Operations Experience
from a customer
perspective :
What customers expect
and what online retailers
actually offer

The study compares the
shipping experiences of
Germany’s 100 largest online
shops with customer
expectations and identifies
the most important areas for
optimization.
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FOREWORD

Operations Experience:
What customers expect and what retailers actually offer

Our first “e-commerce shipping study” in 2018 produced some pioneering
work. As specialists in Operations Experience, we wanted to know how
service-oriented 100 of the largest German online retailers1 are during
parcel shipping. After completing 100 test orders, we concluded that
retailers are not meeting customer expectations: Once they click on the
buy button, the customer is neglected and usually must deal with which
carrier and delivery speed the retailer considers appropriate. When
the parcel will be delivered, which safe place the parcel was left in, or
whether the return has arrived - customers were rarely informed about
this by the retailers.
Our survey received broad coverage in the relevant industry media and
was widely downloaded by retailers and brands. That’s why, almost two
years after the publication of the first study, we were once again gripped
by curiosity and wanted to know: Did the retailers we surveyed make
actual changes and improve their operations experience? Or did things
remain the same?

1 Source: EHI Retail Institute / Statista: “E-Commerce-Markt Deutschland 2019“
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FOREWORD

We’ll cut a long story short: The results of our “E-Commerce Shipping
Study 2020” showed that whilst some retailers have improved their
communication, the range of shipping services has been reduced in
some cases. Overall, there is still a lot of improvement to make.
What was completely missing in our research up to now was the
customers’ point of view. What services do they expect during shipping?
And which ones are less important to them?
As a result, we conducted the following consumer study “Operations
Experience from the Customer’s Point of View: What Customers
Expect and What Online Retailers Actually Offer”. In partnership with
market research institute YouGov, we surveyed a total of around 2,000
online shoppers in Germany in June 2020. They were asked about
their preferences and expectations regarding parcel shipping and we
compared the answers with the results from our two shipping studies.
For the first time, we are therefore able to provide a complete picture of
the German market in the area of Operations Experience.
Some results, especially when comparing customer wishes and the
reality of what retailers offer, surprised us as well. But see for yourself!
We hope you enjoy reading...
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Executive
Summary
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EXECUTIVE SUMMARY

Up to now, online retailers and brands have neglected to pay enough
attention to their customers once they have clicked the buy button and
checked out. Instead, they leave their customers alone during shipping
and returns. This is the most important part of the customer journey
and therefore retailers and brands need to invest in their customer
experience here.
The comparison between what customers want and what retailers offer
shows that the biggest blocker is still shipping costs. Whilst over a third
of customers generally expect free shipping, only around a fifth of the
100 largest online retailers are prepared to offer this.
There is also a big difference between customer preferences and reality
when it comes to choosing a logistics provider. 71% of customers would
like to be able to choose their provider. However, only 19 retailers offer
this.
It is also interesting to note that customers’ interest in express delivery
is greater than is often assumed. Every other customer would use the
service under certain circumstances, but only a quarter of online shops
offer it. There is also a discrepancy about how much express delivery
should cost. Most customers would spend a maximum of 5 euros on it,
but retailers who offer express delivery charge on average 9.63 euros.
This is almost twice as much as customers are willing to pay.
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EXECUTIVE SUMMARY

The study also identifies delivery communication as a potential area of
improvement. Events such as when goods have been shipped, possible
delays in shipment or the receipt of customer returns are all important
times for online retailers to update their customers. There are actually
numerous touchpoints during the shipping and delivery window at which
contact is welcomed by every other customer. Sadly, retailers are not
delivering on these wishes.
The importance of being able to track shipments is also underpinned
in our survey. Although track & trace pages are used by 91% of online
customers, they were not available for 15% of the stores surveyed.
Our survey also shows that retailers are investing heavily in package
design. 47 of the 100 largest retailers go to the trouble of branding parcel
boxes and packaging. On the other hand, most customers expect the
parcel material to be environmentally friendly and recyclable. Branded
packaging only impresses four percent of customers.
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Key Findings
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Free delivery expected
82% of online customers said they will either always or sometimes
purchase elsewhere when a retailer charges shipping costs, opting to
purchase the same priced product at a competing retailer who offers
free shipping.

Logistics selection
71% of online customers would like to be able to choose between
different logistics providers either every time or sometimes. This is
because they like to be able to influence the reliability of the delivery
and choose a carrier whose parcel store is not too far away.

Package tracking
91% of online customers track their parcel using Track & Trace pages.
If customers are guided back to the retailer’s own store, this creates
potential for cross- and up-selling.

Post-sales communication
68% of online customers want to be proactively informed by the retailer
if there are delivery delays. 56% would like to receive a message as
soon as their returns have arrived safely at the retailer.

Packaging material
42% of online customers prefer to have their order shipped in an
environmentally friendly recyclable box. One in four, however, do not
care which packaging material a retailer uses.

Returns handling
50% of online customers want a returns label enclosed within their
parcel. Nearly one-fifth of customers like retailers to collect the return
from them.
10

Methodology
of Study

11

METHODOLOGY OF STUDY

As an Operations Experience specialist, parcelLab optimizes the
experience and communication between online businesses and their
customers - from checkout and delivery, right through to returns.
For the second year in a row, we analyzed how Germany’s top retailers
perform across the entire online purchasing journey via individual test
orders with each. To expand on these findings, we next wanted to find
out what customers actually expect when shopping online.
A survey of 18 questions was formulated, asking consumers about
their expectations and desires when purchasing from an e-tailer. From
the 19th to 22nd June, 2,038 German YouGov panelists answered the
survey online.
Next, we compared the results of the consumer survey with the results
of our test orders placed in August and September 2019 (Shipping Study
2020). Based on these findings, we derived actionable recommendations
on how retailers can ensure a perfect Operations Experience for their
customers.
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Demographics of participants
N = ~ 2,038 participants

Gender of participants
Figure 1: Gender of participants is
almost equally distributed

male
48.6%

female
51.4%

Source: parcelLab
Sample: YouGov Omnibus
2038 participants,
Research time period: 19.-22.06.2020,
Data in %
Status: August 2020

Age of participants (18+)

18 to 24 years

25 to 34 years

9.2%

15.1%

35 to 44 years
14.6%

55 years and older
41.3%

45 to 54 years
19.9%

Figure 2: The over 55 year olds
are most strongly represented,
at 41.3%.
Source: parcelLab
Sample: YouGov Omnibus 2038 participants,
field time: 19.-22.06.2020, data in %
Status: August 2020

14

40% of respondents have an income between €1,000 - €3,000 per month. 30%
have an income > €3,000.

Net household income in Euros
Below EUR 500

4%

EUR 500 to > EUR 1,000

8%

EUR 1,000 to > EUR 1,500

11%

EUR 1,500 to > EUR 2,000

11%

EUR 2,000 to > EUR 2,500

10%

EUR 2,500 to > EUR 3,000

8%

EUR 3,000 to > EUR 3,500

7%

EUR 3,500 to > EUR 4,000

7%

EUR 4,000 to > EUR 4,500

5%

EUR 4,500 to > EUR 5,000

4%

EUR 5,000 to > EUR 10,000

6%

EUR 10.0000+

1%

Not Specified

19%

Figure 3: 40% have an income
between €1,000 and €3,000

Source: parcelLab
Sample: YouGov Omnibus 2038 participants,
Research period: 19.-22.06.2020, Data in %
Status: August 2020
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The pandemic has caused a surge in popularity for online shopping.
Participants across all age groups reported that they shop online.

How often do participants use online shopping?

Frequently

33%

Occasionally

47%

Sometimes

16%

Never

2%

Do not know/not specified

2%

Figure 4: Online shopping is used by
96% of participants

Source: parcelLab
Sample: YouGov Omnibus 2038 participants,
Research period: 19.-22.06.2020, data in %
Status: August 2020
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About the
Study Editors
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ABOUT THE STUDY EDITORS

With parcelLab’s Operations Experience (OX) platform, companies
optimize the customer experience during order processing. Using the
unique cloud platform (SaaS), large companies across all industries can
monitor every relevant fulfillment step in real time, identify potential
problems early on and thus react proactively.
Using fully configurable and automated workflows, companies can
communicate directly and in a highly personalized manner with the
customer at all relevant points in the process. They no longer have to
leave this valuable point of contact to third parties such as DHL. In
this way, companies ensure a consistent brand experience, proactive
customer service and maximized cross-selling potential.
parcelLab works with over 500 well-known companies in 45 countries
and 32 languages, including IKEA, Lidl and MediaMarktSaturn. The
company was founded in 2015 and today employs over 100 people
across offices in Munich, London, Paris and New York.
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Results
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SHIPPING COSTS

Shipping costs – an important factor during shop
selection
Shipping costs are still extremely unpopular with online customers in
Germany. A third of those surveyed expect delivery free of charge. A
further third expect free shipping from a relatively low minimum order
value of €20. Only one in ten is prepared to pay the delivery costs
themselves.
How strongly shipping costs affect shop selection was also looked at.
According to the survey, 29% of the participants always select an online
store based on the potential delivery costs. Another 53% do this at
least sometimes. If the price of the product and the shipping cost are
equally high, 62% care most about the reliability of the delivery. Product
availability is important for 61% and 29% choose an online retailer
based on their high quality of customer service.
Another exciting result of the study: The elimination of costs for shipping
and returns is most important and would motivate customers to
participate in retailers’ customer loyalty programs.
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SHIPPING COSTS

Do you expect free delivery when shopping online?

Yes, always

34%

Yes, above a minimum order value of €20

33%

Yes, above a minimum order value of €50

Yes, above a minimum order value of €100

No, I am willing to pay the delivery costs myself

Don’t know/not specified

16%

Figure 5: Only one in every ten
buyers are willing to pay shipping
costs
Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020

3%

11%

3%
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SHIPPING COSTS

Do you select online retailers based on
shipping costs?

Yes, always

29%

Yes, sometimes

53%

No, never

14%

Don’t know/not specified

4%

Figure 6: Shipping costs are an
important selection criteria

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %,
Status: August 2020
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SHIPPING COSTS

What criteria do you use to select online retailers
when product price and delivery costs are the same?
(multiple answers possible)

Reliability of delivery

62%

Product availability

61%

High-quality service

29%

Partnership with Trusted Shops or similar

22%

Sustainability

21%

Other reason

8%

Don’t know/not specified

5%

Figure 7: The delivery reliability is an
important factor for conversion

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %,
Status: August 2020
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SHIPPING COSTS

Free shipping aids customer retention
What services would motivate you to sign up to a retailer’s loyalty
program? (multiple answers possible)
Free shipping of online orders

59%

Special discount offers

54%

Collect loyalty points

44%

Free collection of returns

30%

Birthday vouchers

30%

Early access to products

13%

Special services such as tailoring, personal shopping etc.

11%

Invitations to customer events

6%

Other

1%
16%

Don’t know/not specified

Figure 8: Customers name free shipping as the most
important motive for participating in customer loyalty
programs. Free returns are also interesting.

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %,
Status: August 2020
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PARCEL SERVICE

Carrier service provider – customers want to be able
to choose
For most online retailers, customers cannot choose which delivery
carrier fulfills their order. However, this choice is exactly what customers
want. 71% of the survey participants stated that they would like to be
able to choose between several carriers either every time or at least
sometimes.
What’s most interesting is why customers would like to choose: 79%
name the most important reason as being able to influence whether the
delivery will arrive smoothly. A third would like to be able to select a
carrier whose pick-up point is located close-by. Only a quarter hope that
they can save delivery costs if several carriers are available to choose
from.
When analyzing which logistics service providers German consumers
consider to be particularly reliable, there is a clear winner: 75% of all
respondents named DHL. In second place is Hermes with 33%, followed
by DPD (21%) and UPS (16%).
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PARCEL SERVICE

Selection of the delivery carrier
Would you like to be able to choose between different
logistics providers (e.g. DHL, Hermes, DPD) for the delivery
of online orders?

Yes, always

41%

Yes, sometimes

30%

7%

No, never

Not applicable: I generally do not care which logistics
company delivers my parcel

1%

Don’t know/not applicable

Figure 9: Almost three quarters
of online customers would like to
have the choice between different
carriers

21%

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020
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PARCEL SERVICE

Reasons for wanting to choose logistics provider
Why would you like to be able to choose between different logistics
providers? (multiple answers possible)

Secure delivery/delivery arrives safely with me

79%

Easier pickup (e.g. parcel station)

33%

Save delivery costs

28%

7%

Other reason

<1%

Don’t know/not applicable

Figure 10: Customers hope to
improve the security of delivery by
being offered a choice of logistics
providers

Source: parcelLab; Basis: 1,397 representatively
selected participants of the YouGov Omnibus,
who would like to have the right to vote with the
carriers, data in %
Status: August 2020
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PARCEL SERVICE

Preferred logistics providers
Which of the following logistics service providers do you consider
particularly reliable? (multiple answers possible)

DHL

76%

Hermes

33%

DPD

21%

UPS

16%

GLS

6%

Other logistics provider

1%

Don’t know/not applicable

9%

Figure 11: Delivery provider DHL is
the most trusted.

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020
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ALTERNATIVE DELIVERY

Alternative delivery - proximity is essential
Ideally, parcels are delivered directly to a customer’s own front door.
However, if the recipient is not home, alternative options are required.
Here, 55% of consumers prefer to be able to give a safe location for
delivery, such as their garage or stairwell. Pick-up at a post office or
a parcel shop is used by half of all respondents. Only 28% of online
shoppers use supposedly ‘innovative offers’ like Click & Collect. 54%
actually explicitly reject this as a delivery option. But the biggest no-go for
online shoppers in Germany is delivery to their car boot. Here customers
provide carriers with a code to their car and the parcel is placed inside.
Three quarters of customers said ‘no thanks!’ to this option.
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ALTERNATIVE DELIVERY

Use of alternative delivery services
What alternative delivery services are you open to using? (multiple
answers possible)

40

Leave in safe location

55

Pick-up from post office

47
50

Pick up parcel shop

48
48
54

Click & Collect
Car boot delivery

Do not use / Rather not use

Figure 12: More than half of the respondents
would provide a safe location for delivery. Car
boot delivery is a no-go.

28
74
11

Use / Sometimes use

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020
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ALTERNATIVE DELIVERY

Delivery speed: Express yes, same-day no
Express delivery within 1 to 2 working days is popular among the
respondents. 48% use it sometimes and 11% always use it if it is offered
as an option. Only 38% of online customers are not interested in express
delivery at all, according to the survey.
An exciting result here is: While German online shoppers generally reject
shipping costs, two thirds of those surveyed would accept surcharges
of between 3 and 5 euros for express delivery. However, most German
online shoppers are not bothered about receiving their order faster
than express delivery. Three quarters of the survey participants are not
interested in same-day delivery. And the willingness to pay for sameday delivery is also significantly lower than for express delivery.

31

ALTERNATIVE DELIVERY

Request for express delivery
Question: Are you generally interested in express deliveries
(delivery within 24 to 28 hours)?

3%

11%

38%

48%

Figure 13: Express delivery is more
popular than expected

Yes, always
Yes, sometimes
No, never
Don’t know/not specified

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020
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ALTERNATIVE DELIVERY

Surcharges for express delivery
What extra charge on top of standard shipping costs would you pay for
express delivery?

Less than 3 EUR

31%

3 to 5 EUR

35%

5 to 7 EUR

8%

7 to 10 EUR

10 EUR or more
I would not pay an additional fee
for express delivery

Don’t know/not specified

5%

1%

Figure 14: Two-thirds of online
shoppers interested in express
delivery would be prepared to pay
up to €5 for it.

Source: parcelLab; Basis: 1,167 representatively
selected participants of the YouGov Omnibus,
who are interested in express delivery
Data in %
Status: August 2020

17%

3%
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ALTERNATIVE DELIVERY

Interest in same-day delivery
How important is same-day delivery for online orders?

3%

16%

6%
37%
Not important at all
Not very important
Quite important
Extremely important
Don’t know/not specified
Figure 15: Three quarters of online
shoppers are not interested in
same-day delivery

38%

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020
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ALTERNATIVE DELIVERY

Surcharges for same-day delivery

Less than 3 EUR

22%

3 to 5 EUR

25%

5 to 7 EUR

18%

7 to 10 EUR

11%

3%

10 EUR or more

Would not pay for same-day delivery

3%

Don’t know/not specified

Figure 16: Willingness to pay for
same-day delivery is significantly
lower than willingness to pay for
express

18%

Source: parcelLab; Basis: 381 representative
selected participants of the YouGov Omnibus,
who are interested in same-day delivery,
Data in %
Status: August 2020
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SHIPPING COMMUNICATION

Shipping communication – what information do
customers want?
Even though most online shoppers in Germany exercise patience until
they receive their order, they still want to know the status of their order.
9 out of 10 online shoppers actively use Track & Trace pages to track
their shipment. In addition to these pages, customers also like to hear
from the retailer about the current status of their parcel shipment.
Among the most important information requested is a message if the
shipment is delayed, a notification that the package has been dispatched
and a confirmation when the customer’s return has arrived back at the
retailer. In general, there are various touch points during the shipping
period where contact by the retailer is positively received by roughly
every other customer.
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SHIPPING COMMUNICATION

Use of Track & Trace
Do you check Track & Trace pages during shipping?

7%

2%
38%

Yes, always
Yes, sometimes
No, never
Don’t know/not specified

Figure 17: German online retailers
should always give their customers
a link to the shipment tracking
(Track & Trace)

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020

53%
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SHIPPING COMMUNICATION

Dispatch communication
Which of the following information would you like to receive from
retailers during shipping?

Delayed delivery

68%

Dispatch confirmation

67%

Receipt of return

56%

Order confirmation

54%

Refund confirmation

50%

Confirmation of alternative delivery location
(e.g. neighbors)

46%

Successful delivery

45%

Order processing

43%

Product recommendations based on order

10%

Don’t know/not specified

Figure 18: Notifications about
delivery delays and a dispatch
confirmation are the most important
comms according to customers.

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020

7%
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SHIPPING PACKAGING

Shipping packaging - sustainability beats branding
When asked how their order should be packaged, 42% answered that
they would prefer environmentally friendly recycled cardboard. About
one in five said they would prefer a plain shipping box over a bag.
Branded packaging, whether a bag or cardboard box, were least favored
by the respondents.
The sustainable packaging should also be fitted to the size of the product
so that no space is wasted. Split shipments of individual products from
the same order should be avoided, as should the use of plastic as a filling
material.
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SHIPPING PACKAGING

Preferred packaging types
In which packaging do you prefer to receive your order?

In an environmentally friendly recycled cardboard

42%

I don’t care about that in general

24%

In a plain box

18%

In a plain bag (if the products allow it)

6%

In a box with retailer branding

4%

In a shipping bag with retailer branding
(if the product allows this)

3%

Don’t know/not specified

3%

Figure 19: Customers prefer
environmentally friendly recycled
cardboard and are not fussed by
branded shipping containers.

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020
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SHIPPING PACKAGING

Sustainable shipping
Which of the following sustainable
Which of the following sustainable shipping strategies are most
important to you?

Parcel is adapted to the size of
product (no wasted space)

30%

Environmentally friendly packaging

21%

No split shipments
within the same order

17%

No plastic as filling material

16%

Shipping with DHL GoGreen

6%

None of the mentioned
sustainability strategies

3%

Don’t know/not specified

7%

Figure 20: Oversized packaging is
a big no-no for environmentally
conscious online customers

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %,
Status: August 2020
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RETURNS PROCESSING

Returns processing - customers like it simple
When it comes to handling returns, retailers like to deliberately put
obstacles in the way for their customers. This, however, carries the risk
that customers will not order again from the retailer. If you want to offer
your customers the best possible return experience, you should include
a returns label in the package. Nearly one in five customers also like
returns being picked up from their home.
Customers are understanding when it comes to reimbursement time
periods. 39% allow five days, another 33% expect retailers to take up to
seven days to process the refund.
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RETURNS PROCESSING

Returns handling
Which of the following services would you like to use for handling
returns?

Enclosed returns label

50%

Collection by the retailer
or the logistics company

19%

Download returns label online

15%

Return to store

6%

None of the above services

3%

Don’t know/not specified

7%

Figure 21: Every other customer
appreciates when a returns label is
enclosed in the package
Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020
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RETURNS PROCESSING

Refund of returns
How long do you think a returns refund should take?

11%

4%

13%

Less than 3 days
3 to 5 days
5 to 7 days
Up to 14 days
Don’t know/not specified

33%

39%

Figure 22: About three quarters of
customers are happy to wait 5 to 7
days for a refund.

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020
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RETAILER REVIEWS

Retailer reviews - Praise is more important than
blame
A surprising result from the survey is about retailer ratings. 35% of the
participants stated that they would review online stores if they met
or exceeded customer expectations. 31% of buyers reward a positive
overall experience with a rating.
Only about a quarter would leave a negative review if the product did not
meet expectations or the overall experience was negative. Almost one in
three respondents however do not leave reviews at all.
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RETAILER REVIEWS

Submission of retailer ratings
In which of the following cases have you ever written a review for
a retailer? (multiple answers possible)

If the product met or exceeded my expectations

35%

If the overall experience from order to returns was positive

31%

I generally do not write retailer reviews

30%

If the product did not meet my expectations

27%

If the overall experience from order to returns was negative

22%

When the delivery was on time

16%

When the delivery was delayed

11%

Don’t know/no answer

Figure 23: Contrary to all prejudices,
customers prefer to praise a positive
shopping experience rather than
post about bad experiences

7%

Source: parcelLab; Basis: 1,962 representatively
selected participants of the YouGov Omnibus,
data in %
Status: August 2020
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Expectations and
Reality:
What Operations
Experience
customers expect
and what retailers
actually offer them
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EXPECTATIONS AND REALITY

Before our first “E-Commerce Shipping Study”, Operations Experience
- the customer experience across operational processes including
shipping - was a largely unexplored territory in German online retail. We
now have a good overview of which services are best-in-class and which
retailers are setting the benchmarks for particularly good performance.
The final piece of the puzzle in gaining an overall picture of German
retail was the comparison of the service offering with actual customer
expectations. The present study has filled this gap.
This is one of the most exciting findings: Free delivery continues to
divide customers and retailers. While over a third of customers generally
expect free shipping, only around a fifth of the 100 largest German online
retailers are prepared to offer free shipping with no obligations. There is
also a big difference between wish and reality when it comes to choosing
a logistics provider. Here, 71% of customers would like to have freedom
of choice, for example to choose the most reliable local delivery service
or the one whose parcel store is within walking distance. But not even
19% of retailers meet this wish.
It is also worth noting that the customers’ interest in express delivery
is greater than is often assumed. One in two customers would use this
option under certain circumstances, but only one in four retailers offer
it. There is also disagreement about how much express shipping should
cost. The majority of customers would pay a maximum of 5 euros for it,
but the average cost of retailers offering express delivery is 9.63 euros,
almost twice as high.
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EXPECTATIONS AND REALITY

The study also identifies potential for improvement in the area of delivery
communication. For example, more retailers should inform customers
that the parcel has been delivered. Parcel tracking, which 91% of online
customers use, did not work for 15% of the stores surveyed.
According to our survey, retailers usually put too much effort into
parcel design. Only 4% of customers expect their shipment to arrive in
a package with a retailer branding. But 47 of the 100 largest retailers
go to the effort of branding their shipping boxes. When it comes to
alternative delivery options, Click & Collect is apparently offered more
often than used. However, the retailers seem to have already noticed
this and are adjusting accordingly: The number of online retailers using
Click & Collect has already fallen by 8% compared to the “E-Commerce
Shipping Study 2018”.
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EXPECTATIONS AND REALITY

There is need for action here

Free delivery
34% of customers generally expect free shipping

22 of the 100 largest online stores
generally offer free shipping

Logistics selection
71% of customers want to be able to choose between different
logistics providers either at all times or sometimes
19 of the 100 largest online stores offer customers a selection of
different delivery companies

Alternative delivery services
50% of customers would pick up parcels at the post office

41 of the 100 largest online stores offer shipping to postal
branches
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EXPECTATIONS AND REALITY

Express delivery
49% of customers would always or sometimes use express
delivery
25 of the 100 largest online stores offer express shipping

Cost of express delivery
66% of customers would only pay up to 5 Euros for express
delivery
9.63 Euros is the average price for express delivery for the 100
largest online stores

Customer loyalty
59% of online customers would join a customer loyalty program
for free shipping
10 of the 34 largest online stores that offer customer loyalty
programs attract customers with free shipping
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EXPECTATIONS AND REALITY

Track & Trace
91% of customers use Track & Trace during shipping

For 15 of the 100 largest online stores, tracking did not work

Dispatch communication
45% of online customers would be happy to be notified when the
delivery has been successful
18 of the 100 largest online stores provide information about the
delivery

Returns handling
50% of online customers expect online stores to include return
labels in the parcel
40 of the 100 largest online stores enclose a returns label in their
package
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Where retailers offer what customers want

Favourite carrier
76% of consumers prefer DHL as their logistics provider
88 of the 100 largest online stores ship with DHL

Same-day delivery
75% of consumers do not care about same-day delivery at all
3 of the 100 largest online stores offer same-day delivery

Sustainability
6% of consumers want shipping to be with DHL GoGreen
9 of the 100 largest online stores ship with DHL GoGreen

Return receipt
56% of online shoppers would like to receive a message upon
receipt of their returns
68 of the 100 largest online stores provide information about the
return arriving back
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Retailers could do without these services

Click & Collect
28% of consumers would like to pick up parcels from a store
33% of the 100 largest online stores offer Click & Collect

Package design
4% of consumers expect the package to be in the retailer’s
branding
47 of the 100 largest online stores ship their goods in a branded
parcel box
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TIPS AND RECOMMENDATIONS

Brands invest a lot of time, effort and money to attract customers to their online
store. An optimal Operations Experience (OX) helps companies turn first-time
customers into long-term, loyal customers - and set themselves apart from the
competition.
So, what recommendations can be given from the comparison of customer
expectations and what the retailers offer? Basically, the following can be derived:
A jack of all trades does not exist. Depending on the industry, target audience
and product, some tips will work better than others. It is advisable to test and
continuously optimize your e-commerce site in order to achieve the best results.

1. Give customers freedom of
choice when choosing a logistics
provider
• Reliable delivery is extremely important for
customers
• The retailers that give customers the choice here
passes the responsibility on to the customer to a
certain extent
• DHL, which has the best reputation among
customers, should be included as a logistics provider
Dangers:
•Customers choose only one logistics provider (e.g. DHL)
•Freedom of choice may not be the right option for all
products, as dimensions, weight and size are taken into
account when choosing a logistics provider
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2. Communicate shipment status
proactively
• Customers want to be informed about the status of
their delivery
• Information about a possible delivery delay
is perceived as particularly important
• There is still a lot of potential to encourage
customer loyalty via messages: Weather information,
assembly instructions, opening hours...

3.Offer customers
shipment tracking with
detailed information
• >90% of customers use Track & Trace pages
• Links that are sent must work
• The tracking link must be integrated into your own
store, as it generates valuable traffic for cross- and
up-selling
• In addition, product information, videos, etc. can
also be integrated
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4.Use the power of
customer reviews
• By collecting feedback, you can
identify early on which services are well
received and which are not
• Ratings on platforms such as Trusted
Shops, Trustpilot or Google influence
the purchase decision
• Customer reviews are another
touchpoint to include in customer
communication which benefits retailers

5. Focus on sustainable
shipping
• 42% of customers think recyclable packaging is
important
• This is an opportunity for retailers to present
themselves as particularly sustainable and to set
themselves apart from the competition, which in turn
will help to retain customers in the long term
• 30% of customers welcome the product being
shipped in a box adapted to the product size
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CONTACT AND ABOUT PARCELLAB

Why do we exist
Companies have virtually no insight into and little to no control over
the customer experience during operational processing (warehouse
processing, services, shipping, returns).

How we help
parcelLab is the leading operations experience platform for outstanding
CX and post-sales customer communication. Brands, online retailers
and distributors (B2C/B2B) are given control over their entire end-toend customer journey. Instead of leaving customer management along
critical processes to third parties such as DHL, UPS, etc., companies
define all contact points themselves - in a branded and highly personalized
manner. This individualized communication for each customer creates a
consistent brand experience, proactive customer service and maximized
cross-selling.

What we can do
The unique cloud-based solution (SaaS) allows real-time monitoring
of order processing, providing visibility and identifying or predicting
problems. Individually configurable and automated workflows enable
the best possible operations experience. The Munich start-up was
founded in 2015 by Tobias Buxhoidt, Anton Eder and Julian Krenge.
Today, parcelLab employs over 100 employees, and partners with more
than 500 international brands in 45 countries and 32 languages.
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Contact

parcelLab GmbH
Kapellenweg 6
81371 Munich
+49 89 3289 0907

parcelLab Ltd.
12 Hammersmith Grove
W6 7AP London
+44 7871 446255

parcelLab SAS.
Lafayette Plug and Play
32 Rue de Paradis
75010 Paris
+33 664 87 47 23

parcelLab Inc.
101 Avenue of the Americas
9th Floor
New York NY 10013
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