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01 Strategic Focus



Building for scale, complexity, 
and specialization



Specialization
With larger organizations, 
functional experts seek tools to 
simplify their roles.

Marketing
Focused on connecting with customers 
and driving loyalty

Merchandising
Focused on capturing greater value 
and managing product content

Logistics
Focused on simplifying the management 
of supply and fulfillment across the 
organization



02 Automation



Connectors for 
Shopify Flow
Use the power of automation to connect 

your business tools to Shopify, and each 

other. Easily create workflows across the 

apps and services you use every day.



Workflow templates
in Shopify Flow

Templates are sample workflows 
merchants can use right away, or 
customize for their store.



03 Market smart



Shopify AR
Add dimension to your product 

pages. Offer online-to-offline with an 
Augmented Reality (AR) shopping 

experience. 





Google and 
Facebook ads
Running an ad campaign is easier 

than ever. Build a Google Smart 

Shopping campaign and Facebook 

ads in only a few minutes. 



04 Sell anywhere



Use Shopify Payments to enter new 

markets with ease, selling in one, foreign 

currency and receiving payouts in your 

local currency. 

Sell and get paid in 
different currencies
for Shopify Payments



Multi-currency
with Shopify Payments

Sell in multiple currencies and get paid 
in a single currency on one Shopify 
store.



05 Flawless fulfillment



Locations
Reduce the operational complexity 

of order fulfillment and manage all 

your locations in Shopify.



Packing slips
Accuracy with every shipment



Wholesale channel
Volume pricing by products now 
available.



06 Platform evolution



Product Cost
Track unit cost for each product variant.



Switch between 
stores with ease
It’s now easier for businesses on Shopify 
Plus to switch between stores 



Improved staff 
permissions
Businesses can now control which staff 
members can download sensitive shop 
data and access apps and channels
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STEP 8:
BUILD TRUST





















JAMES MERRETT
Head of Online, SunnyLife



About me
• 10 years working in digital marketing and online 

retail

• Experience across big, public companies, and 
small start-ups

• Diverse category experience, including FMCG, 
Alcohol, Hardware, Health & Fitness, Funerals -
and now, giant pink flamingos

• Broad marketing background in branding and 
ecommerce

• Currently manage the end to end digital 
landscape for Sunnylife globally



Who is Sunnylife?



• Australia’s leading summer lifestyle brand

• HQ in Sydney, with teams in US & UK

• 15 years in AU

• 3 years in US

• 2 years in UK

• 1 year in EU

• Warehouses in the same 3 regions

• Annually design & manufacture circa 600 new 
SKUs across multiple categories

• Pool floats / inflatables

• Beach towels & games

• Picnic accessories

• Homewares & entertaining



Things to consider before going global.

• Am I set-up for international business? 

• From where am I attracting customers? 

• Who is going to help me do this? 

• Can I service these customers well?

Going international



Structuring your business
How you structure your business has big 
impact on what you can accomplish 
overseas.

• Understanding local laws and trading 
requirements - you might need a local entity

• International tax can be a minefield

• Don’t forget exchange rates and fees

• Multiple entities means you need systems that 
can support it



Brand building

…is expensive, hard,
and slow



We aren’t just building a site or growing sales, we are building and 
growing a brand.
It might be hard and slow, but it’s still the best path to long term, 
cost effective, sustained growth.

Learnings from our expansion:
• Much of our initial success has been off the back of Instagram 
• Like Facebook, IG has become pay to play
• Pop-ups are great marketing tools, but they’re complicated

• Regulations / staffing / stock management / retail leasing / taxes… 
• Events are a PR goldmine (for us), but they are labour intensive
• Word of mouth and positive customer experiences continue to drive most of 

our brand growth.
• Video is invaluable for helping tell your stories



Advertising is good
There is no “one size fits all” ad solution out there. Each region will 
likely respond very differently to different channels or content.

• In Australia, Google is king for Sunnylife
• In the US, Facebook & Instagram ads are the best performing channels
• UK emails have the lowest open rate, but the highest conversion rates
• Instagram (organic) is our best channel in France
• Affiliates work well in AU, but they are much more expensive in the US - and it’s 

much harder to get a decent ROI

It’s always a good idea to take things that work and test them in other markets, but 
be aware that they won’t always perform as well as you might expect.

But pay attention to your ROI



Changing warehouses, marketing 
agencies, and middleware can be 

very expensive and time consuming. 

We’re all in eComm,
so pay attention to integrations.

Integrations



If you expand into 3 different regions and have 3 different 
PLs, you’ll likely need 3 different integrations

Some considerations:
•Your 3PL might have great fulfilment costs, but what about storage costs? 
•Do you have a direct relationship with your different carriers, or does your 

3PL?
•Does your marketing agency or team have experience with marketing 

overseas? Does it make a difference for your category? 
• If you are advertising in different countries, you might need to consider 

content localisation. Then you’ll need to maintain that content.

Finding the right partners



Non-Australian customer service
Be prepared for international service 
complexities

• Be clear on your international returns / refunds 
policies

• Google translate is great, but for more complex 
problems or products, humans are still better

• What hours do you offer customer support? It’s a 
long time between 5pm and 9am

• Not all customers are relaxed as Australians seem to 
be!



Key take homes
1. Understand the landscape of the markets you’re 

expanding into

2. Establish how you are going to attract 
customers to your business

3. Choose partners who will work for you long-
term; failing that, seek flexible technologies

4. Plan for how to service international customers 
as well as you service your local ones



Thanks!



Next Sydney 

Shopify Meet Up

Wednesday 8 May 2019

SAVE THE DATE



THANK YOU TO OUR SPONSORS


