
Turn Uncertainty  
into Opportunity 

Conquer challenges and achieve  
direct-to-consumer success in 
today’s ecommerce market



BUILD A DEFENSE 
AGAINST RETAIL 
DISRUPTION

During times of uncertainty, retail channels 

can become disrupted with stores closed, 

shipping delays and other negative impacts to 

the customer experience. So, whether it’s the 

COVID-19 pandemic, an economic downturn, or 

simply the fast-paced nature of our increasingly 

digital and global world, brands need a way 

to overcome retail disruption and maintain 

business continuity. The best way to weather the 

storm is to create a robust direct-to-consumer 

(D2C) channel.

A record number of shoppers now prefer direct 

ecommerce as 82% of consumers expect to be 

able to purchase directly from a brand’s website. 

And with global ecommerce sales nearing $4 

trillion, companies can’t afford not to have a 

strong D2C strategy.

Making the transition to selling directly to 

consumers requires changes in customer 

acquisition strategies, marketing, fulfillment and 

back-office operations like payment processing 

and regulatory compliance.

To help you navigate these complex topics, we 

put together this guide for brands launching or 

expanding their D2C channel. This ebook offers 

tips and strategies from ecommerce experts 

around the world who help brands just like yours 

attract new customers, increase revenues and 

achieve better results for their business.

By embracing ecommerce and optimizing your 

D2C channel for maximum conversions, you 

can help your brand overcome uncertainty and 

achieve your strategic goals.

LOOKING TO DIVE DEEPER ON A SPECIFIC TOPIC? 
On-demand episodes from our Uncertainty into  
Opportunity virtual event series are available at 
digitalriver.com/opportunity.
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The content of this ebook was developed in 
collaboration with ecommerce experts from 
these leading companies:
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The advantages of a robust D2C channel are too great for 

brands to ignore. This becomes increasingly true in times of 

uncertainty.

Maintain business continuity
A strong D2C channel allows you to control your own destiny 

and mitigate negative business impacts should your retail 

partners or other sales channels experience significant 

disruption. For example, at the start of the COVID-19 

pandemic in the U.S., Amazon deprioritized shipping of 

nonessential goods to help address more immediate needs, 

highlighting the risk for brands that rely solely on partners. A 

D2C channel can also help ensure you keep loyal customers 

happy and your brand image strong at times when more and 

more people are choosing to shop online.

Own the customer experience
Creating a mature D2C channel allows you to control nearly 

every aspect of the customer experience, from the messaging 

to the checkout process and beyond. This means you are 

able to create an emotional connection with customers, 

nurture those relationships and build customer loyalty. You 

can also gather important customer data for developing 

better sales strategies through both your D2C and traditional 

channels.

Avoid channel conflict
Data insights gathered across all sales channels combined 

with a pricing strategy that approaches D2C ecommerce on 

the same playing field as your retail partners can eliminate 

the channel conflict that continues to worry many business 

leaders today.

CONTROL YOUR DESTINY 
BY SELLING DIRECT

73%
of people are 
willing to switch 
brands if they aren’t 
getting a consistent 
omnichannel 
experience from one 
company

Source: Buildfire

https://www.digitalriver.com/amazon-walmarts-ongoing-price-war-motivates-brands-go-direct/
https://www.digitalriver.com/amazon-walmarts-ongoing-price-war-motivates-brands-go-direct/
https://buildfire.com/mobile-commerce-trends/
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Out of sight, top of mind
Back-office operations like payment processing, 

tax remittance, regulatory compliance, order 

management and fulfillment will make or break 

your D2C channel strategy. You can create an 

ecommerce site with the best user experience in 

the world, but it won’t help you keep a customer 

whose order gets lost or whose payment never 

goes through.

Concentrate on optimizing these back-office 

processes and creating alignment between the 

associated business groups. Bring stakeholders 

together early in your strategy development 

process to make sure all decisions are vetted and 

everyone is in the know. For example, adding a 

new payment method may seem like a bonus 

for customers, but it could wreak havoc on your 

accounting department and actually decrease 

profitability if the nuances haven’t been worked 

out. Input from multiple stakeholders will help you 

develop the best go-to-market strategy possible.

Partnerships reduce complexity
Trying to do everything yourself when building 

out your D2C channel is a surefire way to create 

inefficiencies, drive up costs and slow your speed 

to market. Instead, partner with companies that 

specialize in various aspects of ecommerce so you 

can concentrate on your core competencies and 

delivering on your brand promise. Many back-

office processes are simply too complicated to 

handle in-house without expert help, and the risks 

associated with things like tax management and 

compliance regulations are too great to take any 

shortcuts.

Partnering with experienced organizations reduces 

complexity and mitigates risk for your brand. Just 

be sure to choose your solutions and partners 

carefully, keeping future global ecommerce growth 

in mind so you can create a D2C strategy that is 

profitable now and into the future.

ALIGNING YOUR BACK-OFFICE OPERATIONS

To enjoy the advantages of a fully-developed D2C 

ecommerce strategy, you need to ensure that your 

back-office processes are as streamlined as your front-

end customer experiences . Selling direct often requires 

significant back-end strategy changes, and it’s a lot to 

tackle on your own, especially if it’s new to your brand . 

Get buy-in early from key stakeholders and optimize your 

operations through strategic partnerships .



“ Owning the customer experience is a bit nuanced – part 
of it is digital and the things that you can build and offer 
yourself, and the other part is how can you take advantage 
of experiences and touchpoints that are offered by others.” 

– Linda Bustos, Director of Digital Commerce Strategy, Elastic Path
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Digital marketing strategies such as digital advertising, PPC campaigns, optimized content, email promo-

tions and social media marketing are all important for reaching target audiences and driving traffic. But 

to truly succeed in the ecommerce space, marketing is more about finding ways to leverage all customer 

touchpoints to your advantage.

HOW TO MARKET YOUR ONLINE STORE

An omnichannel approach to marketing
For your ecommerce site to be successful, you need to create alignment across all channels to 

maintain a strong brand identity and a seamless customer experience. Cohesive messaging, 

ad retargeting across channels and unique digital experiences are all important aspects you 

need to get right. Also, consider how your product experience fits in your marketing efforts to 

keep customers engaged post-purchase.

Partner marketing
The experiences customers have through your channel partners can influence your 

D2C channel experience, and vice versa. Brands should look for ways to offer digital 

experiences through channel partners that enhance the value of your ecommerce 

business. For example, you could create a unique digital experience on your mobile site, 

and then provide channel partners a QR code image to place alongside your product 

images to drive traffic to your site and build brand awareness.

Partner marketing has become an essential aspect of successful brands’ ecommerce 

marketing strategies. Marketing an ecommerce site is a tough job, especially when you’re 

trying to do it on your own – work with channel partners that share similar goals to get 

your brand out there and attract new potential customers.



“You need to have 
people who can 
translate data and 
reports into real, 
actionable information 
and marketing plans. 
People who can look at 
the data and say, ‘Here 
is the outcome, and 
here is the direction we 
need to go.’” 

– Rahul Sandil, Head of 
Global Marketing, Consumer 
Products Group, Micron 
Technology, Inc.
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Any successful marketing plan starts with know-

ing your audience. In the ecommerce space, that 

means using data analytics to study consumer 

behaviors, optimize digital strategies and create 

content that drives conversions.

KNOW YOUR 
AUDIENCE AND 
UNCOVER NEW 
OPPORTUNITIES

Content backed by analytics
To create the best content for your 

ecommerce site, you need to drill down into 

the data and understand your audience in 

detail. Voice of the customer research, search 

data, payment method data, competitor 

research and more can all help shape your 

content to reflect your target audience. 

Lean on your established knowledge of your 

customers and then enhance that using 

analytics based on the overall ecommerce 

experience to develop a winning strategy.

Segmenting, testing and more
In addition to your other data collection and 

analysis methods, breaking down the data 

you collect directly from your own ecommerce 

site is vitally important. After going live, be 

sure to segment your customers based on 

the data and then create content and a 

marketing channel strategy specific for each 

segment. You should also constantly test 

and measure your tactics to make sure they 

continue to align with changing customer 

needs, emotions and expectations.
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50%
of buyers would cancel a purchase if their 
preferred payment method wasn’t offered

Source: Expandeco

PAYMENTS AND THE CUSTOMER EXPERIENCE
Payments are a bigger part of the customer experience than some realize. Finding ways to reduce friction 

in payment processes is critical to ensure customer satisfaction and successfully increase conversions.

Payment methods
Conduct voice of the consumer research to ensure you’re offering the payment methods your 

customers prefer. But more isn’t always better. Adding too many options can cannibalize your 

business, adding cost while failing to increase revenue.

Currencies
76% of international shoppers say they prefer to have the option of paying in their local 

currency. Make sure you’re not only offering pricing in local currencies, but that your back-

office systems are set up to handle conversions.

Messaging
Where appropriate, build payments messaging into your ecommerce experience, not just the 

checkout process. Make it clear which payment methods you accept and if you sell big-ticket 

items, consider including messaging about financing along with product descriptions.

Payments systems
Payment methods are one thing, but payments systems present a whole new set of 

challenges. With each payment method you consider, make sure to involve your accounting, 

tax, compliance and other relevant stakeholders to build the right back-office systems to 

process and reconcile payments in a cost-effective way.

Mobile optimization
Customers don’t want to key in their credit card number on their mobile device every time they make 

a purchase. Make sure your front- and back-end systems are optimized for mobile payments.

https://www.expandeco.com/en/what-is-e-commerce-localization-and-how-to-handle-it-correctly
https://www.forbes.com/sites/forbestechcouncil/2020/03/23/building-cross-border-e-commerce-sales/#59d9639ec61b


“ Analytics is critical in the world of D2C ecommerce, 
and it’s become a necessity in optimizing and 
driving the decision making when working with 
payment processors.” 

- Chase Bruch, Director of Analytics and Optimization
   Blue Acorn iCi
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Building the best possible payments system is part 

art and part science as you try to cater to customer 

preferences while routing transactions to the right 

place at the right time.

Dynamic routing
To increase authorization rates and maintain a 

strong revenue stream, you need a payments 

provider who uses intelligent transaction routing 

technology and machine learning to dynamically 

route payments. These algorithms will determine 

the right processer and acquirer for the best 

chance of authorization.

For subscription providers and others who 

manage recurring payments, retry logic that also 

determines the right time and date to retry a failed 

payment are crucial for increasing authorizations 

and maintaining seamless customer experiences.

OPTIMIZE PAYMENTS FOR 
MAXIMUM CONVERSIONS

Analytics-based optimization
Optimization is all about figuring out what works 

and then devising strategies to increase those 

behaviors and outcomes. Consider starting with 

the payment then working backwards through 

the buyer journey to identify opportunities for 

optimization in your payment processes and 

customer experience. Did they use a credit card on 

a desktop or a mobile wallet? What products did 

they purchase and what does that say about those 

customers?

Use analytics to identify trends and unpack each 

stage and influencing factor in the buyer journey 

so you can better understand what works for your 

customers and refine the experience to improve 

conversion rates.
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The 2020 holiday season looks to be like no other in recent memory as more shoppers than ever are 

expected to buy online. In fact, 71% of U.S. consumers plan to do more than half their holiday shopping 

online, according to daVinci Payments. Here’s how to prepare your D2C channel:

SURVIVING AN ECOMMERCE-FOCUSED 
HOLIDAY SEASON

Promotional strategy
The promotional calendar will shift this 

year to start earlier and last longer than 

previous years. Creative promotional 

offers, especially ones that demonstrate 

brand values (e.g., donate masks or 

include a set of masks for every purchase) 

are expected to be especially prominent.

System testing
Increased traffic to ecommerce sites 

during top holiday shopping days 

demands increased testing to make sure 

your system is up to the task. Discuss your 

plans and capabilities with both your 

internal IT team and your technology 

vendors.

Shipping concerns
Talk to your carriers and fulfillment 

partners now about what they expect this 

holiday season in terms of delays or any 

other special concerns. It’s crucial to be 

transparent with your customers about 

longer shipping times. Also, be sure to ask 

about any surcharges for peak periods 

and devise a strategy for how you’ll 

manage the costs.

Marketing tactics
Make sure your marketing and overall 

messaging is localized and timely to 

reflect the current state of the pandemic 

in your target markets. Socially conscious 

shoppers will also be looking for brands 

to demonstrate their values in marketing 

communications.

47%
of U .S . shoppers say they are more 
interested in buying online this holiday 
season compared to last year
Source: Salesforce

TURN UNCERTAINTY INTO OPPORTUNITY

https://www.emarketer.com/content/majority-of-us-shoppers-will-turn-digital-holiday-shopping-needs-this-year
https://www.emarketer.com/content/majority-of-us-shoppers-will-turn-digital-holiday-shopping-needs-this-year


“The typical approach 
that we see utilized by 
today’s D2C brands is 
to govern centrally and 
manage, merchandise, 
and fulfill locally.” 

– Joe Patrevito, Director of  
Business Development,  
Gorilla Group
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Breaking into new international markets is one of 

the best ways to stimulate ecommerce growth by 

reaching new customers and opening up new reve-

nue streams. But if you want to do this successfully, 

you need to localize your approach and structure 

your operations correctly.

Localization is everything
For successful cross-border ecommerce, you need 

to look and feel as much like a local company as 

possible. That means localizing your marketing 

to truly connect with a local audience, not just 

translating product pages into the local language. 

You need to localize payments to account for 

the payment methods local customers prefer. 

You need to develop fulfillment and distribution 

plans to keep shipping times as short as possible. 

And for all of this and more, it’s crucial to develop 

partnerships that allow you to sell through local 

entities, as this approach will almost always 

be more cost-effective than making capital 

investments in new markets.

TAKE YOUR GROWING 
BRAND GLOBAL

Central governance, local management
As much as you need to localize your go-to-market 

strategies, you should maintain a centralized point 

of control within your organization. That means 

all of the product data and top-level governance 

is controlled from a single entity, likely your U.S. or 

international headquarters. That way, all of your 

different global markets are using the same data 

sources and decisions are made with the whole  

brand in mind. So, while every market needs to  

have localized content and strategies purpose-built 

for that geography, they also have to act within a 

framework or playbook that aligns your brand’s 

strategies and values.



For decades, Digital River has helped brands take control of their destiny by powering global 
commerce. Established and fast-growing brands rely on our flexible, API-powered solutions 
to sell direct to their customers, whether they live around the corner or around the world. With 
unbeatable experience, expansive capabilities and strong partnerships in geographies across 
the globe, we help brands achieve their commerce goals and increase their revenue.

Ready to take your D2C channel  
to the next level?   

Connect with us today to start your  
ecommerce transformation.
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Unpacking some of the biggest challenges to global ecommerce 

can make it easier to overcome those hurdles and achieve inter-

national success.

BREAK DOWN THE BARRIERS  
OF SELLING ACROSS BORDERS

Fulfillment and distribution
Fulfillment is particularly challenging during uncertain times as disruptions to supply chains 

and shipping providers can be significant. However, the most important decision is how you 

want to structure your operation. Are you going to distribute products to have on-hand in 

new markets or ship from a central source? Can you afford to have customers potentially 

wait weeks for their purchases? The answer depends on your industry and your particular 

brand. But remember, last-mile fulfillment needs to be localized and considered in the larger 

payments system as shoppers in some markets prefer to pay upon delivery.

Tax and compliance
The complexity of international tax and regulatory compliance is hard to overstate. From value-

added tax (VAT) and import/export taxes, to data protection regulations that are constantly 

changing and vary from country to country, there’s a lot to keep track of. For companies 

large and small, the key is to partner with experienced firms who have a global footprint and 

expertise in your target markets. Add quality people to your internal team, but let the experts 

handle the bulk of the nuances and issues so you can focus on your core competencies.

https://www.digitalriver.com/request-demo/
https://www.digitalriver.com/request-demo/
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