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Broadening the Reach  
of Your Amazon Business

Have you considered expanding your Amazon business outside of the 
United States? One of the innate benefits of the platform is that you have 
the opportunity to do so through Amazon's Global Selling program. This 
program enables Amazon retailers to expand their businesses across 
borders, which can in turn grow sales and profits beyond what's possible 
if a retailer stayed local. Last year, according to Amazon, the Global 
Selling program grew by over 50%, with cross-border sales accounting 
for more than 25% of all third-party units sold on Amazon. 

Many sellers who wish to expand globally naturally look to Europe’s 
marketplace as their first choice, and with good reason — over 310 million 
Europeans are currently active on the e-commerce market. E-commerce 
in Europe grew 11% in 2017 to $624 billion and that double-digit growth  
is projected to occur once again in 2018. The United Kingdom, France,  
and Germany represent the largest European e-commerce markets, 
making up more than 66% of the total.* For Amazon sellers who are  
looking for new avenues to increase business, the growth potential 
overseas is substantial. 

In this eBook, we provide guidance and strategic tips and 
recommendations for effectively expanding your Amazon business  
to the European marketplace. Our partners at InterCultural Elements,  
who are experts in international e-commerce expansion services,  
will advise on specific sections of the eBook, such as language and 
product selection. 

Whether you are new to selling globally or are a seasoned exporter, this 
resource will be immensely valuable as you embark on the mission to 
broaden your store's reach. The more prepared you are going in, the 
better equipped you will be to handle unexpected situations or policy 
changes. While selling on international marketplaces can be challenging, 
it can also be a highly rewarding. 
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Going Global — Why Should You? 

Increased competition. Unexpected brand gating. Inauthentic complaints. 
Reduced wholesale opportunities. Ever-changing Amazon policies. Amazon 
sellers today face more obstacles and experience more market saturation  
than ever before. To counteract these challenges, you would be wise to adopt  
a diversified selling strategy that incorporates global business opportunities. 

One of the best ways to both unlock new levels of profitability and expand your 
revenue stream is by tapping into Amazon's global marketplaces. If you aren’t 
already selling on Amazon’s global marketplaces, you should start thinking about 
adopting an international selling strategy. 

Over the past few years, Amazon has continued to invest heavily in both  
personnel and FBA services to make global marketplaces a destination for 
sellers. The ultimate goal is to allow sellers to expand their sales by reaching 
Amazon’s full customer base, which is now over 310 million worldwide. 

Amazon now has global seller support centers and more than 175 fulfillment 
centers to bolster its 13 global marketplaces. In 2017, SMBs selling on Amazon  
came from every state in the U.S., and from more than 130 different countries 
around the world. With the company serving customers in 189 countries and 
offering over 30 different product listing categories abroad, the chances are  
high that a seller can expand and grow globally. Impressively, these 30 
product listing categories represent nearly all of amazon.com’s available 
categories, revealing the vast amount of merchandise that is in fact accessible  
for merchants to sell.

Why expand in Europe first? These marketplaces expose sellers to tens of 
millions of new customers across 26 countries. Additionally, Amazon makes 
selling on the Europe marketplaces relatively easy. You have the ability  
to manage your business through one unified account that allows you  

to switch between Amazon.co.uk, Amazon.de, Amazon.fr, Amazon.it, and  
Amazon.es accounts. It also provides you with tools for product listing and  
order management in each marketplace. 
 
Amazon also offers FBA in your original European marketplace as a 
logistics hub, allowing you to serve customers through its European 
Fulfillment Network. The EFN allows sellers to store inventory in your 
local fulfillment center in Europe and use this stock to fulfill orders 
from all over the European marketplace. In turn, the EFN allows you to 
maximize control and flexibility over your inventory.

Key Considerations for Expanding  
into European Markets

Selecting the right product is above all the most important consideration 
to make. Just like with amazon.com, you need to make sure there is a 
demand for the product you are selling. There is usually a demand for 
U.S. products in the global marketplaces — but you should always do 
your product research before buying inventory to avoid excessive long-
term storage fees or stagnant product. There are a variety of other 
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challenges to negotiate. Products have to be localized into the 
right language. Marketing and advertising costs associated with 
the move overseas need to be considered. Having the right pricing  
strategy is critical to ensure sales and profitability. There are 
challenges, both expected and not, with currency exchanges, 
fees, and Value Added Tax (VAT). Lastly, despite Amazon offering 
FBA and logistics support, there is still the challenge of getting 
your products into the country.

As exciting as launching on Amazon’s global marketplace 
sounds, you should acknowledge the risks involved. You will 
want to calculate beforehand whether your target marketplace 
can generate the ROI needed to achieve your business goals and 
objectives. As competition continues to increase for wholesale, 
private labels, and third-party sellers in the U.S., you will need to 
position your business for sustained, long-term growth by taking 
advantage of new opportunities.

Amazon Global Facts:

13 global marketplaces: 
Amazon.com, Canada, Mexico, Brazil, United Kingdom, 

France, Spain, Germany, Italy, India, China, Japan, 

Australia

Customers in 189 countries

Over 30 product listing categories

4
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Supporting Shoppers  
in Other Languages
Once you have decided on a target European marketplace, you will need to use 
quality translations for your packaging and marketing that take into account 
the local culture and the wider social context. To make a successful start into a 
foreign country, both translation and localization have to be accurate. 

Ideally, readers should not be able to tell that your product has been translated. 
If they can, you risk losing their trust. If it is badly translated, you risk your 
reputation. Worse yet, if a buyer purchases a mistranslated product, you may 
have to process one of many expensive returns. In terms of product discovery, 
foreign buyers will not be able to find your items without properly translated  
and localized terminology and search terms.

A recurring theme in expanding abroad (and running an e-business in general) 
is the question of which steps to keep in-house and which to outsource.  
Ideally, having a professional translator in-house with native proficiency will give 
you the best combination of quality and knowledge. However, the cost usually 
forces sellers to find other options. 

Here are some helpful tips to help you sort out this question:

 - Only use professional translators, not just “someone who knows the language.”

• Translation is a profession for a reason. Using someone who is not a 
translator by trade often results in lower efficiency and quality.    

• Translators should have in-depth knowledge of e-commerce and 
marketplaces. This knowledge should ensure that your translations will 
also satisfy the marketplace requirements (such as title length, description, 
and bullet point requirements that differ by marketplace). 

 - Beware of machine translations. As good as machine translation is  
nowadays, it cannot account for the specificity of most sellers’ items. 
The more technical and detailed your products are, the less you should  
consider automated translation.

 - Always proofread. Proofreading shouldn’t just consist of double 
checking a translation — the proofreader should be perfecting the flow 
of the translation and checking for accuracy. Tip: “per word” translation 
prices don’t usually include proofreading, so you may need to budget 
for this added cost.

 - Reduce translation costs where you can. Since most 
Amazon sellers have repetitive titles and descriptions, you 
should insist that duplicate text is free and repetitive text 
(such as items with very similar titles) is discounted. Don’t  
be deceived by “per word” prices, since this pricing usually charges for 
duplicates and repetitions.

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

 - Different spellings or terminology like in UK/US English (such as cosy/
cozy, fulfilment/fulfillment, trainers/sneakers). Localized terminology 
often includes the very search terms that locals will use to find their 
products. 

 - Metric vs. Imperial systems. Which is correct in your target market?

 - Sizing is different in many countries. Not adopting the proper metrics 
can also lead to an expensive wave of returns.

All item data, in addition to words, must be amended for the target 
audience. Amazon categories and browse nodes are different in each 
country, so paying close attention to product categorization will be 
critical to your sales success. Search terms and other item attributes are 
best recreated by a native who knows what his compatriots want.

Chapter 2
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Researching & Mastering  
Product Selection
How do you know if there is an opportunity to expand your business abroad?  
A good initial indicator is if you already have sales from foreign countries. These 
sales suggest your prices and shipping model are attractive enough to convert 
other countries' consumers. Your product probably isn't in their native language 
and yet it was still attractive enough for them to purchase it. If there is potential, 
what are the next steps?

How Do I Pick Which Items to Sell, and Where?

Too many sellers jump right into the “how-to's” of getting their items listed and 
skip the vital step of creating a strategy for expansion. This choice is akin to 
building a house without a blueprint. It often leads to unrealized potential and  
at worst, can result in lost money, time, and resources. Making that blueprint 
takes analysis and information upfront. 

Luckily, Amazon offers some great advantages over other marketplaces in this 
respect. It's easy to compare your products and prices with other Amazon sellers. 
For example, sellers can scope out competitors on their products’ ASINs to learn 
how their prices measure up. This step is ideal when entering a new Amazon 
marketplace, since your goal is to launch as many of your items as possible at 
the most affordable price.

Do It Yourself or Outsource? 

As mentioned earlier, sellers must decide whether to perform some of the tasks 
associated with going global in-house or outsource them. In an ever-expanding 
e-commerce ecosystem, there are niche specialists in just about everything. 
Given that this decision is of vital importance, let's first define what you will need 
to think through.

Chapter 3
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What Information Do I First Need to Choose 
Items and International Markets?

A solid competitive analysis should tell you which items to sell and in which 
Amazon countries. Beyond amazon.com and the high-potential European  
Amazon countries, many of our clients have experienced strong results from 
Amazon Japan, Canada, Australia, and even Mexico. You should always be 
thinking in two dimensions: items and countries.

To choose your items and countries, you will need to: 

 - Know which of your items are already being sold in which country.

 - Compile price comparisons on each item, ideally including shipping costs. 
Remember that you will be competing with domestic sellers in these foreign 
countries, so shipping  costs can be a deciding factor for a sale.

 - Examine competitors' listing practices to garner tips on how to better sell in 
your new target country.

If You Do the Research

The most basic way of finding this information is simply searching for 
your products in each Amazon country and collecting it as described 
above. We recommend doing this research in every Amazon country, even 
if you haven’t thought of selling there yet, since the best opportunities 
often lie on the roads less traveled. Sellers with less items can 
complete this research faster than those with high SKU counts. If you 
have too many SKUs to efficiently research by yourself, start with your  
core products.

Always compare the difference in prices from country to country 
as you collect your findings. This country comparison is a step 
most sellers never take, and it’s a big part of your blueprint.  
Since you only have limited bandwidth, you will want to focus on 
Amazon countries with the highest probable ROI. Stay away from overly 
competitive countries, even if you consider them low hanging fruit. You 
will likely find that countries you haven’t considered offer attractive 
untapped potential.  

Depending on your unique business goals, some sellers take one step 
further once they’ve identified the potential Amazon countries to expand 
to. In some countries where local marketplaces have fought through the 
Amazon monopoly, selling solely on the marketplace can mean giving up 
on reaching more potential buyers. 

Do your due diligence and explore other platforms that might be suitable 
for your items in that foreign country. Once identified, conduct a price 
comparison between your products and the same products that are 
already selling on that platform. Do this with multiple countries for a 
holistic view on how your items perform across different countries and 
channels. 

© FEEDVISOR
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Setting up New ASINs

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

You will want to ensure the ad’s title, description, and bullet points accurately 
describe your items. If your product data is significantly better than the existing 
low-quality ASIN, it could represent a competitive advantage. That advantage in 
itself could be reason enough to create a new ASIN. 

To warrant creating a new ASIN and lessen the chance Amazon 
amalgamates it into the existing one, you can offer an added company-
specific giveaway with the product. For example, a shoe seller might  
add in a company specific shoe-horn. The added value and the stronger 
information often makes even new listings more competitive against established 
ones. As an added bonus, adding an offer also safeguards other sellers from 
piggybacking on your new ASIN. 

However, it's not always better to piggyback. If you cannot offer the best  
price or do not have a clear competitive advantage, then you probably should  
not piggyback. In such a case, you should consider creating whole new ASINs. 

Choosing the Right ASINs

Any other products not already listed in your target Amazon country will need  
to be created as new ASINs. How do you choose these? If you have a small 
enough number of SKUs, you should list them all, since a larger catalog will  
build your new Amazon presence faster. However, if you have to handpick items 
from a large catalog, indicative data (such as sales stats on which items sold 
where) can help you prioritize which items  to choose first. Another smart, best 
practice is to observe where your competition has expanded and how they  
have done.

Choosing items to sell outside of the U.S. and where to sell them can 
be complicated, but by breaking the process down into these steps and 
comparing the data, you can build a successful blueprint for expanding 
into Amazon’s international marketplaces. 

© FEEDVISOR
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Implementing a Marketing & 
Advertising Strategy

International expansion creates huge opportunities for sellers to increase sales 
conversions. One reason, in part, is that markets in the EU and beyond can be 
less competitive than the U.S. and UK. For example, if you are the only seller of 
a particular SKU, you can own the product detail page and have free reign over 
optimizing the page on an ongoing basis.

However, launching products in a new market occasionally introduces new 
challenges. You need to promote products in a different language and to 
customers with different or unexpected buying behaviors.

How can you make the most of international markets and get your product offers 
in front of more customers?

1. Own the Product Detail Page 

If you are the first seller to list a product, you will be able to create the 
product detail page from scratch and ensure it follows best practices for 
discovery and conversion. Listing product pages in this way is much harder 
when you are one of many sellers for a particular product. Selling in a less 
competitive market where you own the product detail page allows you to  
use best practices to drive the Amazon search algorithm, which in turn  
helps your product listings get discovered and increases conversion on  

those listings. 

No matter how often you win the Buy Box, if the product page itself is not  
showing up in organic search results, or does a poor job of convincing  
customers that your product is right for them, you likely will not experience a high 
conversion rate.

Having the editing rights to a product detail page is also possible when 
selling your own brand or by obtaining the exclusive rights to sell a brand 
on Amazon. Some savvy sellers also create new multi-pack listings and 
product bundles which afford them control over the product listings. 

2. Understand What Drives the Best     
Sellers Rank

Regardless of the market, the same principles that drive Amazon’s search 
algorithm apply when it comes to optimizing product listings. There are 
three elements in the search algorithm that contribute to your products’ 
Best Sellers Rank: relevance, sales velocity, and conversion rate. The Best  
Sellers Rank calculation is a strong indicator of how well a 
product is selling overall. It is updated hourly to reflect recent 
and historical sales for every item sold on amazon.com. We’ll 
dive deeper into those three factors and how to use them to  
your advantage.

Chapter 4
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Keyword Relevance

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

Top Tips for In-Depth Keyword Analysis

 - You can “DIY” keyword research if you are going to be initiating a PPC (pay-per-
click) advertising campaign, which will be discussed more later. If you are using 
this method, set up auto campaigns and harvest them for the top-performing 
keywords and phrases. You can also supplement this method with some light 
research on Google translate, and with the Google Adwords Keyword Planner 
tool. Both are free.

 - A translator can consider how the brand name or product name could be 
misspelled in the local language. Including these misspellings allows you to 
target phonetic spellings of your keywords. A translator can also come up 
with more nuanced keyword research in the local language, which could be a 
benefit in more competitive categories where you need an edge. A translator 
will help you understand all the variations of keywords and ensure that you do 
not miss relevant keywords that a simplistic tool like Google translate might 
not include.

 - Either way, periodically look to your PPC campaigns as a rich source for top 
keywords. Keywords that perform well in PPC campaigns offer insights into 
what drives traffic to your listings. Integrate top-performing keywords and 
search terms back into your listing’s title and back-end keyword fields so that 
your listings show up for it in organic results.

Sales Velocity

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

Top Tips to Maintain and Improve Sales Velocity

 - Increase sales velocity effectively with Lightning Deals (four-hour 
deals that Amazon runs periodically). These deals operate the same in 
the UK and European markets as on amazon.com in the U.S. If you get 
over a thousand sales in a four-hour period, your Best Sellers Rank is 
going to improve dramatically.

 - Increase your organic sales rank through PPC campaigns. If you are 
running effective campaigns that result in sales, then this success 
will help a product’s organic sales rank as well. Given that you are 
converting more sales overall, it will also help your organic rank for that 
particular keyword that converted a sale from the PPC campaign. For 
example, if someone searches for “white chalk paint” and they see your 
ad, click it, and buy the product through that trail, Amazon captures the 
keywords that were used (organically or paid), so your relative ranking 
for that keyword will increase as well. PPC can help your organic sales 
rank overall, and for specific keywords you are trying to rank for.

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

© FEEDVISOR
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Conversion Rate

This calculation is based on the number of people who actually bought the 
product relative to the total number of people who looked at the product page. 
The way your conversion rate is calculated is sales divided by total traffic. 

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

Top Tips to Optimize Conversion

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

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

 - Cultivate strong product reviews. People want to buy products that 
have already been reviewed by other customers. Set up an engaging 
post-purchase email sequence which gets sent to customers and 
encourages them to write a product review. The post-purchase email 
sequence is another piece of copy where you might want to invest in a 
translator. You can then use one of the many software tools available 
to automate process of sending this message to customers.

 - Optimize for mobile. You will see some differences in how the product  
is displayed on certain devices. For example, product titles are  
truncated after the first 25 characters, and only the first three of five 
bullet points are displayed. Consider whether customers will know  
what they are looking at from a mobile screen whenever you are 
optimizing a product page for conversion. 

© FEEDVISOR
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3.  Set up Pay-Per-Click Advertising

A significant strategy underpinning those three search elements is pay-per-click 
advertising. PPC can, and should, be used whether you are exclusively selling a 
product or not. 

The PPC platform on Seller Central is called Sponsored Products. Sponsored 
Products Ads show up on the right hand rail and top of organic search results. 
PPC is the fastest, most reliable way to get your product listings to show up on 
the first page of search results for a given search term. Sponsored Products Ads 
work on an auction system. More competitive search terms, like “eye cream,” will 
command higher bids than less competitive terms, like “green cast iron memorial 
urn.” 

The products you advertise with Sponsored Products Ads must be eligible for 
the Buy Box. In this case, it is important to have an effective Buy Box strategy in 
place if you are not the exclusive seller of a product. Sponsored Brands will be 
shown to shoppers regardless of who is winning the Buy Box.

How to Effectively Run PPC Ad Campaigns in a Foreign Language

Running worthwhile PPC campaigns is challenging enough in your native tongue, 
let alone in an unfamiliar language. For best results with PPC, you would ideally 
consult with a translator to understand the nuances of various search terms. 
However, it is certainly possible to adequately manage PPC campaigns without 
being fluent in the local language.

Top Tips for Effective PPC Ad Campaigns

 - Start with an automatic PPC campaign. This campaign allows you to 
create a large number of keywords and phrases which can then be 
reviewed for effectiveness, added into manual campaigns, and fed back 
into your on-page optimization efforts. Keep auto campaigns running 
even after you have gathered an initial list of keywords — Amazon will 
continue to test new keywords in the auto campaign over time.

 - Consider negative keywords. Adding negative keywords will ensure 
that highly irrelevant keywords which are somehow similar or related 
to yours do not trigger your ads.

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

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

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

© FEEDVISOR
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Navigating Shipping & Logistics 
Requirements 
Optimizing your shipping and fulfillment processes is a large part of establishing 
an international selling strategy. The UK is an ideal first country to target because 
we Americans are closely related to the English, both in culture and style. Many 
products that sell well in the United States are sought after in the UK, too. 
Additionally, there are a host of items that are unavailable to Europeans, who will 
pay a hefty sum to purchase these goods locally. 

Still, many sellers are intimidated by the logistics of shipping overseas. Every 
item imported to the UK needs an EORI (European Operator Registration and 
Identification) number for customs to keep track of the sender. The language 
barrier can cause confusion as well and unpaid taxes can send your package into 
credit stop for weeks or even months.

However, a certified shipping company can transform a complicated process into 
a pleasant experience. Shipping internationally is now as feasible as selling in 
the United States. Once your merchandise reaches the Amazon UK Fulfillment 
Center, it can be sent directly to your customers in all of the European Union 
including France, Germany, Spain, and Italy. 

Chapter 5
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Here are some important guidelines for shipping abroad:

Hazmat

In most cases, hazardous materials — including batteries and perfumes — may 
not be shipped internationally. A qualified shipping company can assist by 
informing you which carrier will allow hazmat items to pass and in what way. 

Attempting to ship hazmat goods singlehandedly might get you stuck facing 
bureaucratic red tape. While it is rather simple to obtain an IATA (International 
Air Transport Association) license to ship perfume, Amazon will only allow you 
to sell hazmat items if you are a licensed hazmat seller. Your shipper can guide 
you about how to comply, using the proper stickers and filling out the necessary 
paperwork.

Dangerous Goods

Dangerous goods include any wildlife ingredients, milk derivatives, fish oil, and 
some other products that your shipping company may know about. Ensure that 
your package is compliant with all requirements to prevent it from getting held up 
in customs. When in doubt about an ingredient, contact your shipper.

Dimensional Weight 

Packages are measured in two ways, actual and dimensional. The actual weight 
is how much the package physically weighs. All major carriers use the following 
formula to calculate the dimensional weight of the package: They will multiply 
the height, weight, and width of your box and divide the product by 139, reaching 
the dimensional weight. The carrier compares the two amounts and charges you, 
the seller, the higher price.

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

Harmonized Code

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

If the entire shipment is worth less than $2,500, a Harmonized Code (also 
known as a Tariff Code) is not mandatory. Regardless, we recommend 
that you take the time to include your code, or else customs will use its 
own code which can sometimes lead to an inflated tax bill. 

In conclusion, international trade is a smart and safe way to increase 
your sales. Having a reliable and professional shipping company may 
be the most important step in the process of bringing your brand or 
business across the globe. 

© FEEDVISOR
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Understanding Currency Conversions & 
Banking Rules

The way you buy from overseas suppliers, price your goods abroad, and bring 
your revenue home may in fact be costing you significant profits every month. 
Therefore, a well-thought out currency strategy will actually save you money 
rather than cost you money in the long run. It is a matter of finding the best rates 
and staying clear of unnecessary fees.

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

How Marketplaces Convert Your Funds

Many marketplace operators will offer a service to transfer your sales revenues 
back to a bank account in your home country and in local currency. However, you 
do not have complete control over when the transfer happens and the exchange 
rate you are given. It is not uncommon for a marketplace to charge higher exchange 
rates compared to international payments companies — and that is not including 
the selling fees that you need to pay directly to the marketplace. For this reason, 
securing a better rate through an international payments company can help you 
save money.

Making Sure the Price Is Right

When competing with a multitude of other sellers on the same marketplace, you 
must be as competitive as possible. The exchange rate could be one of the key 
factors that decides how competitive you can be. If the rates are in your favor 
— making your money go even further — you may decide to lower your prices to 
make them more appealing to consumers.

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

Having a pricing strategy that utilizes tools like spot and forward contracts 
will help you decide on your most competitive price and the maximum at 
which to sell your products. This strategy can account for when currency 
exchange rates move against you. It is all about making the best possible 
profit out of your pricing model. Investigate your competitors’ products 
and prices, and choose the position that makes the most sense for your 
business. 

Buying From International Suppliers

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

These price movements can also fluctuate in your favor, which could 
make your supplies cheaper. Truly anything can happen in the currency 
markets, so you should have a currency strategy in place to protect your 
profits. When the rates go against you, you might have to make a pretty 
quick decision: either increase the selling price of your products, which 
might make you less competitive, or retain the same prices, which may 
reduce your profitability.

Chapter 6
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With currency markets and exchange rates capable of moving quickly 
— sometimes dramatically in a short time span  —  it can be difficult to 
stay on top of what these moves mean for your business. Even in the time 
between negotiating with a supplier and paying them, the rates could have  
moved markedly. 

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

How to Avoid Marketplace Transfer Fees

An international payments company can help you set up native bank accounts 
into which you can receive sales revenues in the country where you’re selling. 
The company can then help you transfer your funds out of the marketplace there 
to your bank account back home at a much better rate with little or no fees.

In addition to saving money, the security of your money is important too. The 
payments company you choose should set up segregated overseas receiving 
accounts that are exclusively yours to use, rather than opening a single receiving 
account in another currency into which all of their clients’ funds are placed. The 
latter can be risky, and lead to blacklisting if other businesses accessing that 
account don’t play by the rules set by the marketplace. Ultimately, you should 
make sure to always stay on top of how you could be affected by fluctuating 
exchange rates and know what actions you should take to negotiate the ever-
changing currency markets.

© FEEDVISOR
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Adhering to VAT & Other Tax Guidelines 
Taking care of VAT and customs can be an intricate and involved process. 
However, being aware of the regulations — and setting up systems for effectively 
managing them — can help move your sales along smoothly.

How VAT Works 

VAT (Value Added Tax) is a tax levied on a sale of goods and services by a VAT-
registered business. VAT is currently charged at different rates through Europe. 
The VAT rates in the five EU marketplaces are as follows:

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

After you receive your VAT number, you must add it to your Seller Central account 
along with the address under which your VAT number was registered. Once 
goods are stored in one EU marketplace, sales can be made directly from an EU 
marketplace to the other four EU marketplaces, a practice known as distance 
selling which we discuss later in the chapter.

Getting an EORI Number and Filing
VAT Returns

Before sending your products over to Europe, you will also need to apply 
for an Economic Operator Registration and Identification (EORI) number 
along with your VAT number. EORI is a European number linked to your 
VAT number that allows the customs agency in an EU country to identify 
your shipment(s) and issue the respective VAT refund certificate against 
the import VAT that was paid at customs. 

Both the VAT and EORI numbers must be used when you are making a 
shipment to Europe. It is your responsibility to ensure that your shipping 
provider includes these numbers in your shipping invoice. The reason 
being, your tax advisor in the respective country of registration will be 
able to receive the VAT refund certificate and claim the import VAT that 
was paid at the port of entry. There are different VAT schemes in each 
country that could be beneficial to explore while discussing your import 
VAT with your tax advisor.

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

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

UK

  20%

 Germany

  19%

 France

  20%

 Spain

  21%

 Italy

  22%
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Distance Selling

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

Once the distance selling thresholds have been reached in a particular EU 
country, all non-European e-commerce businesses are required to be registered 
for VAT in that particular country, instead of in your own membership state. This 
includes charging local VAT rates, completing the related documentation, and 
submitting timely VAT filings with the relevant tax authority.

18

Pan-European FBA

Pan-European FBA was introduced in 2016 to all Amazon merchants 
wishing to take full advantage of selling across Europe. It allows sellers 
to list their products in all five EU marketplaces and send products to 
any of the Amazon fulfillment centers in the UK, Germany, France, Spain, 
Italy, Poland, and the Czech Republic. 

The Polish and Czech fulfillment centers are used for storage purposes 
and operate as a backup storage area for the main five EU marketplaces. 
When customers order products, Amazon handles the fulfillment logistics 
and provides fast, reliable delivery from the closest fulfillment center 
available. Amazon also provides customer support in local languages, 
facilitating customer inquiries, returns, and refunds on a 24/7 basis. 

Since you will be close to Europe’s major marketplaces, having ready 
access to your stock should lead to faster shipping times and lower 
delivery costs for your customer. With this in mind, Amazon sellers can 
avoid costly cross-border FBA fees and can reap the benefits of Amazon 
Prime. To note, so long as your products are stored in any of the seven 
fulfillment centers of the Pan-European FBA program, you will need to 
register for VAT and file VAT returns. You will also need to file respective 
reports required from any relevant tax authorities. 

You can simply register for VAT in one EU marketplace and make use  
of the distance selling thresholds that are in place there until you  
reach them.

© FEEDVISOR
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Managing Your Global Portfolio

Branching out to international markets is exciting, but can be daunting. Your 
products are being sold in different countries all with different currencies, 
different languages, and different cultures. With so much to manage, it’s 
important to monitor the performance of each market so that you can make the 
best business decisions possible on an ongoing basis.

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

Some variables to consider include: 

 - Product demand and sales by country 

 - Buy Box share and competition per country

 - Estimated ROI per ASIN 

 - Pricing in each country

 - Average profit per item across all your selling channels

 - Trends, seasonality, and rankings

 - Return and refund rates and their impact on shipping costs

Finding the Right Management Tool

The most effective software can help you manage your global portfolio 
and reveal where your products perform best. It can also give you key 
information for making crucial decisions about inventory, pricing, product 
assortment, and product modifications.

The right management tool will also:

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

 - Provide layered views, from the global portfolio level to the specific 
marketplace, storefront, or product level.

 - Present a full perspective of the product life cycle, from selling 
to buying, ensuring that you can make decisions at any point in the  
life cycle.

Ultimately, using an effective management tool can give you a 
comprehensive view of your global portfolio and a detailed view of 
specific product performance. 

Chapter 8
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Cultivating Positive Feedback & 
Customer Support

How do you provide customer service when the sales start rolling in? In order to 
maintain excellent performance ratings, your customer service team will need to 
work with both your domestic and international accounts.

Monitoring Emails and Feedback

The foremost task for customer service is usually replying to emails. Keep in mind 
that your customer service team not only needs to understand buyers’ messages 
in different languages, but to reply in those languages as well. Besides being able 
to communicate in the buyer's native language, you should answer quickly, since 
Amazon expects sellers to reply within 24 hours.
 
Another essential part of customer service is monitoring your buyer’s feedback 
and checking your performance notifications. As soon as your negative feedback 
rate surpasses a certain percentage, your account can get suspended by Amazon. 
Therefore, you should always keep a negative feedback rate between 0% and 2% 
by managing open cases and claims in a professional and customer-friendly way. 

Monitoring it is inherently more difficult in a foreign country. When you’ve just 
started selling in a new country and don’t have much feedback, a single negative 
comment can affect your account. Not only because Amazon could shut down 
your account, but also because buyers tend to trust feedback and reviews from 
other buyers — it adds credibility to your seller reputation. Negative feedback 
can hurt your sales, just as positive reviews will boost them. For an in-depth 
discussion on how to approach customer feedback and support, we recommend 
reading chapter four of Feedvisor’s guide, 7 Strategies to Improve Your Seller 
Performance Metrics on Amazon.

In-House or Outsource?

As mentioned previously, language is one of the main hurdles sellers must 
overcome in customer service. Amazon demands native customer support 
in the local language where the sale is being made. This requirement 
doesn’t mean, however, that translation software is adequate. 

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

Adjust Your Hours and Returns Service

Adjust the hours of operation for buyers in different time zones. Localize 
your customer service hours, especially if you are offering phone 
customer service or live chat. You should ensure that open hours are not 
only available at night in the buyers’ time zone.
 
In addition to communication with customers, returns service is crucial 
to a positive customer service experience. Buyers want the ability to 
return their items in an easy, cost-effective way; not to mention Amazon 
demands a local return address for free returns. If you do not want to offer 
free returns, you should provide a reasonable, convenient alternative to 
your buyers so they can send the package back to a local address in their 
home country, or at least to the country where they bought the item.
 
If you cannot handle customer service and returns service on your own, 
you can work with a partner company that can help you provide your 
buyers with a seamless customer service experience. 
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Selling abroad requires meticulous, step-by-step planning, but done properly, it 
can effectively and exponentially grow your Amazon business. Just as you can 
sell to every state in America by signing up for amazon.com, you can reach all of 
Europe by becoming part of the European Amazon marketplace. Doing so is the 
key to reaching millions of new, organic customers in the UK, Germany, France, 
Spain, Italy, and the many European countries surrounding them. 

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

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

Navigating the European marketplace with the help of the right partners and 
AI-driven software  will immensely impact  your business’s bottom line. By fully 
leveraging the in-depth details within this eBook, you can learn how to diversify 
your revenue stream, capitalize on European holidays or sales peaks, and expand 
your business’s reach. Not only will you be broadening your portfolio, but your 
business’s presence and visibility on a global scale.

Conclusion
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Feedvisor's solution offers best-in-class algorithmic repricing, strategic advertising 
campaign optimization, and brand management. Together, these features drive demand, 
profit, and revenue growth on the Amazon marketplace.

The “AI-First” Optimization and Intelligence Platform 
for Large Sellers and Brands on Amazon 

"I have never seen something in all my years of selling on Amazon 
that has generated a ROI or given me the data I need to make 
better decisions than Feedvisor has. It’s well worth it."

—Tom Sanders | Our Pampered Home

Get in touch with us at feedvisor.com 

https://feedvisor.com/request-demo/?utm_source=ebook 

