartphones
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Best Mobile Phones
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Save on Phones

Top10 Cheapest Phones

ww Lswitch corm/Cheapest-Phones v
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Compare Best Offers & Save Today!

Mobile Phone Selector

wiwy wovy com/Mobile+Phone+Selectar
Find the best Mobile Phone Selector

Find Fast Information Here

Figure 17: Google.co.uk organic and paid placementémobile phone"

While Google dominates by far the internationalamig and paid search
market it does not mean that it is the dominatiegrsh engine in any country. When
optimizing a web presence as part of internatiaaibn efforts, it is important to
check rankings for the top search engines in tihgetacountry(Moran and Hunt
2014).

To know which search engines are top in a cousfrgcific market data can
be obtained from websites such as Net Market Stvassv.netmarketshare.com) and
Statista (www.statista.com). The table below illasgs global market share of search
engines and market shares in some countries wheogl&does not dominate.

Global Chind Kored Russié
Google 53.74% | Baidu 58.14% | Naver 73.62% Yandex 54%
Baidu 31.32% | 360Search 25.26% | Daum 18% Google 34.7%
Bing 10.81% | Sogou 13.31% | Google 2.5% mail.ru 8.6%
Yahoo! 3.52% Google 1.55% | Nate 2.14% Rambler  0.9%
AOL 0.15% | Bing 0.81% | Zum 0.37% Bing 0.6%
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Ask
Other

0.07%
0.39%

0.55%
0.38%

Yahoc
Others

Others

0.6%

[1] Net Market Share Global Search Engine Usagep://www.netmarketshare.com/search-engine-
market-share.aspx?qprid=4&qpcustomd=0)
[2] CNZZ Top Chinese Search Engines of April 2Q@4p://www.komdat.com/blog/china-market-
update-search-engines-q1-2014)

[3] Neilson Korean Click May 201ttp://koreajoongangdaily.joins.com/
news/article/article.aspx?aid=2971581)

[4] Komdat Russia Search Engine Market Sharts://www.komdat.com/blog/market-update-search-
engines-russia-ql1-2014)

Table 6: Search Engine Market Share

There are not only different search eegicross countries, but the

same engines provide different SERPs for the sasaecls term in each country.

Below are the SERPs of the search term “mobile phan google.co.in (India) for

which we previously searched at google.co.uk

GO 816 mobile phone i

loTdg Elrdwer Eidrmeig Hidpreg Bivren Mepirodrepo *

Mepitrou 1.200.000.000 armorehéopora (046 Seurepdhemia)

Epyoheio awadfmang
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Wi amazon in/mebiles-accessories/b? ..« Metdppoon qutfg g osaidag
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gadgets ndtv.com » Mohiles « Me1dgpoan autfg g oehidog

All Mobile Phone Brands including Mokia, Samsung, HTC, Micromax, Huawei, iBall,
Blackberry, Sony Ericsson, Spice, Motorala, Lenova, L5, Karbonn, Yideocon

k, §OF

MNepioadTepeg ekaves yio mobile phone

Eikéveg yia mobile phone Ayggopd skd

Mobiles: Mobile Phones with Lowest Prices in India - Shop ...
wainn. Snapdeal .com > Mobiles & Tablets +

Buy mobiles online: Online mobile store for branded mobile phones at best prices in
India. Check prices & user reviews. Shop for mobiles under 10000, 15000, ...

PAID

China Mobile Phone

wiww . made-in-china.com/Mebile_Phone ~
Good Price On Mobile Phone

Trusted, Audited China Suppliers

Mobile Phones on Aliexpress
wiw aliexpress.coms

1M+ Products Up To 50% Off. Free
Shipping Available. Order Online!
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W phonemania.gr, *
Wayver yio Smartphone n Tablet;
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Discounts - up to 80% Off

wwny 00my . co.in‘Meobile+Phone+Shopping
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oanvd Kal MNoloTIKd KivnTd
i, CSNOR.OrF ¥

Cluad-Core Amo 99€ DE310, DGFOO
Ccta-Core Ao 178€ DEEE0, DEI00

Mobile Phones Shop Online
wwnn webcrawler com/s «

Search multiple engines for

mobile phones shop online

Figure 18: Google.co.in organic and paid placemfamtmobile phone”

It is important to check search engine optimizatefforts against the local

version of the dominating search engines.
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When it comes to optimizing a website for searcfjiregs the actions required
do vary slightly across search engines. The mogitant steps and factors are
Keyword Research, Domain Name Ending, Mobile Cdrbpiy, The hosting server
IP, On Page Factors, Off Page Factors. All factoesexplained in detail over the next

sections

5.1.1 Keyword Research

Keyword Research is basically the way of ‘findmgf’ what people that speak
a specific language, and are located in a spamiintry are searching for on the web.
It is obvious that online shops with a presencenintiple countries need to know if
and how people search for their products in eadmtry. Keyword research is
important as besides identifying trends in a coyn$ helps also identifying the exact
search terms as well as synonyms and variatiortsrigxed to be used in website

elements (eg Meta Tags, Titles etc), page conter8EO and paid CPC advertising.

The main tools for conducting keyword research@oegle Trends™, Google
Keyword Planner, Yandex (Russian) and Baidu (Clah&gyword Tool

Google Trends

Google Trends is a tool that uses Google searchatad shows top searches
in a specific country over a set timeframe. It atsampares searches for given
keywords, which is useful for online shops whendugdth specific product names.
Figures below show search trends for major mobileng models in Germany and
Brazil.
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Germany = 2015 =~ All categories = Web Search =

COmpare Search terms =

iphone & samsung. .. xiaomi mi4 htc one LG G3
Search term Search term Search term Search term Search term
Interest over time News headlines
ok Ege Fep DS Wap s srrp DS !.lc-:::.ztl‘.s e S L Bl b e . T

>

Figure 19: Search Trends 2015 of Mobile Phonesamt@ny

Brazil = 2015 - Al| categories = Weh Search =

Compare Searchterms ~

iphone 6 samsung... xiaomi mi4 htc one LG G3
Searchterm Search term Search term Search term Search term
Interest over time News headines

L P ——
d

Herage SEpAIg HIpmis AmTpANS mri s BIuES Brias Ay S .

L

Figure 20: Search Trends 2015 of Mobile PhonegaziB

The figures above indicate that an online shop Wwhg active in
Germany would need to pay more attention to thenpht, the Samsung S6 and the

Vasilios P. Tsiavos , Master Thesis, Page 48



HTC One while the online shop in Brazil needs tketanto consideration the

popularity of the LG G3.
Google Keyword Planner

The Google Keyword Planner tool is part of Googldwlrds and is mainly
used to create CPC (Cost per Click, see Chapterbgdgling lists. It is also quite
useful to display search data and keyword ideas.nitest feature is probably to scan

competitor sites for keywords.

The use is quite simple: after entering a few kaylsdhe tool displays search
terms related to the keywords along with their mbnsearch data. Figure below
shows the tool's output when using the keywa@siphone 6, htc one, Ig g3, xiami

mi4in the Philippines

Keyword Currency Avg. Monthly Searches (exact match ¢ Competition Suggested bid

iphone & EUR 201000 0,01 0,33
lg 23 EUR 43500 0,11 0,11
iphone 6 price EUR 33100 0,07 0,05
xiaomi EUR 27100 0,11 0,04
xlaomimi3 EUR 22200 0,01 0,01
=4 EUR 14300 0,07 0,23
htc one m8 EUR 14300 0,07 0,21
xlaomi mid EUR 9300 0,07 0,21
iphone @s EUR 8100 0 0,15
sB EUR 6600 0,07 0,36
htc one EUR 6600 0,02 0,09
mi3 EUR 5400 0,01 0,07
lg g3 price EUR 4400 0,24 0,07
lg 23 review EUR 3600 0,02 0,09

Figure 21: Keyword Planner suggestions Mobile Peanéhe Philippines

The output above means that IPhone 6 is the mgsti@omobile phone in the
Philippines, followed by LG G3 and Xiaomi MI3 (nbtl4). Moreover it shows that
the words ‘price’ and ‘reviews’ extend the searehah significantly and should be
included along with the model name when doing are@EO and CPC Campaigns.

Yandex (Russian) and Baidu (Chinese) Keyword Tools

Yandex is a very popular search engine in RussiaTamkey while Baidu is
the largest Chinesse search engine. Both offeadpertising and provide a keyword

tool similar to Google Keyword Planner™ relying threir own search data. When
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targeting countries where the above search engjaes a significant market share it

is important to conduct keyword research with theve tools.

5.1.2 On Page Optimization

The basic key to on page SEO is to make a webpsigelevant as possible to
a given search query and ensure that search engeres'read’ the website’s
content(Dover and Dafforn 2011).

On Page SEO consists of optimizing webpage codeegits (eg H1 headers,
Meta Tags, Alt tag etc) and page content for smedié€ywords that have been
identified during keyword research. While each magearch Engine applies a
different weighting factor for on page optimizationost code, website structure and
content characteristics are of common importancd are explained in brief
below(Brockbank 2014).

Keywords in Code Elements

It is important to include the targeted keywordshe page title, in header tags
(h1,h2 etc) and alt tags

Website Structure and Speed

e Canonicalization of Duplicate Content using thearacal tag
e The use of search engine friendly URLs if possib&uding the keyword

(egwww.shop.com/mobile/iphoneskistead of

www.shop.com/product.php?id=3974%16

e Page Speed, which matters mostly to Google. Taatapage speed Google

offers its own tool abttps://developers.google.com/speed/pagespeeditsbighs

website speed is an important factor, the use a GInvitent Delivery Network)
IS a necessity if targeting countries that areafaay from the hosting server

location
Content

Targeted Keywords should be included in originatunally written content,
not copied from other websites to avoid duplicateshtent penalties. Keywords

should appear in variations and as well as synonyms
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5.1.3 Off Page Optimization
Off Page factors that influence searafiremrankings are links to the website

(Backlinks) and citations in social media
Backlinks and Page Rank

Using backlinks as a ranking signal was originatiyroduced when Larry
Page and Sergey Brin invented in 1998 their pagi ra@gorithm at Stanford
University (Page et al. 1998) . The concept is #&nihe more links exist towards a
website the better this website ranks. If the ligkivebsites have also | high authority
(pagerank, which means they have many backlink} tto® higher is the backlink

value.

Link building is the most important part of off gagptimization. Link
building basically means getting links from as mdmgh authority websites as
possible. This can be done by creating link wobgitent and publishing it on social
sites, article sites etc (white hat seo) or usintpmated methods such as block
comments spamming, link farm participations or pgyiother webmasters for
backlinks (black hat seo). Most large Search Ergyare able to detect Black Hat Seo

tactics and penalize them

It is obvious that link building needs to be dooe d¢ach localized website (or
country section) of an online shop separately \Witks coming from websites in the

same language and country of the localized ver®ogeection) of the online shop

When doing link building, the first step is to idéy the link profile of the
competitor in a specific country. This means figdiout which high authority
domains link to the competitor’'s online shop. Thare several tools that are used by
seo specialist for backlink analysis such as Operite SExplorer

(moz.com/researchtools/ose/) Majestic Seo (majestit) and Ahrefs (ahrefs.com)

Let's assume an online shop with general merclsenthat would like to
enter the Philippine market. One of the key comgpetiis Lazada (Lazada.com.ph)
which belongs to Rocket Internet in Berlin. Aftesing ahrefs tool on the competitor

the output would be:
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ahrEfi SITEEXPLORER  CONTENT EXPLORER  POSITIONS EXPLORER "

Site Explorer: | nhtep:mww lazada.com.ph *domain/* UPLOAD DISAYOWED LINKS
€2 History +=; Compare
il FILTER DOMAIN
Dashboard
TpaRes ALL DOFOLLOW REDIRECT EDUCATIONAL NOTSITEWIDE NOFOLLOW
P Fag 1824 1,340 25 1 1,824 568
Grossing Pages
=i ALLTLDS: 1824 v
Top Content
Top Referring Content
1-50 of 1,824 results Export Settings
Near-Duplicates gEm 5 m
Backlinks
INBOUND LINKS 1t Firs
11 Referring Domain F DR AnrefsRank 1 Dofollow  / IiTatal  Seen
Links
New / Lost 1.  youtube.com © 95 3 0/z 18Jun 15 BACKLINKS
Broken Backlinks =
2. plus.google.com & 94 5 0/8 19 Mar 15 BACKLINKS >
Anchors
Ruferring Domairs 3. adobecom © 93 6 11 21 Mar'15 BACKLINKS ¥
S iLess 4. pinterest.com © 91 10 0/1 4Jun*is BACKLINKS
Referring IPs
5. instagram.com & 91 1 0/1 30jul*15 BACKLINKS ¥

Figure 22: Ahref.com backlink analysis of Lazadaaquh

The websites with the highest domain authdA) that link to lazada.com.ph
are social sites such as pinterest.com, youtube.google plus etc which can easily
be duplicated.

Link building is a continuous process in order tver existing competitors

back links as well as new coming in, which can &lsdound using the above tools.
Social Media Citations

Social Media Citations (and backlinks from thdnaye become lately ranking
factors (Penson 2015). This simply means that &mhelocal version (or country
section) of an online shop it is advisable to hdiferent accounts on social media
networks that target local users.

5.1.4 Mobile Compatibility

Google has rolled out on April 21, 2015 a new reblriendly search
algorithm (Makino, Jung and Phan 2015) where mdbiéndly websites rank better
in mobile search results. This is a very imporfactor when taking into account the
rapid growth of mobile use penetration across tleldvand the way it changes
consumer behavior making it a possible competitidgantage against established

competitors.
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5.1.5 TLD and Hosting Server Location

In order to rank in a country local SERPs the arde engine must know
which audience the website targets. A country TODQ Level Domain eg .de, .fr
etc) or a server location in a target country isralicator for serach engines to assign
a website to a country. Google has made it easierwkebmaster to define the
website’s target country through the Search Congalso known as Webmaster
Tools). According to Google, if a website can use of the other means to set geo
targeting (ccTLD or Search Console’s geo-targetow)), there is no need to worry

about the server’s location. (Google 2012)

Other Search Engines besides Google tend to betitigeently. While there
is no clear evidence, some experiments have shoah Baidu seems to favor
strongly websites with Chinese ip addresses (htiprtinkura.com/search-engines-

prefer-locally-hosted-websites/)

5.2 Social Media Marketing

Social Media sites engage billions of users ewvayyatound the world. As
objective of marketing is mainly putting productgiaservices ‘in front’ of potential
customers, social media marketing is highly imparta business as is addresses a
very large quantity of potential customers. The kegaining advantage from social

media marketing as a online shop is to know:

¢ which are the major social media platforms in &cteld area for a given
audience with certain demographic characteristics
e how to engage and communicate with users takimmgaotount cultural

differences in each geographic area

5.2.1 Social Media & Social Networks

Social Media are “a group of Internet-based appibims that build on the
ideological and technological foundations of Web, 2nd that allow the creation and
exchange of user-generated content” (Kaplan A. P&dttile according to Boyd &
Elison “social network sites are web-based servited allow individuals to (1)
construct a public or semi-public profile withirbaunded system, (2) articulate a list

of other users with whom they share a connectind,(8) view and traverse their list
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of connections and those made by others within ghigtem. The nature and

nomenclature of these connections may vary froeteisite” (D. Boyd 2007)

5.2.2 Major Social Networks and Media
Figure 23 below show the largest Social Networksiad the World:

Leading social networks worldwide as of December 2014, ranked by number of active
users (in millions)

Figure 23: Largest Social Networks around the wé8durce:
http://www.statista.com/statistics/272014/globatiabnetworks-ranked-by-number-of-usérs/

5.2.3 Social Networks and E-commerce

Social Media have given consumers control, inforomaind power over the
market process. Retailers need use social medistém to customers in order to
personalize the customers’ online experience, fadwvertising concepts based on
product reviews and make in that way the customeo-aroducer (Contantinides,
Romero and Boria 2008). As customers are diffeeembss countries and cultures
different channels of communication (eg FaceboogelPare needed for each area

served.

“Social media is driven by text, photos, video,diay and simulated
environments. The goal of all social media in aitess context is to engage people”
(Safko and Brake 2009). Engaging people means dBsicCommunication,
Collaboration, Education and Entertainment. Whibkele network needs its own
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strategy, they should not be treated as stand&leneents, but as part of an integrated
system (social media plan) which needs a systerapficoach and evaluation based

on predefined performance indicators (Hanna, RohdhGriteenden 2011).

A list of common actions across networks thabaline shop’s social media
plan should include can be found below (Macarth{20

e Building A Business Page

e Posting often using quick text

e Posting Images and Videos

e Adding ‘Like’ or similar buttons to each productgeaof the online shop
e Holding Contests

e Announcing exclusive offers and coupons

e Responding to queries and complaints

e Using hash tags

e Announcing Events

e Paid Social Media Advertising

5.3 Pay per Click (PPC) and Display/Banner Advertisg

Pay per Click (or Cost per Click) is an online edising model where
publishers (website owners) get paid by an adwertidhen his ads get clicked. While
PPC can be applied to banner advertisements watlgablisher’'s website it is more
common to advertise using text ads while banneraaglsisually paid using the cpm

(cost per thousand impression) model and servalbr@ipurposes.

PPC and banner ads are usually served by ad netwehich are displayed
beneath organic search results (in case of ad netthat cooperates with search

engines) or on publisher websites that have patherth the ppc vendor.

Lot's of online users are resistant ads and cendidem annoying. PPC ads
that are displayed based a users search termamexganic results, have a higher
acceptance as they respond to users’ needs angertisthg is not actually
advertising when it is information” (Geddes 201Bigure below illustrates ads on the

Baidu Ad Network for ‘Hawaii Travel”
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Figure 24: Baidu PPC Ads when searching for "HaWwedivel" (Source: www.baiduadvertising.com)

5.3.1 International PPC Vendors

Google Adwords and Yahoo! Bing Ad Network comprsenover 95% in the
US market (Moran and Hunt 2014) and are the dommga®PC Vendor in many
countries. Whoever, depending on the target coumnjine shops that wishes to
internationalize need to check also for local veadé list of major PPC Vendors can
be found below (Kennedy 2011) :

e Yandex (Russia)
e Baidu (China)
e Naver (S.Korea)

o Etarget (Central & Eastern Europe)
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5.3.2 PPC Basics
Setting up a PPC campaign consists basioatigfining (Geddes 2010):

e The ad format (Text, Banner, Video, Product Ad$ etc

e The keywords that trigger the ads

e The max CPC the advertiser is willing to pay

e Depending on the network additional features aeslabvle, such as location,
demographics & device targeting

It is critical that an internationalizing online ggh needs to target each country

differently, setting up different campaigns:

¢ Ad wording, style and colors should reflect langai@pd culture specific
characteristics as defined during strategic plagp(@hapter 3)

o Keywords used are the keywords which where indentifor the specific
country/area during keyword research

e Max CPC should be defined according to:
a) Competitor’'s bidding strategy
b) Product margins and conversion rates (when &idivey products)
c) Demand for specific product categories (ideadifiby trending tools

such as Google Trends)

Figure 25 below shows the advertiser’s panel atoéaBing where text ads are
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Figure 25: Text Ads Setup at Yahoo!Bing PPC netw&@turce: www.microsoft.com)

5.3.3 Location and Device Targeting
Location and device targeting are offered by meagjor PPC Vendors and
allow deciding whether or not to show specific adsertain areas or on browsing

devices by usually modifying max CPC bids per atexdte.

This feature is important when it comes to intéoralizing online shops as

shopping behavior and device usage various hightertain areas of the world.
For the purpose of the present thesis, the follgwituation was examined:

An online shop wishes to promote the Galaxy S@Gpad and is on a limited

budget. Using Google Trends it is possible to seeahd by city :

Worldwide = Japan

Nagoya 100 —
Yokohama 97
@ Daisen 04 E—
) )&
r N
@ -jl . Minato 93
Chiyoda 27
Shinjulu o0  o—
Fukuclka B4 o—

Figure 26: Google Trends, search term "S6" in Jeparcities
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The next step would be to examine the share ohegerce by device in Japan:

SURVEY-BASED DATA: FIGURES REPRESENT USERS” OWN CLAIMED / REPORTED ACTIVITY n

PERCENTAGE OF THE PERCENTAGE OF THE PERCENTAGE OF THE PERCENTAGE OF THE
POPULATION WHO USED APC ~ POPULATION WHO BOUGHT POPULATION WHO USED A POPULATION WHO BOUGHT
TO RESEARCH A PRODUCT TO SOMETHING ONLINE MOBILE PHONE TO RESEARCHA ~ SOMETHING ONLINE VIA A

BUY LAST MONTH VIA A PC LAST MONTH PRODUCT TO BUY LAST MONTH  MOBILE PHONE LAST MONTH

Figure 27: E-commerce by device in Japan, Januat$ 2Source: www.wearesocial.com)

As seen above only 17% of Japan’s population seardiuy products online
via mobile phone. As a result, a suitable campavguld be targeting users in the

cities Nagoya, Yokohama, Daisen who are using &P@arch for a galaxy s6 phone.

While the above example is simplified and user b&hmae.g. sales by area,
device) will dictate further marketing efforts, i# good marketing practice when

entering a market in a foreign country for thetftrne.

5.4 Mobile Marketing

Mobile Marketing is defined “a set of practicesittienables organizations to
communicate and engage with their audience in tardative and relevant manner
through any mobile device or network” (Mobile Matikg Association 2009) or
according to the International Advertising BuredMobile Interactive Advertising
refers to advertising or marketing messages deld/éw portable devices, either via a

synchronized download or wirelessly over the dikB 2008)

While most remember of (sometimes undesired) SMIMMS messages
when thinking of Mobile Marketing, technology halsanged and with the rise of
smartphone usage around the world, mobile markéticlgdes nowadays App Based
Marketing, Location Based marketing, In-game Margtand much more. Mobile
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Marketing was in 2014 second in marketing spendr&dearch / PPC Advertising
and, for the first time, above Banner advertisidd3(2014)

Advertising format share, 2006 - 2014* (% of total revenue)

50%

40%

30% +

20%

10%

0%
Search Mobile Banner Classifieds  Digital Video Lead Rich Media
Generation

m2006 m2007 m2008 w2008 =2010 =m2011 m2012 =m2013 m2014
Source: IAB/PwWC Internet Ad Revenue Report, HY 2014

Figure 28: IAB internet advertising revenue repadyertising format share (Source: www.iab.com)

5.4.1 Why Mobile Marketing?

Mobile marketing is a powerful tool as mobile dms are personal (everyone
has one or more), are pervasive (used all day hgwuoers) and have proximity (as
carried with the customer) allowing marketers te lscation to analyze consumer
marketing behavior (Mobile Marketing Associationl2)

Mobile phones usage is growing rapidly which metrs more and more
people are “exposed”’ to mobile marketing (Weare&8eg 2015). Mobile usage is a
factor that needs consideration when internatiaimgji an online shop as mobile
penetration rate in the target country plays anoitgmt role when considering

website mobile features or planning advertisinghsipgcross devices.
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BASED ON EACH DEVICE’S SHARE OF TOTAL WEB PAGES SERVED

SHARE OF WEB SHARE OF WEB SHARE OF WEB SHARE OF WEB
PAGE VIEWS: PAGE VIEWS: PAGE VIEWS: PAGE VIEWS:
LAPTOPS & DESKTOPS MOBILE PHONES TABLETS OTHER DEVICES

62% 31% 7% 0.1%

YEAR-ON-YEAR: YEAR-ON-YEAR: YEAR-ON-YEAR: YEAR-ON-YEAR:
-13% +39% +17% +18%

Figure 29: Share of web traffic by device (sourcean¢social.sg)

5.4.2 Mobile Marketing Strategies
Mobile marketing is worldwide ‘boom’, but has nmten utilized as much as
possible across the world. Online Shops that wisteriter a market in a foreign

country might have a ‘first mover’ advantage whemplementing mobile strategies.

Some of the most used mobile strategies, whichbeaapplied by an online
shop, depending on industry and country, can beddelow (Marrs 2013)

o App-based marketing: Mobile ads appear within thirt-party mobile apps.
advertising networks which display this type of aie Google AdMob and
Facebook Promoted Post Ads

¢ In-game marketing: Mobile ads appear within mobile games, as image ad
banner pop-ups or video ads

i ©

g
n !m;g@nm&\

v Cheap Global Calls From Your Moblle O
Ads by AdMob

Figure 30: Angry Birds In-Game Mobile Ads (Sourcem.phandroid.com)
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e QR codes marketing:QR codes allow users to scan them in order t@kent
to an advertisers website

e Location-based marketing: Ads appear depending on the location of the user
e.qg. ads displaying discount coupon of brick andtamoshop in a range of
1km around the location of the user

e Mobile search ads:PPC Search ads as mentioned in section 5.3 witoad

extensions like click-to-call or maps

Some of the applications above allow “the creatznm exchange of user
generated content” which Andreas M. Kaplan defiagsSocial Mobile Media”
(Kaplan 2012). Examples of those aps are Facebbokter and Foursquare
where the user posts locations by ‘checking-inisoable to communicate and
posts reviews in real time. Those apps offer everermobile advantages, besides

‘standard’ mobile advertising, from which compansas benefit, such as:

e Marketing Research
e Communication
e Sales promotion and Discounts

e Relationship development and loyalty programs

5.5 Affiliate Marketing

As defined by Evgenii Prussakov, one of the mastpected affiliate
marketing experts, “Affiliate marketing is basigalperformance-based marketing,
whereby affiliates/partners promote a merchantslpct/service and get remunerated
for every sale, visit, or subscription sent to therchant. The most frequently used
payment arrangements include: pay-per-sale, pajepdr and pay-per-click
compensations. Affiliate marketing is one of the sing@owerful and effective

customer acquisition tools available to an onlirerechant today” (Prussakov 2007).

Affiliate marketing involves a Merchant, an Afeile and an Information
System which attributes a Lead/Sale to an Affilialdis system can be software
provided by the Merchant (in-house affiliate progjeor an Affiliate Network. An
affiliate network hosts a directory of Merchants #ffiliates to choose from and

takes also care of the lead/sale attribution poeesl the Affiliate’s payment after
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collecting affiliate provision from the Merchantén Affiliate usually generates

Leads using a website or an email subscriber list.

5.5.1 Why Affiliate Marketing?

Affiliate marketing plays an important role in thr@ernationalization process
of an online shop. Affiliate marketing is cheap®airt conventional online advertising,
has a wider reach as it is not limited by budgeal,dan some cases, can lead to
valuable backlinks (and better Search Engine Raskifrom affiliate websites at no
cost.

However, when targeting a country as online shapakes sense to reach out
for affiliates that have a local user base on tiveibsite or email subscribers to assure
higher conversion rates. Moreover it might be aabls to choose a local affiliate

network as it usually gathers more local affiliates

5.5.2 International Affiliate networks
While there are lots of US and European Affiliattworks that have a global
affiliates base, some affiliate networks that wimtally in specific areas gather the

interest of local based merchants and affiliates.

A table of the largest affiliate netksiby area can be found below:

AMERICA

EUROPE

ASIA

Global:
Advertising.com
Affiliate Window
Affili.net

Commis. Junction
DGM

LinkShare
TradeDoubler
Webgains

Zanox

Local:
Afilio (Brazil)

Batanga (Latin America)

Global:
Advertising.com
Affiliate Window
Affili.net

Commis. Junction
DGM

LinkShare
TradeDoubler
Webgains

Zanox

Local:
2Parale (Romania)
7Reach (Denmark)

AccessTrade.net (Japan)
Alimama (China)
Allyes (China)

Baidu Union (China)
Chinese AN (China)
ClickValue.cn (China)
clixGalore (Japan)
DGM-India.com (India)
ILikeClick (Korea)
JANet (Japan)
Kavanga.ru (Russia)
LinkShare (Japan)
LikePrice (Korea)

Linkwise (Turkey)
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Lomade (Brazil)
Shareasale (US)
RevenueWire (Canada)

Vorcu (Latin America)

AFRICA

Affiliate.co.za (South Africa)

OfferForge (South Africa)

Geazen (Spain)
Avangate ( Netherlands)
Afilo (Poland)

Affiliator (Sweden)
Click2Sell.eu (Lithuania)
eHub.cz (Czech)
Linkwise (GR and CY)
Novem (Poland)

Potenza (Czech)

MiraLinks.ru (Russia)
MixMarket.biz (Russia)
U2Mee.com (China)
UltimateCash.ru (Russia,
Kazakhstan)
ValueCommerce (Japan)

Zanox (Japan)

AUSTRALIA

Check My Stats

Commission Monster

Traffic Synergy (South
Africa)

The Affiliate Gateway

Table 7: Affiliate Networks around the globe

5.5.3 Choosing Affiliate Network and Provision Moe!

A starting point when choosing an affiliate netlyopbesides its reach in the
target country, would be insights gained during theernationalization planning
phase. During the completion of the ECP Matrix, ahhivas introduced previously in

chapter 3, it is important to take notes of thewoeks that potential competitors trust

Another aspect is entry fees and network provigien sale, as both, the
network and affiliates get paid per sale. A typieatry fee (if any) is around $500
while the Network provision is usually about 30%lué affiliate provision.

When setting up and an affiliate program eithenanse or through a network
that attributes affiliates for generated sales, terchant needs to define a) the
provision and b) cookie duration. Cookie duratiogefimes the maximum period
between the visit of a user to a merchants weltsiteugh an affiliate link, until the

time a sale by the user is generated (Prussakal) 201

As a rule of thumb both should be the same as usesther countries’
networks were the online shop has a presence wefitipdrary promotions to recruit
affiliates (eg if the commission is 5% per sale andkie lifetime 60 days, the shop

can offer in a new country a startup offer for ammoof 10% and lifetime cookie)
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5.5.4 Creatives and Promotional Material

To be promoted, a merchant needs to make centeatives and promotional
material available to affiliates. These include allsu banners, advertorial texts,
coupon codes and product data feeds. All promationaterial should target
exclusively a single country or audience as atBéaneed material that leads to
conversions. For example when targeting the US etaitkis unavoidable to use
discount coupon codes, as ‘hunting’ those coupernis ithe very nature of the US

consumer.

5.5.5 De-Duping, Example code in PHP

A very common problem in affiliate marketing wheawvertising towards
different audiences or through many channels opigithe attribution model. Assume
a merchant who uses a standardized approach asiggdge targeting (which means
he uses one website globally with many languagéoseceq /en, /de, /gr etc) and

operates using two affiliate networks.

If a customer went to the website firstly throwghaffiliate link of network A,
later through network B and purchases, then botivorks will record a sale. The
merchant needs to cancel one of the leads. The usosti approach is ‘last click’

attribution. This gets done when the merchantaesttribution cookie.

As example consider 2 affiliate links towards thegksh and the Greek
version of a website, where the tracking parametenetwork A is affAid and of
network network B is affBid:

Affiliate Link A : www.myshop.com/product.php?id=123&lang=gr&affAid=7899
Affiliate Link B : www.myshop.comproduct.php?id=123&lang=en&affBid=7899

For the purpose of the present thesis, a set of &ddlé lines were developed, to
facilitate a merchant who wishes to attribute #tedt click:

CODE PLACED ON ANY SUBPAGE
<?php

If ($_GET['affAid’]) {
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/I delete any cookie with name ‘affnetwork’ andateea new one assigning value A

setcookie(‘affnetwork’, ", time()-300);

/I delete old cookie by setting expiration to tlstp
setcookie(‘affnetwork’, ‘A’, time() + (86400 * 30))

// 86400 is 1day in seconds which means cookis &tlays from now
} elseif ($_GET['affBid") {

// delete any cookie with name ‘affnetwork’ andatesa new one assigning value B

setcookie(‘affnetwork’, ", time()-300);

/I delete old cookie by setting expiration to plaet
setcookie(‘affnetwork’, ‘B’, time() + (86400 * 30))

/1 86400 is 1day in seconds which means cookie Bstays from now
} 2>
CODE PLACED ON THE CHECKOUT SUCCESS PAGE

<?php
/I get affnetwork cookie value and display the appiate tracking code of the
affiliate network to record the sale

if($_COOKIE[$affnetwork]=="A") {

/I display tracking code of network A

} elseif ($_COOKIE[$affnetwork]=="B") {

/Il display tracking code of network B
} 7>

5.5.6 Merchant - Affiliate Communication

Each merchant (online shop) usually assigns ahaséf manager (internal
staff or contractor) to support, take care and compate with affiliates. This
involves the preparation of welcome messages to filiates, newsletters,

responses to affiliate support enquiries etc.
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It is obvious that the above communication as aglthe communication with
customers, needs to be held in a manner which takesaccount language and

cultural differences and cannot be universal fbcalintries

5.6 Web and Social Metrics - Evaluating Online Marleting Efforts

It is easy to collect visitor data such as numberisits, demographics, sales,
bounce rates etc from an online store using theoppiate software such as Google
Analytics, Piwik, Coremetrics, Omniture etc Thefidiilt part is actually raising
conclusions using all this data and to improve ranlconversions(Google 2010).
Standard ways for non experts to interpret thogeréis are KPIs (Key Performance

Indicators). Some appropriate KPIs for e-commeredq@lifton 2010):

e Average Conversion Rate

e Average Order Value

e Average per-visit value

e Average ROI (Return of Investment)

e Customer on First Visit, the likelihood on transfong a visitor to a customer on

his first visit.

Besides obvious conversions (sales) other metdgaied micro conversions
(Kaushik 2010) , need to considered too. Examplesnzro conversions are
newsletter signups, cart abandon rate, socialrgpafi products etc.

Social Media metrics can be accessed manually lte\y many friend on
Facebook, followers at Twitter, how many post lilkes) to estimate conversion of
online efforts (Sterne 2010) or through Enterprisgtening Platforms (ELP) that
allow for a management and statistics of multigigfprms at one (eg Brandmonitor,
Wildfire etc) and Platform APIs such as Facebodights, SocialDon, PageLever etc
(Vlachopoulou and Demetriades 2014)
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6. Case Study : Rocket Internet

“Our mission is to become the/‘
world’s largest internet platform outsid«’) RUEKETINTERNET

the United States and China”, this Figure 31 Rocket Internet Log

, (Source: www.rocket-internet.com/media)
Rocket Internet’s slogan and goal.

“Rocket identifies and builds proven Internet bess models and transfers
them to new, underserved or untapped markets wheseeks to scale them into
market leading online companies” is in brief thesihness model of Rocket Internet

according to its CEO Oliver Samwer.

The above approach has been criticized by mang@s/tat” strategy, as they
seem to ‘steal’ and copy proven internet ideasl{&til2014) However, they deserve
credit for the speed of setting up e-businesses iar@inationalizing them using

standard, proven as successful over the yearsegwoes.(Li 2014)

6.1 Company Profile

Rocket Internet SE was founded in 2007 in Germaith Wweadquarters in
Berlin. The company operates in 110 countries antbiinents employing more
30000 people.

Rocket Internet builds online business models mantoss four focus sectors:

e e-commerce companiesyhich include retail companies in the areas of
fashion, general merchandise, home and living¢ef§upplies and food and
groceries

e marketplace companiessuch as real estate and car online classifiaddist
travel and transport, and food delivery companies.

e financial technology (FinTech) companiesthat focus on bringing together
borrowers and lenders

e travel companies,addressing the rapidly growing online travel arhsport
sector
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6.2 Internationalization Strategies

6.2.1 Criteria for choosing countries to Enter

Prior to its IPO at the stock exchange in FrartkfRiocket Internet revealed
it's criteria for choosing countries and areas tdeg in its company investor
prospectus (Rocket Internet 2014). Rocket Intetaggets high growth emerging
markets because “their growth in terms of gross ekiim product (“GDP”),
population and Internet penetration, combined witd absence of a sophisticated
offline retail infrastructure, presents a signifitanarket opportunity to leapfrog the
development of traditional brick-and-mortar retaildustries” and Rocket likes
complex markets as “A large number of our markats ehallenging in their
complexity, which we seek to turn to our advantades complexity of the markets in

which we are present increases the barriers tg significantly”.

6.2.2 Internationalization Approach and Setup

Rocket Internet has divided its world activitiesoifRegional Internet Groups
in Africa, Asia Pacific, Latin America and the MiédEast in order to better address
the local markets and internationalize their onBheps. In that way the company has
facilitated a regional commercial, strategic angestment partnerships which allows

for local recruiting and sourcing.

Companies, Websites and Regions and internet Group:

QY e
Group
AlIG — At a Glance
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uncned

Leading commerce platform ‘
cauntries
Leading C2C marketplace ‘
countries
Leading online takeaway ‘
countries
countries
Leading taxi hailing platform ‘ -
countries
21
countries
Leading vehicle classifieds ‘ -
countries

Morocco Ageds Tunsia - Egynt

Senegal

JUMIAE,

l < Kkaymu

|
]
=
|

ﬁnncum

Leading hotel booking platform
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Figure 32: Africa Internet Group, Rocket Intern@bqrce: www.rocket-internet.com, Rocket Results
FY 2014)

APACIG - At a Glance

15 1,049 4.6t 12 L. 43
countries population (in m) addressable GDP companies lau:c?:;z 2?”25014 operations in total
Countries
Pakistan & kayrrgg Leading C2C marketplace “
|
laraz Leading consumer goods retailer
Xy . < carmudi Leading vehicle classifieds
il ; h g (I:cmudi Leading real estate classifieds “
e q e y = =
e @'H('lp[mq Leading household service platform
Bangladesh = > S
Laos 7 Pa . - ___ Philippines ﬁm Leading hotel booking platform
Sri Lanka / AR T TS Vietnam =
Thailand 5 /// 25 i “1 .\' Cambodia EASY 'g' TAXI Leading taxi hailing platform “
Malaysia 7 /’/ = - e Qﬂ%ﬁ}s’r Leading price comparison site n
singapore
indonesia # Everlobs | | Leading career portal
Leading online supermarket
__ hustalis
. pr‘l’ntvenuem. Leading printing services platform
¥ = : :
Now Zocland w > Qm Leading bus booking platform 1

e @

Figure 33:Asia Pacific Internet Group, Rocket In&gr(Source: www.rocket-internet.com, Rocket
Results FY 2014 )

Middle East
Internet
Group
MEIG - At a Glance
6 54 1.6tn 6 7 12

operations

countries population (in m) addressable GDP companies taunched in 2014

operations in total

EASY @ TAXI Leading taxi hailing platform

carmudi| | Leading vehicle classifieds

Tamudi Leading real estate classifieds

Wadi Leading commerce platform

Helpling Leading household service

S Kuwait

\\\ United Arab Emirales platform
. .. Bahmin
\\ Q Kaymu| | Leading C2C marketplace
Saudi Arabia | \ Qatar com

Figure 34:Middle East Internet Group, Rocket In&r(Source: Www.rocket-internet.com, Rocket
Results FY 2014 )
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Latin America
Internet
Group

Latin America Internet Group -
At a Glance

13 538 5.5tn 6 21

countries population (in m) addressable GDP companies operations in total

Mexico (#)
EASY g TAXI Leading taxi hailing platform
GE  CostaRica e r—’:r"_ﬂ Colombia gy
= Ny L Veneavela @) «carmudi| | Leading vehicle classifieds -
* Panama % d o
Wis Fcuador :
© ’ Tamudi Leading real estate classifieds
| Peru
=N " " :
o Balwa Wcickeus Leading bus booking platform _
- Paraguay Leadil Retailer fi td
— . eading eRetailer for outdoor
P Uruguay _== sports
‘ Chile =5
tricae Leading eRetailer for toys & kids
“  Argentina products

Figure 35:Latin America Internet Group, Rocket tntt (Source: Www.rocket-internet.com, Rocket
Results FY 2014 )

Rocket’'s online shops expan

+ +
usually to countries within a specific mﬁm 55mw|\ion ﬁ 8mnnon

unigue visitors/maonth newsletter subscribers

region (Internet Group). Rocket Interne

scans countries, estimating growth trenc E‘ .I.I + @ 7 +
profit —opportunities, entry barriers o e e

rrobile app downloads LINE followers

cultural differences etc. An excellen

strategic example is lazada.con 85% n 'I 2:‘;@

Operatlona”y Iau nCh ed |n March 20 12 of our arders are shipped within fans on Facebook

48 hours

Lazada is Southeast Asia's (SEA) numt Figure 36: Lazada Facts SEA
one online shopping and sellin (Source: www.lazada.com/about-us)

destination, with presence in Indonesia, MalayBiailippines, Singapore, Thailand
and Vietnam. Lazada works as an online shop, betoélso marketplace capabilities

allowing other merchants to sell through it (simtla Amazon).
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Before deciding to launch Lazada across 6 distinatkets in SEA, Rocket
Internet had to face major structural problemshim target countries (Rocket Internet
2015):

Payments Logistics Supply chain
 Low credit card penetration « Undeveloped infrastructures Fragmented local merchant
* Local alternatives preferred « Scattered logistics networksnetworks

» Cash on delivery needed | « Geographic diversity * Inexperienced local
merchants

« Inefficient supply chain

Regulatory Culture & Talent
* Licensing different across 6 markets « User behavior varies across
* Licenses needed for eCommerce, payments, lagjistic and within 6 markets
 Challenging import / customs environment acroaskets | ¢ Limited and inexperienced
local talent pool

« Language differences

Table 8:Lazada.com Challenges, Rocket Internairg®o www.rocket-internet.com, Rocket Results
FY 2014)

In 2012 a decision was made to start launching daza 6 countries in SEA
and turn the above difficulties into strategic auteges. Lazada decided to put in
place their own infrastructure to overcome the a&bobstacles and create in that way

market entry barriers for potential competitors.

* Shallow, unsophisticated and inefficient * Ramp up of own fleet last mile capability
Transport transport networks (3PLs) * Granular management multiple 3PLs network

* Long & variable lead-times * Full technology integration with 3PLs

* Poor warehouse infrastructure * Ramp up of fulfillment network (main metro

* Limited 3 party offering fulfillment center & short tail fulfillment centers)

Build of own fulfillment centers (build to suit)

.

* High variability of supplier sophistication Training & coaching of merchants, simple &

* Low penetration of technology & online intuitive online platforms

Integration & control of supply chain with direct
pick-up at merchant

* Low credit card penetration & high costs * Biggest & first network of cash on delivery
Payment * Low trust & fraud aversion * Credit card on delivery
* Online wallet

Figure 37: Lazada Market Entry Challenges and 8niat(Source: www.rocket-internet.com, Rocket
Results FY 2014)
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The result of the above approach can be found efotlowing info graphic:

~$1.. f~5. O ~5.

Annual GMV! Total customers Daily visits

Zn ~75% E "'-'1 5 """1 .6 o

Marketplace GMV Active seller partners? Active SKUs

@~85" {. 58 61

Of our orders are shipped Last mile distribution hubs Logistics partners
within 48 hours

LOGISTICS = ASSORTMENT = PLATFORM

Figure 38: Lazada Current State Overview (Sourcemwocket-internet.com, Rocket Results FY
2014)

6.3 Rocket Internet Technology

Rocket Internet has developed and ecomn@atiorm named "Alice” which
is used by most of it's e-shops. Alice, apart fraltlowing easy deployment of new
online stores, integrates the three componentsatetelevant for an e-commerce
company, which are standard online store capads|itivarehouse management
features and logistics covering the entire e-consme&alue chain including last mile

logistics.

Rocket Internet uses standardized processes toeaseE sales of
internationalized stores using central and localr@@ches. The centralized process,
includes customer acquisition, customer relationnagament (CRM), business
intelligence, CRM tools and data warehouses witike lbcalized process, involves
our local operations, sales and local call cenéerd support. Using its centralized
CRM and Data Warehouses all online stores manageidtomize user experience,
and reduce customer acquisition cost while increpsicustomer lifetime
value.(Rocket Internet 2014)

Figure below illustrates Rocket's Westwings.comr(fiture) zero inventory

sourcing model. Westwing operates in 15 countrfésapntinents
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7 Logistics Centers

>3,000
WESTWING
SUPPLIERS

a “zero-inventory” business model
with attractive cash flow profile
and negative net working capital

Figure 39: Westwing Zero Inventory Model

6.4 Rocket Internet Online Marketing
Rocket Internet archieves a significan amountisifars using all means of

search engine marketing, social media marketinig, gearch etc

THE SCALE OF ROCKET’S PLATFORM )]

380.000.000 9x

Mails send to customers of Rocket ventures in More Google Searches in
March 2014 Indonesia for “Lazada”
vs. “Apple”

Countries live in

B 4.712.000.000

Total visits to websites of Rocket ventures since January 2011

CXysIWVKIR  44,000.000

Keywords C°"9"E_d E|°bi‘||V_l'{V Total Fans of Rocket ventures on Facebook,
Rocket search engine advertising more than Apple & Nike combined

Figure 40: Rocket Internet CRM Data (Source: Adigafw/o Westwing & Home 24), Google
Keyword Tool, FB, Google Analytics

Moreover Rocket Internet uses web metrics to impr®&M results as can be seen

below:

Vasilios P. Tsiavos , Master Thesis, Page 74



EXAMPLES FOR DATA-DRIVEN OPTIMIZATION (1/2)
ONLINE MARKETING g

Problem (March 2014) Solution

Impact (April 2014)

* Increase of customer acquisition
cost (CAC) in Search Engine
Marketing (SEM) channel by ~20%

* Efficiency Attack: Rocket

supported venture to optimize
efficiency with 3 key measures

relative to February
* Cause: Venture increased
investment into SEM

Rocket Search
Engine Marketing
expert on the
ground at venture
from beginning of
April

SEM Feb to Mar

(Feb indexed to 100)
Cost Feb | Mar
Country A 100 | 113 @EEEs
Country B 100 | 164 [ETES
Country C 100 | 162 S
Country D 100 | 170 ks
Revenue Feb | Mar
Country A 100 | 182 [g-¥E
Country B 100 | 168 W44
Country C 100 | 178 [
Country D 100 | 108 |
CAC Feb | Mar
Country A 100 | 106
Country B 100 | 101
Country C 100 | 144
Country D 100 | 147

SEM Mar to Apr
(Feb indexed to 100)

Country A
Restructuring of Country B 164
SEM to focus maore Country C 162
on specific search Country D 170
ques 335:_95 “shoes” Revenue Mar
s;e;iers’:)e country 2 =

Country B 168
Country C 178
Country D 108
CAC Mar
Country A 106
Country B 101
Country C 144
Country D 147

Roll out of Rocket
tool (“Romeon”)
that automatically g
optimizes targeting |
for Search Engine
Marketing

Figure 41: Rocket Internet SEM Reporting

Rocket Internet has increased purchasing powenstgaarketing and
technology vendors, and has entered special framkeagyeements:

BUNDLING OF PURCHASING POWER AND VOLUME ACROSS PORTFOLIO PROVIDES ARt
NASCENT AND MATURE ROCKET COMPANIES WITH IMPROVED COMMERCIAL TERMS \:l/

4 o
o Pricing
Go ugle

a1 Adobe

L

Extended payment terms

Maximum flexibility
s=ciomantic
adyen
ORACLE
O New Relic.

+ 50 other partners

Improved service level

Preferred access

Figure 42: Rocket Internet Framework Agreement Wigchnology and Marketing Providers
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Conclusions and Suggestions for Further Research

E-commerce is a very interesting topic, that becewen more exciting when
practiced all over the world without limitations carboundaries. This study has
proposed in a theoretical and practical manner w@yschieve a successful presence

in one or more foreign countries.

This thesis has shown that the foundations of thecessful interna-
tionalization of e-commerce companies lay in thepgration of successful entry
strategy planning, a reliable IT infrastructure amdconversion optimized online

marketing plan for each target country.

Moreover simple code in PHP that has been develégetthe purpose of this
thesis as well as online tools that are availagpteye that internationalizing can be
achieved, to some degree, easily by smaller corepamiith a little technical

knowhow and intelligence available online at anew cost.

There is room for further research, as there caddbailed strategies for each

target country and mode of entry.

Islamic Commerce is a new trend in e-commercedbald be researched, as

it requires internationalization along with a hidggree of product localization.

Specific Predictive Models and Benchmarks can becldped to estimate

chances of internationalization success.

Last but not least, further development of tBeCommerce Competitor
Profiling (ECP) Matrix, would be helpful too, as it can be a handy tool deery

online store that wish to internationalize.
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