
Big challenges face B2B and B2C 
merchants as they try to keep 
up with the always-connected 

customer. Shoppers armed with smart-
phones are showrooming at major re-
tailers and scanning QR codes to order 
parts and replenish supplies. Consum-
ers with tablets are placing orders while 
watching television. And customers 
want their online orders to arrive faster 
than ever—and are paying extra for 
overnight delivery; in some cases, they 
want their orders the same day. 

All this round-the-clock, direct-to-
customer activity has made fulfillment 
and contact centers even busier. As be-
hind-the-scenes activity increases, mer-
chants are doing their best to keep their 
processes flowing. At the same time, they 
are working to keep up to speed with 
technology while keeping costs down.   

This report is based on the online 
MCM Outlook 2013 survey, which was 
fielded by Multichannel Merchant from 
Mar. 5 through Mar. 18, and included 
1,110 respondents. Of those respon-
dents, 430 described their primary re-
sponsibilities at their company as) op-
erations and/or fulfillment. 

Ship-from-store  
Helping bricks-and-mortar

In January, when a reporter at a Na-
tional Retail Federation event asked Ma-

cy’s president and CEO Terry Lundgren 
about his company’s ship-from-store ini-
tiative, the smile on his face grew bigger. 

In fact, Lundgren told the reporter 
something the company had not yet 
made public: Macy’s had decided to ex-
pand its pilot ship-from-store test from 
290 Macy’s and Bloomingdale’s locations 
to Macy’s Inc.’s entire chain of stores.

Although Macy’s may be the largest 
cross-channel retailer to roll out a ship-
from-store strategy, it is not alone.

According to the results of the MCM 
Outlook 2013 survey, 33.8% of mer-
chants with retail stores now have ship-
from-store as a method of fulfilling cus-

tomer purchases. And another 17.6% of 
respondents said they plan to add ship-
from-store technology within the next 
12 months.

Why is ship-from-store an important 
initiative for merchants with retail loca-
tions? 

This past fall, Sharon Gardner, presi-
dent and co-founder of VendorNet, told 
Multichannel Merchant that ship-from-
store allows retailers to use the entire 
inventory in their traditional stores to 
serve the masses, no matter where those 
people are or how they shop. For ex-
ample, even though customers walking 
into the bricks-and-mortar store might 
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not be interested in a blue sweater, size 
XXXL, someone online might. Instead 
of that size XXXL sweater going on 
clearance, it can be sold online at full 
price.

Also, as Macy’s Lundgren notes, ship-
from-store can help keep shipping costs 
down.

While ship-from-store is transparent 
to the customer, the very-visible ship-to-
store option is also growing, according 
to the survey results. While just 5.9% 
of cross-channel merchants with retail 
locations said they plan to offer ship-to-
store in the next 12 months, 42.6% said 
they already are. 

Fulfillment
According to the survey results, 

52.6% of respondents currently use an 
order management and fulfillment sys-
tem, and 13.8% said they plan to pur-
chase an OMS in the next 12 months. 

In 2012, 17.3% said they use a third-
party fulfillment provider. That number 
dipped to 14.6% this year. 

Respondents also indicated that they 
are growing the number of fulfillment 
centers they operate. While 9.4% of re-
spondents in 2012 said they operated 
four or more fulfillment centers, 13.6% 
said they’re operating four or more ful-
fillment centers this year. Also, 68.6% of 
respondents said they operate just one 
fulfillment center, down from 74.5% in 
2012. 

Drop-shipping is relatively flat com-
pared to last year: In 2013, 59.2% of 
respondents said they are drop-ship-
ping 17.08% of their merchandise. Last 
year, 59.5% of respondents said they 
had 16.38% of their merchandise drop-
shipped. 

Merchants are social, not 
chatters 

More merchants are monitoring so-
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cial media in the contact center (46.5%) 
than offering live chat (21%), according 
to the results of the MCM Outlook 2013 
survey.

Of the respondents that indicated 
they monitor social media in the contact 
center, more than half (54.4%) said they 
monitor and respond to customer com-
plaints and praise on Facebook; 15.8% 
said they follow and engage in conversa-
tions on LinkedIn, and 11.4% said they 
do the same on Twitter.

Live chat, on the other hand, seems to 
be disappearing from the contact center. 
(ast year, according to MCM Outlook 
2012-13, 37.8% of respondents said they 
use live chat on their sites, compared to 
this year’s 21%. 

Although the question about social 
media in the contact center was not asked 
in 2012, it does appear to be a growing 
trend. Speaking at IRWD 2013 in Febru-
ary, Jason LaRose, senior vice president 
of ecommerce at Express, said 20% of the 
people in its contact center focus solely 
on responding to customer queries in so-
cial media channels. 

Contact center: Measuring 
success 

Almost half the respondents (46.2%) 
said they rely on service level as a contact 
center measurement. Customer satisfac-
tion scores came in second, with 34.9% 
of respondents measuring them, while 
31.5% said they measure average call 
handle time.

The call abandonment rate was mea-
sured by 29.1%, and 28.4% said they 
measure the average speed of answer.

But the biggest surprise, according to 
Penny Reynolds, co-founder of The Call 
Center School, is that 32.2% of respon-
dents claim to not measure anything in 
the contact center.

Other numbers coming from the con-
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tact center results were not a surprise to 
Reynolds.

For example, only 14.2% of respon-
dents said they are using an outside pro-
vider for contact center services (down 
from 15.4% last year), and just 4.5% 
said they have an offshore contact center 
(which is actually up from 2.4% last year). 

“I would guess that 10% to 15% of com-
panies outsource, so 14% is right in line,” 
Reynolds told Multichannel Merchant. 
“And while 4% offshore looks a little low, 
it’s not too surprising given the trend to 
pull back some business to onshore.”

Systems: What they want 
Nearly 60% of respondents (59.6%) 

said their biggest IT objective is to up-
grade existing systems. That’s up slightly 
from 57% in 2012, and a sound strategy 
for several reasons, says Ernie Schell, di-
rector of Marketing Systems Analysis.

“It’s much cheaper than installing a 
new system, it requires little or no train-
ing for users, and it helps to maximize 
ROI on the existing system,” Schell told 

Multichannel Merchant. “And it offers 
the opportunity to exploit aspects or 
modules associated with the current sys-
tem that they may not have used effec-
tively before, especially if those are areas 
that are being upgraded.”

Meanwhile, 21.7% of respondents 
said they will install new systems in 
2013, compared to 20.6% last year. And 
less will be spent on IT this year as well, 
according to the survey results. Last 
year, 22.3% of respondents said their 
IT spending will rise by more than 10% 
over their 2011 levels. This year, 17.7% 
said their IT spend will rise by more 
than 10%.

More merchants are also looking to 
decrease their IT spending by more than 
10% this year (6%) than last year (3.3%).

As for systems purchases merchants 
plan to make in 2013, 25.2% of respon-
dents said they will invest in customer 
relations management, 15.1% in ware-
house management systems, and 13.8% 
in order management systems.

In 2012, 35.1% of respondents said 

they planned to invest in order manage-
ment systems, 23.4% in customer rela-
tions management, and 18.2% in ware-
house management systems. 

Shipping
According to the survey results, UPS 

is still the most used parcel shipper for 
both domestic and International. But 
FedEx and the United States Postal Ser-
vice are gaining some ground.

Forty-two percent of respondents said 
UPS is their primary domestic carrier, 
which is down from 45.2% in 2012. Fe-
dEx is the primary domestic carrier for 
23.9% of respondents, up from 17.7%; 
and 19.6% use the USPS as their primary 
domestic carrier, down from 21.8%.

Rob Martinez, president and CEO at 
Shipware, told Multichannel Merchant 
that while growth trends for both the 
USPS and FedEx in its ground shipping 
product, it is important to note that Fe-
dEx has slowly been chipping away at 
UPS’s ground market share. 

But the gap is closing when it comes 
to International shipping. While 25.4% 
or respondents said they primarily use 
UPS to ship International, 23.9% said 
they primarily use FedEx, and 23.9% 
said they ship International primarily 
with the USPS. 

Martinez told Multichannel Mer-
chant that many carriers single source 
due to convenience and cost efficiencies, 
which means that UPS is losing Interna-
tional volume to FedEx and USPS with 
some of its customers. 

“The USPS actually outsources its 
Global Express Guaranteed product to 
FedEx, so it could be that shippers cited 
USPS as primary not knowing it’s actual-
ly moving FedEx,” Martinez said. “In any 
event, I do think it’s interesting that UPS 
loses some ground to FedEx and USPS 
for international parcels in your survey.”

What are your general plans for IT in the 
next 12 months?
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