
International eCommerce – 
the future is now 
A study on the international opportunity for UK 
businesses in today’s disrupted markets 
 



New eCommerce players internationalise in years, not decades 

Years to expand outside of domestic market 

Source: Press Search, Company Websites, OC&C analysis 
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New players, new business models 

eRetail 

Digital content 
distribution 

Demand aggregators 

Brand-led supplier 
networks 

Peer-to-Peer 
marketplaces 

Information-led sales 

Source: OC&C analysis 



Growth in total search volume1 
Indexed to 100, 2011 

Source of searches for UK pure-play retailers 
 

Global nature of search is fundamental enabler for customer acquisition 

Source: Google, OC&C analysis 

Consumer search habits 
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eCommerce exports big growth opportunity for UK based companies 

Retail Content 

Travel Leisure 

£13bn 

£45bn 

2013 

2020 

Source: Market Reports by Vertical, OC&C analysis 

UK eCommerce Exports 
£bn estimates 
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Degree of market readiness critical when prioritising opportunities 
Market readiness framework 
Retail forecast £bn 2020 

Source: Euromonitor, Forrester, Mintel, World Bank, WTO, Crystal 2003, OC&C analysis 

Accessible Anglophones Big But Challenging Major Markets 
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‘mobile-first’ propositions will be critical for realising opportunity 

Worldwide broadband connections1 
Billions of connections 

2013 2017
F 

Established 
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Source: PWC Media Outlook, OC&C analysis 

1. 50 countries + MENA covered in PWC Media Outlook 

Developing world mobile 
represents c.70% of total 
forecast new connections 



The rules of the game have changed – no sector is immune 

Your competitors take unexpected forms Your competitors looked like you 

The future is now 

Expect to be surprised by international competitors National boundaries a barrier to new competitors 

Players are able to access more capital-light models 
of expansion International expansion typically capital intensive 

Consumers use the internet as a global shop window Consumers search and discover products locally 

Mobile and digital-first proposition geared around the  
‘always on’ consumer 

Proposition tuned for physical channels, with desktop 
and mobile bolted on 

The past 



This new world brings new questions for CEOs 

What 
international 

business 
model  suits 

me best? 

What does a 
mobile first 

world mean for 
me? 

How can I 
access ‘The 
Next 5bn’? 

What can I 
learn from 
disruption? 

How  do I 
adapt to 
today’s 

disruption? 

Can I future 
proof my 
business 
model? 


