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Introduction: 
scenario and figures
If the year 0 for eCommerce was 2020, it is true 
that what is happening in the old continent 
with digital commerce is not really a surprise 
but rather the acceleration of a process 
that has already been underway for some 
years, thanks to Europe’s high digitisation 
rate (around 90% of all its inhabitants), the 
highest in the world.

it is in the near 
future, between 
2021 and 2022, 
that a real leap 
is expected, with 
an estimated 
€245 billion

In 2019, cross-border eCommerce in the 
EU reached €110 billion, a growth of 14.4% 
compared to the previous year. 2020 far 
exceeded this figure, standing at a turnover 
of €146 billion, but it is in the near future, 
between 2021 and 2022, that a real jump is 
expected, with an estimate of around €245 
billion.

These figures demonstrate the strategic 
nature of the sector and lead us to make 
a number of considerations. First of all, 
doing cross-border eCommerce in Europe 
means giving a brand the opportunity to 
reach a much wider range than sales in 
its own country, and this also means more 
potential buyers. More people means more 
engagement and more engagement 
means a higher conversion rate and more 
revenue. Cross-border trade also builds 
brand authority, which becomes effectively 

international. In addition, a brand that for a 
number of reasons is not appreciated in its 
own country may be appreciated in other 
places because people tend to buy products 
online that are not available in their local 
markets. Finally: eCommerce is the future. 
Getting there before others means that we 
have a better chance of getting to know this 
type of market and succeeding. 

As well as opening up great possibilities, 
however, cross-border eCommerce presents 
us with a number of new challenges that 
we must learn to manage. From logistics to 
tax issues, from language preferences that 
vary from country to country, to the choice 
of payment methods: there are many things 
to take into account when approaching 
a market other than your own, and the 
possibility of standing out in that market lies 
in the difference between knowing them 
(and using them correctly) and ignoring 
them. 

Go Global Ecommerce, a Made in Italy 
company with 21 years of experience helping 
brands to sell all over the world, has created 
a short guide that will help European brands 
to unravel the main knots that everyone has 
to face if they decide to launch into the cross-
border online commerce market in Europe. 
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1. Logistics
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1. Logistics

 ● Direct Injection
The first case is “direct injection”. 
With this shipping strategy, parcels 
are taken from the central warehouse 
and transferred to the destination 
country, together with others, via a 
heavy transport vehicle. From there, the 
parcels are picked up by local shipping 
services and delivered to the final 
consumer. 

 ● Decentralised Logistics Network
The second case involves a decentralised 
logistics network to process orders, 
i.e. logistics warehouses not only in 
the country where the brand is based, 
but also in the various EU target 
markets. In this case, delivery times will 
undoubtedly be reduced and shipping 
costs will also be lower. This is a strategy 
that is preferable for any established 
company that has achieved a certain 
volume of orders in that market. 
Certainly, in this way, the supply chain is 
more stable and flexible. On the other 
hand, this ‘closeness’ to one’s customers 
comes at a cost.

When it comes to cross-border trade, logistics - meaning everything related to warehousing, 
shipping and returns - is one of the most sensitive parts. Not only because cross-border 
online trade, even considering only Europe, has higher logistics costs than trade within the 
same country, but also because each EU country has different shipping methods and, above 
all, consumers in each country have their own preferences. 

The Warehouse

If I am a brand from one EU country and I want to sell in another EU country, is it better 
to open another warehouse in that country or to manage everything from the central 
warehouse in my country?

In the meantime, let’s try to understand what the difference is.  

To Recap: 
 ِ if the company is large and has massive volumes, having a decentralised logistics 

network is practically the obligatory solution.
 ِ if the brand is still small, the first option should be considered.
 ِ if you are in the middle, before proceeding with the decentralised logistics network, the 

thing to do is to think about two variables: “savings on shipments” and “storage costs”. 
On the basis of this, make your choice.
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Shipping 

Shipping is a very tricky aspect of cross-border online trading: you need to be careful about 
shipping costs and be flexible about delivery channels. Each country has its own preferences, 
which you should be aware of before you start selling.

 ● Shipping Costs 
Among the reasons for non-conversion and shopping cart abandonment by online 
shoppers is definitely the cost of shipping. In a recent report by Sendcloud and Nielsen, 
a significant 65% of European consumers abandon their shopping carts when faced 
with high shipping costs at check-out. 

shipping is one of the main drivers of 
international sales among cross-border 
shoppers 

What to do, then? Increase the minimum order value by providing free shipping. If not, 
make sure that the final price is displayed in full from the outset, including any shipping 
costs, taxes, etc., as well as the price of the product. On the other hand, for retailers, shipping 
costs are a major drain on profit margins, so free shipping is not always the most cost-
effective move: a good compromise is to offer free shipping above a certain threshold; 70% 
of online shoppers in Europe say they are willing to add another product to their cart to 
reach the free shipping threshold.

 ● Shipping Methods 
European shoppers prefer their parcels 
to be delivered by the postal service 
in their own country. In addition, they 
prefer home delivery for the package 
they have ordered, but each country 
has its own preferences. Once again, 
you need to know your target market 
and your target audience well. In 
general, however, it is good to have 
flexible delivery options. 

Tracking 

Tracking is currently too impersonal and is still an unexplored field that could give great 
satisfaction in the future. The most popular means is certainly email, followed by text message, 
whatsapp and then tracking apps in more or less equal measure throughout Europe. 

it is good to have 
flexible delivery 
options

 ● Shipping Times 
The speed of delivery times is also very 
important when ordering online from a 
country other than your own. 
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Returns

For online purchases made in the EU, the law applies that the consumer has the right to 
return the order within 14 days of receiving the product. The consumer pays the return 
shipping costs if this was mentioned before completing the purchase and online sellers can 
specify which products cannot be returned in the ‘Terms and Conditions’ section.

a good returns policy encourages 
shoppers to do it again and again

Terms of the law aside, returns are a sore point for cross-border eCommerce in the EU. In 
fact, 56% of European consumers always check the return policy before buying a product 
from an online shop. This is something sellers are well aware of: a good returns policy 
encourages shoppers to do so again and again. 

But what are European consumers looking at specifically?

 ● Ease of return, a fast and intuitive 
return process

 ● Free returns, a good incentive to 
increase purchases

The Expert’s Advice:
Simone de Ruosi, General Manager of Go Global Ecommerce

A single 
physical contact: 

Remember that logistics 
are extremely important 
in eCommerce, as they 

are the only physical 
contact the end 

customer has in the 
process.

Start with the 
customers: 

Start building the value 
chain from customers, 
not from operations: 

understand your 
customers and their 

needs, only then can you 
build the best logistics 
and operational set-up 
to deliver added value.

The numbers give 
the solution:

There are no better 
solutions but the right 
ones for your project; 

each alternative must be 
quantified numerically 
and only numbers can 

tell you which one to go 
for.

1 2 3
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2. VAT and Tax 
Management
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Companies 

This change in the management of VAT 
is bound to have a considerable impact, 
especially on companies that have average 
B2C cross-border transaction volumes in the 
EU area. Small companies that operate mainly 
on a local scale with a B2C cross-border volume 
of less than €10,000 will not be affected by the 
changes, as will larger companies that already 
have VAT positions in the countries where they 
most frequently sell products. 

2. VAT and Tax 
Management
If you do cross-border eCommerce within the 
EU you have a number of legal responsibilities. 

If you sell B2C products online, in particular, the 
VAT of the countries to which the products are 
shipped is applied, unless the company’s total 
turnover in the current year is below a certain 
threshold. In the latter case, the company can 
apply the VAT of its own country. Until 30 June 
2021, companies that carried out transnational 
B2C sales transactions in the EU could sell 
under their national VAT number up to certain 
amounts, the ‘protection threshold’, which 
differs from country to country. For Italy, for 
example, this threshold was set at €35,000.

The New Legislation 

Since 1 July, however, there has been a single 
European threshold of €10,000 per year valid 
for the entire continent, above which the 
company can either choose to open a VAT 
number in each country of destination of the 
goods sold to the end consumer, or manage 
sales with its own national VAT number, using 
the simplified OSS mechanism. This new 
regulation is part of the eCommerce VAT 
package launched by the European Union 
for the Digital Single Market to simplify the 
VAT obligations of companies carrying out 
eCommerce transactions across borders. 

Registration with the OSS is not compulsory 
but it is advisable to simplify the management 
of VAT volumes for those companies that carry 
out cross-border B2C sales in the EU above the 
threshold of €10,000 per year. The alternative 
would be to open a VAT number in the 
countries of destination of the products, with 
all the complications this entails. However, 
it should be pointed out that a foreign VAT 
number is still necessary for countries where 
there is a head office or even just a storage 
warehouse. Nevertheless, you can register 
with the OSS for transactions in EU countries 
other than those where you have a warehouse. 
The old system remains in place for those who 
keep below the €10,000 threshold or for those 
who only do sales and B2B transactions. 
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The Expert’s Advice:
Veronica Comito, Legal Advisor of Go Global Ecommerce

Prior assessment: 
Carry out an assessment 
with your legal and tax 
advisor to monitor the 

destination countries of 
your products, those in 
which you store or have 
premises, and therefore 

understand which 
regulations apply.

OSS: assess 
convenience: 

If the new OSS 
regulation is applicable, 
assess the B2C turnover 
together with your tax 
advisor, the thresholds 

and the most convenient 
solution between 

joining OSS or opening/
maintaining VAT 

positions in the different 
countries.

Check ex post:
Repeat the assessment 

at the end of each 
financial year in order to 
remain compliant with 
any changes and avoid 

tax litigation.

1 2 3

To Recap:
For companies selling to EU B2C customers: 

 ِ B2C sales in the EU below €10,000 (small companies): nothing changes. 
 ِ B2C sales in the EU above €10,000 (small to medium sized companies): a choice between 

opening a VAT number in the countries of the final consumers of the goods or joining 
OSS. If you join OSS, you pay VAT according to the rates of the countries where the final 
consumers of the goods are based, but your own national VAT number is sufficient.

 ِ B2C sales in the EU of much more than €10,000 (large companies, multinationals): the 
OSS is relative because you normally have VAT positions open in the different countries 
where you sell anyway. In fact, if I have storage in or I am based in a different EU country 
than my own, I still have a VAT position in that state, so I could join the OSS eventually for 
B2C sales in different states. 
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3. Payments
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3. Payments
Currency

When aiming to go ‘global’ or expand in general, it is essential to appear as ‘local’ as possible 
in order to truly connect with the target audience of the country we are opening to. This 
is as true for language as it is for currency: a Statista report shows that 13% of consumers 
abandon their shopping cart on a site where the price is not displayed in their local currency. 
Obviously, this problem in Europe is small compared to cross-border online sales outside the 
EU, but it is still present: countries such as Romania, Bulgaria, Hungary, the Czech Republic, 
Latvia, Lithuania, Sweden, Denmark and Poland, despite being part of the European Union, 
have retained their own currencies. This is something you need to take into account if you 
want to do cross-border eCommerce in those markets. 

When aiming to go ‘global’ or generally 
expand, it’s crucial to appear as ‘local’ 
as possible

Payment Methods

Offering the right combination of local and global payment options for European customers 
when selling cross-border online can lead to higher conversion and sales rates. As a market 
with a large percentage of affluent customers, Europe is still a continent where credit cards 
are widely used - 72% of European consumers use them - but as a country with a lot of room 
for growth, alternative payment methods are popular and on the rise. According to Statista’s 
calculations, nearly $4.2 trillion will be made in online payments globally in 2021, and Europe 
will be the fastest growing country in the period 2020-2025, with an increase of around 67%.

A December 2020 study published by the European Central Bank, which surveyed more 
than 40,000 consumers in 17 Eurozone countries, shows that the most popular online 
payment instruments are:

 ● Payment Cards, which will be used in 49% of transactions by European consumers in 
2020.

 ● Followed By ePayments, i.e. digital payment platforms such as digital wallets or, more 
generally, alternative payments, which were used in 27% of purchases in Europe. 

 ● Other Instruments And Cash On Delivery close the “rankings”, indicating that cash, 
although decreasing, is still widely used.

A snapshot of the individual countries reflects the above - the dominance of credit cards or 
alternatively systems such as PayPal - but gives us a glimpse in each country of the other 
methods used.

€
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Mobile First

The telephone is also an essential tool for payments. For there to be a good chance that the user will 
proceed to payment, there needs to be a limited amount of ‘scrolling’ and a number of pages to get to the 
checkout point as quickly as possible. 

The Expert’s Advice:
Peter Keegan, Operations Manager at Go Global Ecommerce

Be prepared for new 
payment methods: 

It is clear that the credit card 
is still the queen of payments, 

but local methods will increase 
in the future. So make sure the 
UX is neat and straightforward 

with these too.

The check out 
page should not be 

confusing: 
If your check out page has 

too many options it can slow 
customers down or even 

cause abandonment: online 
shoppers, especially those not 
yet used to eCommerce, can 

struggle to find an option that 
is clear to them.

An uncluttered 
UX is the basis of 

everything:
Even for mobile customers, 

it is very important to have a 
neat and simple UX: the less 

scrolling the better.

In the 
Netherlands, 
around 60% of 

people use iDeal, 
an eCommerce 

payment system 
that allows 

customers to buy 
on the internet 

using direct 
online transfers 
from their bank 

account.

In Italy, where 
C.O.D. is still 
widely used, 

new payment 
methods are 

appearing on the 
market, given the 
huge growth of 
eCommerce in 

this country.

In Germany, 
Sofort, a system 

that allows 
people to pay for 
online purchases 

via direct bank 
transfer without 
having to open 
virtual accounts 

and without 
having to switch 

platforms, is 
gaining ground.

In Denmark, 
mobile payments 

are becoming 
increasingly 

popular, with 
Danske Bank’s 

MobilePay being 
the clear market 

leader.

In Switzerland, 
in addition 

to traditional 
payment 

methods, local 
methods such as 
PostFinance Card, 

Twint and Reka 
are also gaining 

ground.

https://www.goglobalecommerce.com/en?utm_source=Referral&utm_medium=Whitepaper&utm_content=cross-border-ecommerce-eu-guide&utm_campaign=home-page-GGE
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4. Risks and 
Fraud
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4. Risks and Fraud
What Risks? 

Despite the fact that online commerce is on the 
rise, consumers are still afraid of fraud: recent 
reports have shown that 62% of consumers 
who have not bought online in another EU 
country said that they were held back by fear of 
fraud, such as the possibility of credit card details 
being stolen or personal data being misused. 

How To Fight Fraud

This fear has to be taken into account if you 
want to make cross-border sales in Europe, 
because it is essential to find suitable 
methods to combat it. There are a number 
of payment systems that have implemented 
advanced fraud protection tools, i.e. that allow 
for invisible checks for end customers and 
therefore secure but frictionless payment flow, 
maximising conversion rates while reducing 
fraud. In order to gain the trust of a consumer 
from another European country, it is important 
that the eCommerce site is available in their 
language and that the payment methods are 
in line with the most widely used ones in the 
country where you are trying to enter.

PSD2

Meanwhile, in order to avoid as much as possible 
that consumers from another European 
country may run into fraud, on 1 January 2021 
PSD2 - Payment Services Directive 2 - came 
into force. This is the new European directive on 
payment services that introduces important 
innovations within the European Union market. 
With the introduction of PSD2, the European 
Community aims to make payment procedures 
easier and reduce online fraud, protecting both 
consumers and sellers who are increasingly 
faced with eCommerce of goods and services 
and non-physical money transactions. As 
several account-based payment systems 
have emerged in recent years, the European 
Union wants to increase the competitiveness 
of this market while providing the necessary 
guarantees and directives to protect everyone. 
The main field of intervention of PSD2 is 
precisely that of electronic payments and the 
new security procedures for accessing online 
accounts and deposits.

 ● Strong Customer Authentication
Among the novelties of PSD2 there are 
some fundamental aspects that change 
with the introduction of PSD2. Strong 
customer authentication (SCA) provides 
new measures to increase security when 
accessing an account online and during the 
electronic payment process. Usernames 
and passwords will no longer be sufficient 
to guarantee the security and veracity of 
authentication. With the introduction of 
the PSD2 directive, the new rules provide for 
an additional level of security and a second 
type of authentication for any expenditure 
above the €30 threshold. Therefore, more 
authentication factors are foreseen, even 
from different and independent sources: 
for example, the introduction of one’s 
credentials for an electronic payment will 
have to be accompanied by verification 
through a different physical object, such 
as a smartphone through a fingerprint or 
other type of authentication.
 

 ● 3-D Secure 2.0.  
This is the new layer of the already well-
known 3DS protocol, already in force since 
14 September 2019. Still mandatory like the 
previous version, 3-D Secure 2.0 will allow 
going beyond the limits of the first 3-D 
with the user being able to use advanced 
recognition methods such as biometric 
factors (fingerprint) during payment, 
thus avoiding having to constantly 
remember different passwords for each 
site or payment method. In addition, it 
will be possible to make digital payments 
also through the use of virtual wallets and 
not only through credit cards.

The Authentication Rate 

According to research carried out by 
Mastercard on cards divided by nationality 
of issue and covering the period from 1 
January to 5 March 2021, most European 
countries have seen an increasing rate 
of authentication of transactions, often 
exceeding 50% by several percentage 
points, with an average across the continent 
of 71.3%.
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Speed, Omnichannel 
and Personalisation 

According to recent Salesforce research, 
59% of users say they have raised their 
expectations of customer care standards 
during the pandemic. The demand from 
users is for digital customer service to 
increasingly resemble what they would 
get from an in-person interaction. Thus, 
according to the same Salesforce survey, 83 
per cent of consumers expect their enquiry 
to be taken care of on the first attempt, while 
76% want to choose between different forms 
of contact and 65% would like all service 
providers to have the same information 
to speed up the process even when their 
enquiry is redirected.

Speed, 
Omnichannel and 
Personalisation

Training

But what are the pluses that a customer 
service department must have to help 
a company sell cross-border? First of all, 
training: the company’s customer care 
team must be specialised in international 
administration and know the logistics 
regulations of the destination countries. 
For an excellent cross-border eCommerce, 
it would also be necessary to know the 
culture of the country where you want to 
sell in order to satisfy the customer even 
before their request.

Multilingual Service

There is no doubt that what distinguishes 
an efficient from an inefficient customer 
service in a cross-border eCommerce 
perspective is the ability to help and guide 
customers in their own language. This 
avoids problems of comprehension, not only 
in terms of explaining the problem at hand, 
but also with regard to specific requests 

such as the size guide of the country of origin 
or the tax formalities of the buyer’s home 
country. According to Eurostat data, 56% of 
Europeans would not buy from online shops 
in other countries that do not cover the 
buyer’s home language. Multilingual (and 
possibly mother-tongue) customer care is 
always the way to go to ensure a satisfactory 
user experience, especially when selling in 
an extremely complex territory like Europe. 

Long-Range 
Customer Support

If we consider that 66% of customers, 
according to Ameritas Insight research, are 
willing to switch to a competitor if treated 
impersonally and 60% will not return to that 
brand after a bad experience, we have the 
right measure of the care a company needs 
to take in the quality of its customer support. 
And this is even more true if we think that 
assistance is not only related to the post-sale 
phase, but also to the phase of choice and 
purchase of the product: more and more the 
brand is required to provide a continuous 
service that takes the user by the hand 
throughout the buying experience, just like 
in physical shops. And the introduction of 
new technologies in the field of customer 
care, such as augmented reality or artificial 
intelligence, is moving in this direction: 
responding to a demand for assistance that 
is increasingly long-range.  
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The Expert’s Advice:
Stefania Fornari, Customer Care Manager at Go Global Ecommerce

The human side is 
fundamental:

Whatever communication 
tool is used, the end user must 
immediately feel the human 
side: care, interest, attention 

to the problem/solution, 
reassurance. It will increase 

their trust.

Continuous active 
listening: 

Today’s customer service must 
remain in continuous active 
listening and be proactive in 
its solutions, responding very 
quickly, almost immediately, 

to the most varied user 
requests.

Part of the project:
It is essential that the 

customer care team feels 
part of the project, shares it 
and provides objections and 

suggestions. To make this 
happen, it is also essential 
that agents are supported 
by training, bonuses, small 
competitions with prizes 

when objectives are reached, 
and moments of leisure.

1 2 3
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Contact 
Channels

Another 
fundamental 
aspect, which 

always concerns 
the personalisation 

of customer care 
from a cross-

border perspective, 
is the type of 

contact channels. 
A multi-channel 
communication 

strategy is, in fact, 
essential.

Facebook & 
Whatsapp

According to 
a Salesupply 

analysis, Whatsapp 
continues to be 

the tool of choice 
for European 
consumers to 

request and receive 
assistance, but in 
some countries, 
such as Poland, 
users prefer to 
ask for help on 

Facebook. 

47% 
digital &

traditional
According to a 

survey by PwC, a 
strategic consulting 

firm, 47% of 
the customers 
surveyed prefer 
a combination 
of digital and 
‘traditional’ 

communication 
channels to reach 

customer service. In 
this sense, choosing 

which and how 
many contact 

channels to activate 
is particularly 

important. 

20%-60%
social media
According to Bain 

and Company 
research, for 

example, users who 
receive assistance 

via social media are 
likely to spend 20% 
to 40% more with 

that company.

62%
Live chat

Live chat, according 
to a Forrester 

analysis, remains 
one of the best 

methods for brands 
that want to retain 

their customers: 
according to the 
research, 62% of 
buyers are more 

likely to repurchase 
in an eShop that 

offers that specific 
contact channel. 
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 ● A New Customer Care 
For A New Consumer
COVID-19 has certainly had a direct effect 
on increasing the flow of goods. In the 
midst of a pandemic, eCommerce has 
become the primary source of supply 
for many consumer goods, especially in 
lockdown periods (think of all non-food 
consumption). This has influenced digital 
acceleration with direct effects on the 
technological culture of users. For the first 
time, 3.2 million new consumers made 
a purchase on the internet. Specifically, 
35.4% of users bought products on the 
web that they usually bought in shops 
before the pandemic. This percentage 
increased by 1.8% after the lockdown. 
Confidence in the digital world has led to 
the emergence of a new consumer who 
is certainly more inclined to buy online, 
also accelerating cross-border sales, but 
requiring more effort from brands in 
terms of customer service. 

 ● The Effects On The Supply Chain
COVID-19, especially in the first phase, 
has exposed all the fragilities of the 
traditional supply system both from a 
technological point of view - think of 
the crashes of supermarket operating 
systems unable to handle the arrival 
of an extraordinary volume of orders 
- and from a logistical point of view. 
According to a Netcomm analysis, 
among the major difficulties recorded 
by eCommerce during the pandemic, 
those related to logistics (encountered 
by 25% of cases), product availability 
(26%) and deliveries (18%) stand out. 
The outbreak of the epidemic has 
highlighted the interdependence in 
the supply of goods, especially in trade 
relations between China and Europe, 
and has inevitably prompted companies 
to question the management of their 
logistics network.

The great eCommerce boom coincided with a number of events which profoundly marked 
its development, also in relation to consumer habits. We are of course talking about the 
outbreak and subsequent waves of the COVID-19 pandemic and the entry into force of 
Brexit. Two events whose effects deserve to be investigated, especially from a cross-border 
trade perspective.

COVID-19

The pandemic represented a real stress test for the eCommerce market, pushing brands 
to rethink or deepen certain aspects of their online business. But what are the things that 
COVID-19 has prompted most?

 ● New Relationship Between Traditional And Online Retailers
The pandemic has accelerated the unification process that was already taking place 
between traditional and online retailers. A recent Alvarez and Marsal study estimated a 
loss of €35 billion for European retailers over the next five years due to the eCommerce 
boom. But what does this mean for cross-border commerce in Europe? First and 
foremost, rethinking physical shops not only as a meeting point between customer and 
brand focused on direct sales, but also as a hub for storage and returns collection, two 
aspects of the process that can facilitate the fluidity of eCommerce sales across borders. 
Thinking of eCommerce from an omnichannel perspective, another trend amplified 
by COVID-19 and also by the emergence of that new type of consumer we mentioned 
earlier, will allow us to see how the new relationship between physical store and digital 
store assumes crucial importance in fostering the development of cross-border business.
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Brexit

As of 31 December 2020, Brexit, Britain’s exit from the European Union, has become effective. 
This is no small thing if we think of the weight that England has on the online market: the 
purchasing activity of its inhabitants (87.9%, compared to 38% of Italians, Eurostat data) has 
led the United Kingdom to beat every other nation and take the podium among the major 
powers of European eCommerce. The value of purchases is estimated at around €130 billion. 
A study by La Vanguardia, however, calculated that with Brexit, 69% of Brits could stop 
buying on the international online marketplace. So let’s see what has changed and what to 
look out for in order to continue selling in the UK.

 ● Delivery Times
With the end of open borders, even with 
pre-established agreements, goods no 
longer circulate as freely as before, there 
are controls at customs and this means 
a less fluid and slower flow of vehicles 
and people. The consequence is longer 
delivery times for parcels that have to 
cross the border in both directions. 

 ● Invoicing
The first step in understanding how 
to issue invoices to sell in the UK 
from 2021 is to obtain an EORI code 
(Economic Operator Registration and 
Identification), which will be required 
for electronic tracking of customs 
activities and for completing import 
and export formalities. Secondly, it will 
be necessary to open a British VAT 
account that is registered with the 
British tax service, HMRC. 

 ● VAT
With Brexit, the UK is introducing a 
value added tax reform for distance 
sales. This means that parcels with a 
value of more than £135 - equivalent to 
approximately €150 - must pay VAT. 

Until now, the supply and purchase 
of goods between the UK and other 
EU countries was a fully-fledged intra-
Community transaction and VAT had 
to be paid on goods sent and received. 
Now, Brexit means that purchases to 
and from the UK must be treated as 
exports and imports: all transactions 
will therefore be subject to VAT and 
customs duties when the goods enter 
and leave the country. Only goods worth 
less than £135 will escape duty.

 ● Restrictions
With Brexit some products such 
as food, electronic equipment and 
medical devices may not be allowed to 
be shipped to their destination. 

 ● Returns
Not only are returns likely to be delayed 
for long periods of time, but there is also 
a risk that a package that has already 
been sent and charged at customs may 
require duties to be repaid when it is 
sent back. Therefore, it is important to 
be very clear about your policy and to 
anticipate and decide whether or not to 
bear the costs of the return.  
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Conclusions
Towards Frictionless Commerce

There is no doubt that the horizon for cross-border 
online commerce in Europe is moving towards the 
evolution of omnichannel, aimed at providing the user 
with an increasingly seamless experience, regardless 
of whether the country in which he is making the 
purchase is the same as the country from which the 
goods originate. We are moving towards the era of 
frictionless eCommerce, where the consumer will 
demand to move from the physical to the digital 
channel in an intuitive way without bottlenecks. The 
challenges in this regard, as we have seen, are many: 
from customer service to payments, from shipping 
methods to return policies. The answer always seems 
to be one: knowledge of the country where you want 
to sell your goods and personalisation of the buying 
experience (not just the sale but the whole process). 

Ecommerce In Europe, 
A Tailor-Made Experience

Europe is a thriving market with great potential for 
brands wishing to engage in cross-border commerce. 
Its fragmented structure allows companies to compete 
even with the big players in the sector by offering users 
a “tailor-made” experience, as opposed to a standard 
experience, tailored to the American consumer, which 
does not always meet 100% of the European user’s 
requirements. Just think of all the complexities we 
have investigated in the previous chapters in terms of 
logistics, payments, customer care, risk management 
and fraud.

The European Digital Supply Chain

It is very likely that the acceleration we are experiencing 
in the field of cross-border eCommerce, combined 
with other factors that are currently influencing the 
sector and that depend mainly on new post-pandemic 
habits, will lead to the emergence of a European digital 
supply chain in the coming years. This means that the 
old continent will begin to invest in technology and 
services in order to get out of its digital subordination 
with the big American and Chinese players, starting 
to build an industrial policy in this sector, as has 
happened, for example, in manufacturing.
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Ready to 
Go Global?

Contact us

 ● Turin
Via Luigi Leonardo Colli 15.
10128 Turin, ITALY.

 ● Barcelona
Plaça de Pau Vila, 1, Ofc 2D3.
08039 Barcelona, SPAIN.

Email:
Fill in our Contact Form

Address:
 ● Dublin

Pembroke Street Upper, Dublin 2, 
D02 VN24, IRELAND.

 ● New York
99 Hudson Street, Tribeca, NY.
10013 New York, USA.
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