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Your company's online shop is growing and doing  
really well domestically. In fact, it’s doing so well that 
you’ve even gotten some international orders and 
more requests from abroad. Now it’s time to turn 
things up a notch and actually target international 
customers and watch your business grow.

The obvious question here is “how”?

For starters, you'll want to make your online shop 
available in multiple languages. Secondly, you might 
also want to display prices in local currencies and 
make local payment options available as well. Let’s 
take a look at what things you should consider if you 
want to invest the time and money into these features 
for your shop.

Localise Your  
Website for  
International 
Markets
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You might be asking yourself if it’s really necessary  
to recreate your entire website in other languages. 
Similarly, is it worth dealing with all these different 
currencies? After all, English is the international  
language, right? So, why would you go through the 
hassles of adapting your websites for local markets? 

There are many reasons why having your website 
available in local languages would be beneficial.  
Selling abroad means more sales and I certainly  
don’t have to explain why that’s a good thing. Going 
deeper, having a multi-lingual site communicates 
some things about your company. It shows that  
your company thinks about their customers, thinks  
internationally and essentially, thinks big. In a way,  
this brings your website a certain level of credibility in 
the eyes of the consumer – especially internationally. 

Why should 
I localise my 
website?
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Local Languages help 
with SEO
Another reason to make “the switch” is that localising 
your website in another language will help your site 
rank higher in local search results because a word like 
“headphones” just won’t rank as high in France as it 
would in the UK. Think about it.  French customers are 
probably searching for “écouteurs” more than “head-
phones” on Google and therefore a French website 
would probably show up more often.

Local currencies 
equals convenience 
and trust
Along with adjusting the language of your site,  
localising the currency is definitely something to  
consider. There are a few reasons why you will want to 
do this, but the biggest reason could be summed up 
with one word: convenience. Adapting to your  
customer’s preferences makes them feel much more 
confident when shopping somewhere unfamiliar.

Better payment  
options help 
customers make  
more purchases
You might also want to think about offering the  
preferred local payment options on your site. Though 
language is one thing that differentiates countries, 
purchasing habits are a huge factor, too. For example, 
Germans prefer to receive an invoice and then pay by 
bank transfer after deciding which items they will 
keep. Meanwhile, the French pay by credit card while 
Spaniards and Italians may very well choose to pay 
cash on delivery. It may seem like a lot to take on, but 
catering to the local market can really be a deciding 
factor for customers who are on the fence about final-
ising a purchase. The more your payment system is 
able to adapt to the local tastes of your market, the 
better your conversion rates will be.
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Changing your  
site’s language 
Changing your website’s language may seem like a lot 
of work, but the effort could really pay off. English 
may be the global business language, but shoppers 
aren’t businesspeople. In fact, the Pitney Bowes Global 
Online Shopping Study revealed that almost 30% of 
online shoppers surveyed across 12 countries said that 
if a website failed to include product descriptions in 
their native language, they would be discouraged 
from making a purchase. Additionally, according to 
Common Sense Advisory, it takes 14 languages to 
reach 90% of the online community. So clearly, if 
you’re really thinking globally, it simply makes sense 
to localise your website for your target markets. We’ve 
already addressed why you might want to do this. 
Let’s see how this can be implemented.

If you use one of the popular shop softwares, there’s  
a very good chance that they (or 3rd party plug-ins) 
offer a way to implement this on your site relatively 
easily. Magento, Shopify, and Prestashop all have  
options available to make this happen. 

 
 
 
 
 
However, one thing we would definitely advise 
against is using  
a built-in translator to translate your site. We  
recommend that you invest some money into a  
native-speaking translator. There are certain nuances 
to every language and no one can make these adjust-
ments like a native speaker. 
 
Besides this, you might even want to encourage them 
to be a bit creative and change some of the texts to be 
more original. 
 
Though having multiple languages available on  
your site is a great start, we’d recommend going one 
step further and having a unique domain for each  
language. Why? The answer is simple. Having a “.fr” 
(France) or a “.de” (Germany) domain will significantly 
increase your rankings on local search engines.  
Remember, Google exists as google.de and google.fr 
for a reason and their algorithms definitely take  
domain names into account when ranking websites.

How can I localise 
my website?
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Changing your  
site’s currency 

Localising your website from a financial perspective 
makes as much sense as changing it from a linguistic 
one. Think about it: if you found a unique product and 
you were a bit hesitant to buy it because it ships from 
a foreign country, seeing a currency you’re completely 
unfamiliar with would probably turn you off from buy-
ing this product. Seeing the old, familiar “£” really 
warms the heart, doesn’t it? All kidding aside, it gives 
you much more perspective on the value of what 
you’re buying when you see a product priced in your 
local currency. 

Similarly to offering multiple languages on your web-
site, you can also find options on all the major shop 
software providers to show multiple or alternate  
currencies. If your shop software provider doesn’t 
have this option, there is a good chance a 3rd party 
extension can be found that can do the job. Usually 
these extensions will adjust prices automatically based 
on the ever-changing value of the given currency.

 
Of course, if you’ve decided to create a shop with  
a local domain, then it makes sense to offer the  
products in the local currency. However, even this is 
not a given. Research your local markets because they 
all have something unique about them. Though the  
Chinese market has many unique factors, one note-
worthy one is that many Chinese consumers prefer to 
see the retailer’s local prices as well as the price in 
Yuan when shopping. According to Worldpay, 58% of 
Chinese shoppers want to see both currencies. Why? 
This reassures them that the products are authentic 
and not counterfeit.

One last thing to consider in terms of pricing and  
currency is researching competing brands and  
products in those regions and making sure your prices 
are competitive. Remember, just because someone  
in the UK is willing to pay £50 for a product, it doesn’t 
mean someone in India is willing to pay the same 
price for that product.
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Offering more  
payment options
As mentioned above, when it comes to payment  
options, different cultures have different preferences. 
Amazon has done a great job setting the standard for 
how to cater to a new market. For example, they offer 
direct bank transfers for customers in Germany,  
Austria, and Switzerland, a feature not found on other 
Amazon sites. Zalando is another great company to 
look at when it comes to adjusting to foreign markets. 
The German-based company has focused on playing 
by the given market’s rules (or at least their tenden-
cies) by offering cash-on-delivery options in Spain and 
Italy, direct debit in the DACH region, and iDEAL in the 
Netherlands. Doing your research when entering any 
new market is worth the effort as it will improve  
conversion rates. Give a customer a reason to hesitate, 
and there’s a good chance that they will. Also worth 
mentioning is that Qiwi is extremely popular in Russia, 
open invoices are common in Sweden, and PayU is 
well-known throughout Latin America.

If you’re looking for a one-stop shop, PayPal is a  
very good option for many businesses as they  
eliminate the need for external credit card processing 
companies. The internationally-known payment  
processor lets you accept payments in foreign  
currencies and then handles the exchanges for a  
minimal fee. China has their version of PayPal of 
course, with Alipay as well as Unionpay.

 
However, some might consider PayPal too expensive, 
so there are many alternatives out there. A company 
named “Due” is worth a look when it comes to credit 
card processing as they offer a low flat-rate trans-
action fee of 2.8 percent for credit card processing,  
including global credit card payments. Braintree and 
2Checkout are other options worth looking into, 
though there are many other options, each with their 
own advantages and disadvantages.

Again, the most important thing is to research your 
target markets. Visit the most popular shops of those 
countries and see what payment options they offer. 
Then take your time and consider implementing these 
options into your shop. 
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If you’ve decided to take the international plunge and 
invest your time and money into growing abroad, 
then there are definitely some other small things to 
keep in mind. 

Key terms 
We already mentioned the need for real-life trans-
lators. Keeping a global glossary for your company 
might not be a bad idea. Certain terms and phrases 
might be used again and again and having a list of 
these phrases available can certainly be handy when 
trying to maintain a brand’s voice in other languages. 
Researching the terminology of your industry is very 
important in terms of SEO as well. 

Formatting
Another thing to consider is formatting. That could 
mean that days and months are written in a different 
order (like in the USA) or that commas replace periods 

in numbers (and prices). Remember that €27.45 would 
be written as €27,45 in most European countries.  
Similarly, one-million might be shown as 1.000.000. 
Measurements might be different units depending on 
the country as well (though most of the world works 
with the metric system). 

Customer Support
If you have a customer support team, you might want 
to hire bilingual (or trilingual, etc.) speakers. If this isn’t 
really a concern of yours, then your website should at 
least be clear about what your customer service and 
return policies are. If you’re dealing with physical 
products, returns might be the only issues you deal 
with, but if you provide a service, then your team 
should be able to handle issues in the language(s) that 
your website is in. 

Things to 
watch out for
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Rules and regulations can be a tricky thing as well. 
Okay, that might be the understatement of the year. 
Making sure you comply with a country’s e-commerce 
laws is obviously very important. 

Businesses need to be aware that when they ship a 
product to a customer in another country, the con-
sumer is protected by their country of residence’s 
laws. Companies can and often are held responsible if 
it’s determined that they “target” consumers of any 
particular country. This doesn’t mean that they will be 
marketed to necessarily. “Targeting” consumers might 
simply come down having a certain country available 
for delivery when customers enter their delivery  
information (tip:  don’t leave the “country” section 
open, but rather use a drop-down menu so certain 
countries can be excluded). 

Failure to comply with consumer protection and  
competition laws evokes different enforcement  
mechanisms. Germany, for example, has the infamous  
“Abmahnung” system, which is similar to receiving a  
 
 
 

cease-and-desist letter. Your competitor, consumer 
protection association and others are allowed to (and 
often do) send these Abmahnung letters to you if they 
find you’re doing something against the law.

Market research is obviously important to do before 
entering any new market. However, it’s important to 
remember that market research means more than 
finding out what brands people like, what time they 
go to eat, and what payment methods they prefer. 
Knowing the ramifications for breaking laws and 
knowing which government agencies have the  
authority to penalise  you is also vital to making (and 
keeping) the profits you make around the world.

Missing information or simply not being up-to-date 
with some of your legal requirements can be costly.  
Investing in good legal services, like Trusted Shops, 
who specialise in European e-commerce laws can save 
you tons of money (and headaches) in the long run  
as they can keep your company compliant with a  
country’s current laws and regulations.

Legal Issues
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Staying ahead of the game can really be worth it.  
Take the Brexit referendum as an example. Whether 
you were for it or against it, the aftermath of the vote 
is something to be learned from. As the sterling took 
a tumble against the euro, some Britons surely  
panicked. However, retailers selling internationally 
saw a boost in sales as foreign buyers jumped at the 
chance to buy British goods with some of the best  
exchange rates seen in decades. According to Mark 
Brant, managing director at PayPal UK, “...businesses 
that were best placed to benefit from the influx of  
international shoppers (after Brexit) were the ones 
who had already adapted their online stores – for  
example, by letting customers browse in their own 
language, and pay in their own currency”. 

Taking the next step and selling abroad can do  
wonders for your brand (and your bank account). This 
is best achieved by catering to your new markets, 
whether that means translating your site, getting new 
domains, changing pricing and currencies, or offering 
more payment options. Research is the key and each 
new market should be treated like a unique person 
with unique tastes, fears, tendencies, and preferences. 
Getting to know these markets and making them feel 
“at home” can take your business to a level you never 
thought possible.

Conclusion
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