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Without a doubt, the age of e-commerce has transformed the retail 
industry. From the disappearance of Borders Books to iconic brands 
such as Sears succumbing to bankruptcy, the retail industry of today is 
unrecognizable from just a few decades ago. 

Just as retail has changed over the past 20 years, it will continue to 
evolve. Likely at a more accelerated pace. Experts predict Amazon will 
account for 10 percent of retail sales by 2020.1 The hype may have 
us assuming there’s no time to compete, but 90 percent is a whole 
lot of market share up for grabs if you’re prepared to meet customer 
demands. To stay competitive, traditional brick and mortar retailers 
must constantly find new ways to optimize the customer experience and 
drive friction out of the shopping process. Intelligently implementing 
innovative technologies while leveraging existing assets will be the 
foundation of competitive advantages in the coming years.  

Products available on short notice was once an advantage of brick and 
mortar stores. After all, there was a time when online shopping couldn’t 
meet the demands for instant gratification. However, Amazon’s two-day 
delivery service, and same-day delivery in some markets, is quickly 
eroding this edge. To compete and capture market share, retailers need 
to think differently about how to leverage their position in the supply 
chain. Flexible experiences that allow customers to shift back and forth 
between in-store pickup and home delivery of online orders as their day 
evolves are a good place to start.
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Buy online pickup in store (BOPIS)
Many retailers are offering “buy online pickup in store” services where 
customers simply place their order online and pick up the purchased 
item at the local outlet. Retailers such as Walmart, Home Depot and 
DICK’S Sporting Goods, to name just a few, all offer BOPIS services. It’s 
for good reason. The last mile of delivery is the most expensive segment 
of an individual product’s entire journey to its owner. Having customers 
pick up online orders saves considerably on shipping costs. In many 
cases, customers would rather pick up their order if it means they can 
get it faster, but still maintain the convenience of online shopping and 
purchasing that doesn’t require them to browse a store.

Same day delivery
Many retailers are also offering same day delivery service to compete 
with Amazon’s two-day and same day options. Brands such as CVS, 
Target and Best Buy can deliver in-stock items directly to customers 
on the same day. Heavy investment validates this strategy is here to 
stay. Target recently acquired Shipt, a same-day delivery start-up. On 
the back of this acquisition, they launched their own same-day delivery 
service in 700 stores in the first quarter of 2018.

Target’s strategy is paying off. Its first quarter 2018 sales were up 3.5 
percent year-over-year, and digital sales grew 28 percent.2 A significant 
driver in the digital sales growth was the large basket sizes of shoppers 
using Shipt for delivery. These orders are twice the average basket size. 

While delivery and BOPIS strategies are working well, the competition 
will not sit still. Retailers must implement these services quickly, and 
then quickly decide what’s next when it comes to innovations that 
reduce friction in the retail experience.

Embrace Brick 
and Mortar 
Advantages
Typically, brick and mortar store 
inventory is closer to customers 
than inventory fulfilled by exclusively 
e-commerce vendors, providing an 
advantage for the time being. Large 
retailers are implementing strategies 
that provide technology-enabled 
services that reduce friction while 
levering the local inventory and 
reducing costs.
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Reduce Friction
The typical BOPIS procedure involves a number of steps that add friction to the pickup process. 
After placing an order, the customer receives a confirmation email embedded with a barcode 
that they need to bring to the store. Once at the store the customer needs to complete a 
number of tasks:

Get out of their car and enter the store

Find the BOPIS kiosk

Scan the email 

Wait for an associate to bring the item to them 

Load the item into the car

Simplifying this process, even removing extraneous steps, will save customers time and 
improve satisfaction.



eBook | How Retailers Can Blend Order Delivery and Pickup to Create Happier Customers | 5

Same day delivery service can also be full of challenges, if 
not executed correctly. Many retailers will provide a window for 
approximate delivery time and require that someone is available 
to accept delivery. To provide customers with a more precise 
delivery time, retailers will also often send a text message when 
the package is in transit. While helpful, this process still leaves 
plenty of variability in delivery times, increasing friction. Even 
with ample notifications, customers have to adjust their schedules 
and, for some reason or another, may not be home when the 
package arrives. 

Retailers have developed certain protocols to handle this 
eventuality. One example is Best Buy’s policy.3 The first step 
requires a courier to try to call a customer. If that fails, they will 
do their best to find a safe place to leave a delivery, so it is out of 
the weather and relatively secure. This is particularly challenging 
when delivering to apartments in large cities where building 
lobbies can be high-risk theft areas. Lastly, if the courier can’t 
find an appropriate location, they bring the item back to the store 
and return/refund. This not only results in the loss of the sale, but 
mounting delivery expenses. The alternative is leaving packages in 
unsecured locations, increasing the risk to the retailer as they are 
liable for stolen merchandise.

Don’t Forget to Fix Delivery

On-demand advantage
Designing a more convenient delivery process not only saves 
retailers money, but frictionless delivery can actually improve 
revenue. Delivery service startup DoorMan discovered how 
much customers value convenient delivery. The company stored 
e-commerce items locally in a warehouse and delivered them 
at a time specified by the customer. They found that customers 
shopped online twice as much after the first six months of 
using the service.4 They also found that customers were more 
loyal. Although the startup was a victim of their own success 
and eventually folded due to excessive costs, they proved that 
customers will pay for more convenient delivery and shop more.

Brick-and-mortar retailers’ inventory is already relatively close in 
proximity to their customers, so they are better positioned to offer 
on-demand services. Imagine delivering products when and where 
customers want them.
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Blend It Together
Traditional retail and delivery scenarios have been built on the assumption that either an order is 
in a fixed location where a customer can find it, or a customer is in a fixed location where an order 
can be delivered. With the innovative implementation of technology, such as location services, this 
concept may soon be turned on its head. With products and people constantly moving, customer 
location sharing opens up a new dynamic–allowing customers to choose, on-the-fly, whether they 
want to pick up their order or have it delivered. And maybe even have you deliver it somewhere 
besides their home address. Location services and location-backed communication are the glue 
that holds everything together, and which reduce friction in either scenario.

Location-backed curbside pickup
For example, in the BOPIS scenario, associates who know when customers are on their way to 
pick up an item can be more efficient and make customers happier. With this insight, they can 
anticipate the customer’s arrival and have merchandise on the curb precisely when they reach 
the store. The current five-step process can be reduced to one - loading the merchandise into the 
vehicle. Many are investing in curbside already. Your goal: make it easy for customers to change 
their order preference from “deliver tomorrow” to “pick up in store today” right up until the last 
minute. Why not leverage that in-store inventory to delight loyal customers?

High-end retailers, such as Nordstrom, that offer stylist services to preferred valued customers can 
also improve service with greater visibility of a customer’s location. If a client is running late to an 
appointment, a stylist can automatically be notified and make better use of their time while still 
being available when the customer walks in the door. Also, if stylists knew that their clients were 
in the store even if they did not have an appointment, they could capitalize on an opportunity to 
provide on-demand service. It’s a nice blending of personalized service, which customers typically 
expect at their homes, but in your store - your big competitive advantage.
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The delivery experience can also be much 
improved with a better understanding of the 
customer’s location. If a customer does not 
answer the door, couriers can verify whether 
they are home but preoccupied or on their 
way home to determine if it is safe to leave a 
package. Plus, retailers can show customers a 
live location and ETA of their order on its way. 
Maybe they won’t mind running home to sign 
for a package if they know exactly when it will 
arrive. Either scenario reduces the risk of failed 
delivery or stolen merchandise, both significant 
expenses for retailers. 

While existing business models and practices 
can benefit from greater visibility of a 
customer’s location, this data also enables 
more innovative services. Retailers know 
where their inventory is and where it is going, 
but knowing a customer’s location enables 
retailers to deliver products and services 
anywhere anytime. Product delivery does not 
have to be so static. Deliveries can be more 
flexible, so customers can change their mind 
on where to receive their orders.

With customer location data, if schedules 
change, deliveries can be made to a real-time 
location, not a predefined address. Making 
deliveries to a person at an office, hotel or 
even on the way to a meeting instead of an 
address can add significant value to customers. 
One scenario might be where an executive 
spills coffee on his shirt while traveling and his 
personal shopper can have a courier meet him 
on-route with a new shirt. This is only possible 
if the retailer knows the customer’s size, style 
preferences and where they are. While perhaps 
not a common occurrence, stories of service 
like this can create lifetime customers.

Location data can also enable entirely new 
business models in the retail sector. As people 
become more connected and available for 
freelance work, networks of commuters and 
couriers are making themselves available 
for last mile deliveries. In this environment, 
customers become potential couriers. Start-
ups such as Deli and Hitch are recruiting 
commuters and travelers to make deliveries 
in the process of their daily activities. 

For example, maybe a customer receives a 
discount if they choose to pick up their order 
in store and then drop of the order of another 
customer on their way back home. Visibility 
into the location of every person in the 
network creates an opportunity to optimize 
resources and effectively crowdsource a last 
mile delivery service.

Location of customers and freelance couriers 
is key for new business models and service 
offerings. The hurdle is privacy issues. 
Constantly tracking individuals even when the 
opportunity to connect is not current can be a 
non-starter. Glympse has developed a location 
intelligence platform that enables users to 
control when their location is visible to third 
parties. The platform also translates location 
data into accurate ETAs, while preserving 
the privacy of individual users. This enables 
retailers to get the information they need 
from their customers to power these next 
generation services, and enables customers 
to retain their anonymity.

Delivery with powerful location context



Glympse for food delivery  
and curbside pickup

There’s still time for retailers to compete for and win 
customer loyalty. Rethink how past advantages, things you 
may even be tempted to view as weaknesses now, can be 
used to provide the foundation for new models. Well-stocked 
inventory in proximity to customers who are looking for 
everything on-demand might just be the ticket, assuming 
you can give them the choice and flexibility to have those 
orders delivered anywhere or picked up within a timeframe 
that fits their schedule.

About Glympse

Glympse is a built-for-mobility SaaS leader that helps Fortune 1000 companies empower their 
customers by eliminating the anxiety and uncertainty around product and service deliveries. The 
company pioneered real-time temporary sharing technology, and its powerful platform leverages 
that intelligence to unite key marketing, commerce and service engagement points into a single 
interactive and easy-to-use customer experience—a Glympse. Consumers get a robust, interactive 
and holistic journey powered by location intelligence. Every hour of every day, Glympse delivers 
seamless experiences that help businesses improve communication and increase satisfaction when 
their products and services are delivered to or picked up by their customers. 

1 https://www.cnbc.com/2018/05/07/amazons-share-of-all-retail-sales-could-be-10-percent-in-two-years-analyst.html 
2 https://retail.emarketer.com/article/key-takeaways-targets-latest-results/5b05a101ebd40003a0c246b6 
3 https:// www.bestbuy.com/site/same-day-delivery/same-day-delivery-faqs/pcmcat748300642673.c?id=pcmcat748300642673 
4 https://medium.com/@itamarzur/why-doorman-failed-and-what-other-delivery-startups-should-learn-from-it-657b4c778a8c


