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1. INTRODUCTION



3 STEPS OF EXPORT...

1.Make a good product/service

2.Build a channel to customers

3.Let ’em know you exist



big picture…

80/20/20 - “LIFE IN 20% ZONE”



Business client 
vs

end-user?



Target market selection
1. Big enough to make money

2. Is it growing?

3. Is it saturated by competition? Or do you have unique 

advantage?

4. Market is accessible. No geographical, juridical, 

political, technological, social, etc. barriers

5. You have resources to enter the market and compete



…easy way?
1. Common logic

2. And then TEST:

• Search volumes

• FB ads

• Google Ads

• Test sales

• Personal sales

• Etc etc etc
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2. HOW TO REACH YOUR CUSTOMERS?
CHANNEL



How to 
reach your 
customers?

What channel to 
choose?



1. Whose 
your final 

customer?



2. What’s the 
best channel to 

reach them?



Channel is a 
cost!

Channel is a service



„factor 5“

100%

shop

import
er

50%

25%

client

shop



How to 
decide?

process



Criteria?

1.Perspective and goals?

2.Speed to market

3.Control

4.Cost 
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3. TRADITIONAL SALES 
CHANNELS



Make a list of all potential 
sources of contacts



USE TRANSLATE!

yellow pages
databases



LinkedIn



Branch unions



magazines



Trade fair catalogues



Competitors or 
complementary 
products/services



consultants



Via customer’s customers





Freelancers





●press releases

●3D renderings

●web development

●webmaster

●customers service

●country manager

●identifying resellers

●graphic design

●virtual assistant

●presentation designer

●market research

●data entry

●testing brand name

●translations

●buying magazines

●identifying 3PL warehouses

●photo editing

●voice over

●transcription for YouTube

●… and many more



Establishing a 
contact



How many???
BASED ON THAT CHOOSE A METHOD
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4. E-COMMERCE VIA OWN WEB 
SHOP





How to start?
1. product / service

2. Market survey and a plan

3. Build a shop

4. Launch the shop



Market survey

1. Other shops

2. Google

3. eBay

4. Read Amazon

5. Spyfu, MOZ, Alexa, Similarweb, etc



Which platform???



Shopify, Magento, WooCommerce, 
Prestashop, Opencart, 

BigCommerce, Volusion, 3DCart, Big 
Cartel, Ultracart, SparkPay, Pinnacle, 

Core Commerce, Lemonstand, 
Squarespace, Miva, Fastspring, Wix, 

OsCommerce, ShopSite
+ local ones…



Payment gateway



Support services

•Returns

•After service

•Customer service

•Security



Logistics
• Depends on service level. 

And weight. And delivery time

• Drop shipping

• 3PL: For example TGL in 
Germany, Eagle in US

• How to find??

• Example: DHL vs Pakipoint vs 
Omniva



Some tools...
• MOZ.COM

• BUZZSUMO.COM

• SIMILARWEB.COM

• SPYFU.COM

• HOTJAR.COM

• ALEXA.COM

• BUILTWITH.COM

• HelloBar

http://MOZ.COM
http://BUZZSUMO.COM
http://SIMILARWEB.COM
http://SPYFU.COM
http://HOTJAR.COM
http://ALEXA.COM
http://BUILTWITH.COM
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5. E-COMMERCE VIA MARKETPLACES



PROS AND CONS OF MARKETPLACES
PROS 
• Guaranteed traffic

• Trust 

• Quick start

• Big turnover

• FBA is very comfortable

• Conversion up to 40%

• Initial customer service 

(in case of Amazon)

CONS
▪ Extreme competition

▪ No control

▪ No brand

▪ No loyalty

▪ Customers are not yours, 

restricted access

▪ Limited upsell, cross sell, 

resell

▪ Copycats 



For handicrafts...



WHY AMAZON?
MONTHLY TRAFFIC ON ALL DOMAINS

6 billion

2.3 billion



Egle Raadik-Gonchev

HOW TO ANALYZE COMPETITION?

51

• Ideal = high demand +  limited supply and reviews

• 200+ review  competitors: danger

• Seasonality and timing of the launch

• Are sales stable?



VISIBILITY = KEYWORDS
• Competitors keywords and bullets
• Autofill
• Google 
• MerchantWords
• Helium10

Write a listig
based on 

search
keywords

Egle Raadik-Gonchev



Egle Raadik-Gonchev

LISTING TEXT

53

• EVERYTHING DEPARTS FROM KEYWORDS!!

• Headline most important

• 5 bullets to bring out sales arguments (HTML can be used)

• Longer product description down below + backend keywords



RANKING - 86% sales happens on 1st page

How to get there?

• Identify most important keywords (incl. long tail)
• Calculate sales volume
• Choose the keywords you want to rank
• Calculate ranking campaign cost – can you do it?
• Find external channels to bring on sales:
• Coupon share groups
• FB offers
• Existing customer base
• Social media
• Influencer marketing
• other



REVIEWS

• When and why important?
• „Incentivized reviews“
• Review-groups / wiping
• Review-clubs
• Existing customer base



PPC
Advertising possibilities inside Amazon

• Works like Google AdWords
• Start with Automatic Targeting: get your 

keywords
• Very expensive keywords = „negative 

keywords“
• Constant work
• Until bearable ACOS!
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