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WSJ reporter Christopher Mims said, “Alongside life, liberty, and the pursuit of happiness, you 

can now add another inalienable right: 2-day shipping on practically everything.”

This is of course led by Amazon, who is nearly synonymous with 2-day shipping and made it a 

household name.

Last year, Amazon spent $34 billion on fulfillment and $27.7 billion on shipping, each of which only 

cost them a little over $1 billion in 2007.

Amazon has 75 fulfillment centers and 25 sortation centers in North America alone. They staff 

125,000 full-time employees throughout their logistics network, and that number nearly doubles 

during the holidays.

In addition, 50% of the US population lives within 20 miles of an Amazon warehouse. Over 80% of 

US households have a Prime account. And Amazon Prime customers spend 130% more than non-

Prime customers.

But it doesn’t stop with Amazon.

To quote Walmart Ecommerce CEO, Marc Lore, “Two-day free shipping is table stakes.” Walmart 

has been laser-focused on fast delivery ever since the acquisition of Jet.com, which was the first of 

many moves to bring free 2-day shipping to Walmart customers.

Not all of us have the luxury of running a 25-100 year old multibillion dollar business. But the same 

level of service provided by legacy companies with thousands of locations are also expected by 

ecommerce businesses of all sizes now.
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What are the latest trends in fulfillment?

Here’s how the latest shifts happening in the industry are impacting all ecommerce brands.

Fast, faster, and fastest

Customer expectations are on the rise:

 \ 61% of shoppers will abandon their cart if shipping, taxes, and other fees are too high.

 \ 53% of shoppers say that speed of delivery is an important factor when it comes to evaluating their 
online orders.

 \ 38% of shoppers will never shop with a retailer again if they had a poor delivery experience.

 \ 25% of shoppers have canceled an order because of slow delivery speeds.

If 2-day shipping wasn’t fast enough, we’re now looking at next-day and same-day shipping.

In 2019, Amazon has made a huge push in efforts to make 1-day shipping synonymous with 

Amazon. And they aren’t alone.

Shortly after the Amazon Prime 1-day shipping news, Walmart started rolling out 1-day delivery in 

large metro areas such as LA and Las Vegas.

On top of all this, companies like Target provide curb-side pickup and same-day delivery from their 

stores. From their nearly 1,900 stores, around 90% of Target 2-day delivery orders are fulfilled from 

the back of their stores, essentially turning their retail hubs into mini fulfillment centers.

We’re in an era where the incumbents are not sitting back and watching the profits roll in. They are 

trying to differentiate themselves from the competition to continue pushing the market forward.

Providing an all-encompassing experience

Selling online today has no shortage of challenges. Not only do you need amazing email copy, 

website design, and Instagram ads, but also the warehousing and shipping logistics to match. The 

shipping, receiving, and returns processes are critical parts of the end-to-end customer experience 

and the key to being an amazing long-term consumer brand.

https://baymard.com/lists/cart-abandonment-rate
https://www.prnewswire.com/news-releases/retailers-must-deliver-on-fulfillment-to-drive-conversions-a-new-study-by-arvato-reveals-668024593.html
https://www.metapack.com/state-of-ecommerce-delivery/
https://www.prnewswire.com/news-releases/retailers-must-deliver-on-fulfillment-to-drive-conversions-a-new-study-by-arvato-reveals-668024593.html
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A fulfillment strategy helps brands optimize for time and cost, use delivery to beat customer 

expectations, and provide a premium customer experience. Fulfillment has truly become more than 

just getting your products into a box and out the door; It can make or break whether a customer 

returns to shop from you again and even whether they buy from you in the first place.

How does a fulfillment strategy support your core metrics?

While logistics was typically seen as a cost center in the past, it’s never been a more important and 

strategic way to drive revenue for an ecommerce brand. 

Improve conversions 

When brands focus on conversion rate, it’s typically optimizing for mobile, ad spend, and other 

marketing fixes. Yet one of the most important but overlooked pieces of the customer experience 

and checkout process is the shipping that’s offered to customers.

Desirable shipping options (think faster, cheaper delivery windows) can improve conversion rates 

and prevent shoppers from bouncing. By offering free 2-day shipping, brands have seen an 18% 

reduction in cart abandonment. When shoppers see that they can get the experience they want, 

more will enter the funnel and convert.

Get customers to spend more money with you

To increase revenue, you can spend more on ads to drive more leads, focus on conversion rate 

optimization, or increase your average order value (AOV). The easiest way to maximize returns for 

an ecommerce business is to increase AOV.

One powerful tactic that results in a higher spend is to incentivize shoppers to add more items to 

their cart in exchange for free 2-day shipping shipping. By encouraging customers to meet a spend 

threshold for free 2-day shipping, brands have seen a 97% increase in AOV — an easy way to drive 

more revenue without spending any money on marketing.

Leave a lasting impression

For many customers, the delivery experience is the first in-person interaction they have with your 

brand and product. Between a timely delivery that occurs when expected and a pleasant unboxing 

experience, this transaction has a major impact on customers ordering from you again.

https://www.shipbob.com/blog/my-calm-blanket/
https://www.shipbob.com/blog/my-calm-blanket/
https://www.shipbob.com/blog/iloveplum/
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If your customers have a good experience, they will tell others, which is another way to acquire 

more customers and drive repeat purchases without spending any marketing dollars. On the flip 

side, 38% of customers will not shop with a brand again following a negative delivery experience.

What are your fulfillment options?

There are many options when it comes to order fulfillment. We’ll walk you through the most 

common methods, so you can weigh the pros and cons.

Self-fulfillment

Self-fulfillment is when an ecommerce business keeps inventory storage and processes like packing 

boxes and shipping orders under their own roof. Self-fulfillment is typically done when a business 

is first starting out and can manage it all from their home, or when they’re so big that they invest in 

their own logistics network.

WHO IS A FIT?

Self-fulfillment is best for ecommerce merchants that have a small enough order volume where they 

can keep up with consumer demand themselves and those who wish to run their own warehouse.

WHAT ARE THE PROS?

Keeping fulfillment in-house allows a business to have full control over every step of the process. 

They control when orders are packed and how they are packed. If there are complex fulfillment 

needs (e.g., made-to-order items or curated subscription boxes), there is less room for error as no 

one knows your business more than you and your staff do.

WHAT ARE THE CONS?

Scaling is difficult to do on your own, from handling spikes in order volume and peak season to 

freeing up enough capital needed to build out a distribution network. When you fall behind on 

fulfillment, you can expect a spike in upset customers whose deliveries are delayed. Also, when your 

team focuses on logistics, there is less time spent on growing the business on tasks like product 

development and marketing.

Self-fulfillment most likely limits a business to just one warehouse or location from which they ship 

orders. This means higher shipping rates for packages that travel farther and a greater challenge in 

offering affordable two-day delivery. You also are dependent solely on your own shipping volume, 

which means carriers can’t give you as steep of discounts as they would for a larger fulfillment 

network.

https://www.metapack.com/state-of-ecommerce-delivery/
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Fulfillment by Amazon (FBA)

FBA is when Amazon stores your inventory in their facilities and fulfills orders on your behalf.

WHO IS A FIT?

Amazon sellers that want their products listed for Prime delivery and want Amazon to do the heavy 

lifting.

WHAT ARE THE PROS?

FBA is the gold standard when it comes to Amazon Prime deliveries, meaning your customers will 

get 2-day shipping as expected. You will also get to take advantage of newer services Amazon 

launches like 1-day shipping.

WHAT ARE THE CONS?

FBA is notorious for its many fees. Besides Amazon charging all sellers 15% of the product’s selling 

price on each product sold, there are also fulfillment fees and inventory storage fees. The FBA 

fulfillment fee includes the picking, packing, and shipping process for each order shipped. Amazon 

also dramatically raises FBA fees during the holidays.

Additionally, as is the trouble for marketplace sales, your customers may think they are buying 

from Amazon and not your brand. They get your product in Amazon branded packaging, contact 

Amazon support, and are unable to interact with you throughout the entire experience.

3PLs like ShipBob

Third-party logistics (3PL) providers fulfill orders for ecommerce businesses, regardless of the 

platform they sell on. When you outsource fulfillment to a 3PL, they store inventory, pack items, and 

ship orders on your behalf.

WHO IS A FIT?

Direct-to-consumer brands that have a growing shipping volume and want to offer an Amazon-like 

shipping experience without sacrificing their brand or customers relationships.

WHAT ARE THE PROS?

3PLs already have the facilities, equipment, labor, supplies, technology, and shipping rates 

negotiated with carriers, so you don’t have to store inventory yourself, purchase land, or invest in 

the logistics infrastructure to fulfill customer orders.
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You gain a strategic geographic footprint with multiple fulfillment centers, while leveraging the 

3PL’s volume and fulfillment expertise. Besides not having to run a warehouse or hire a team to 

pack boxes, your team can stay focused on what you’re best at without needing to become a 

logistics expert.

WHAT ARE THE CONS?

Because you’re not their only customer, 3PLs may not be able to stray away from their standard 

processes. You give up some control of the fulfillment process and may have to forego some levels 

of customization. If you have a lot of SKUs, storage costs may also be very high.

Fulfillment considerations for BigCommerce users

Whichever fulfillment option your businesses chooses, there are a few considerations you should 

not overlook to help you meet customer expectations while keeping costs low.

TECHNOLOGY

Your BigCommerce store must be fully integrated with whatever fulfillment technology you use to 

automatically send critical information to your warehouse so the fulfillment team can pick, pack, 

and ship orders in a timely, accurate manner and also send back order tracking information to the 

customer.

If you’re using multiple fulfillment centers, make sure your tech can automatically route each order 

to the fulfillment center that’s closest to the shipping destination for the most efficient delivery. This 

model helps eliminate shipping to the highest zones for a much lower average shipping cost.

GEOGRAPHY

Choosing a fulfillment center that’s the cheapest or most convenient location for you can actually 

be more expensive in the long-run. It’s best to take a data-driven approach and analyze your 

customers’ shipping destinations to identify patterns in common zip codes and select the most 

optimal fulfillment locations.

This way, you can store inventory close to customers, so that as soon as they place an order, 

your orders have a reduced transit time and shorter distance to travel. This can be the difference 

between rural and urban locations, or one and three fulfillment centers.

By distributing inventory across different regions where your customers reside, you can use ground 

shipping to deliver orders in two days as an inexpensive alternative to expedited air shipping.
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If you have customers around the world, you will also need to think through an international 

shipping strategy, whether that means working with a 3PL with fulfillment centers all over the 

globe, a 3PL that provides great international shipping rates, or even using different fulfillment 

companies on different continents.

Just make sure you can view the status of inventory and quantity on hand across locations, 

know when to proactively replenish stock, and forecast demand appropriately. When the same 

technology powers the same fulfillment network, you can have a more consistent, reliable 

experience.

Conclusion

Fulfillment is no longer a cost center but a revenue-generator that can help increase your average 

order value, reduce cart abandonment, and drive lifelong customers. To grow your brand’s 

audience, you must offer an end-to-end shipping experience and have the right fulfillment strategy 

in place. This will not only helps your business grow for years to come, but also build brand loyalty 

with customers by delivering on Amazon-era expectations.

In need of a 3PL? Learn more about BigCommerce Fulfillment with ShipBob here.

https://www.try.shipbob.com/partners/bigcommerce/fulfillment/

