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Fulfillment Services
Responding to the precedents set
by e-commerce powerhouses such
as Amazon.com Inc. and Walmart
Inc., retailers are working hard to
meet consumers’ expectations for
merchants to deliver products quickly
and efficiently. Vendors that offer
fulfillment services can help merchants
meet shoppers’ demands. Gap Inc.
is one retailer investing heavily in its
distribution centers to make them
more efficient, more automated and
less dependent on labor. Gap said in
May 2018 that it has invested “tens of
millions of dollars” in warehousing
equipment, such as cranes that retrieve
and put away inventory, which has
decreased the number of times a
human has to touch the product from
seven touches to one. Gap invested in
two mechanical arms that use machine
learning to sort 250,000 products a day
in total from both arms. Plus, Gap now
has a conveyor belt that automatically
bags, labels and packages online
orders. This machine alone replaced 28
workers. Gap says it is generating a 20%
return on its fulfillment investments.

1 PITNEY BOWES61
$29.43B
2 AMAZON WEB6 SERVICES $241.08M
3 UPS
4
$545.63M
4 GEODIS 3
$1.83B
(Tie)
4 PFSWEB 3
$810.68M
(Tie)
6 DHL
2
$1.71B
(Tie)
6 BASTIAN SOLUTIONS
2
$1.22B
(Tie)
6 DOTCOM DISTRIBUTION
2
$121.14M
(Tie)
DISTRIBUTORS
9 ALLIANCE MARKETING
1
$6.17B
(Tie)
9 BAKER AND TAYLOR
1
$6.17B
(Tie)
9 NAVAR 1
$6.17B
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2

Top 1000 Clients u
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(Tie) Top 1000 Clients u

Client Web Sales u

1. Bastian Solutions is owned by Toyota Advanced Logistics. 2. Baker and Taylor is owned by Follett.
Category leaders are ranked on the total number of clients they have in the 2018 edition of the Internet Retailer Top 1000. Only parent companies of retailers are included.
Source: Internet Retailer
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SPONSORED CONTENT

Fulfillment Services
Rank
In Category

1

Primary URL: PitneyBowes.com

TOP 1000
CLIENTS

61

Year Launched: 1920

Pitney Bowes offers fulfillment services including its Complete Fulfillment product, a software suite designed to integrate
with virtually any e-commerce technology. The suite includes features for: the pick, pack and ship process; kitting;
warehouse inventory management; returns handling; refurbishment; promotional and marketing services; assembly; multisite order fulfillment; and temperature-controlled storage. Other products include software for small-parcel and other kinds
of shipping, delivery and returns. For example, its Complete Returns product is a suite of returns management software to
help retailers handle returns more effectively. The company also offers shipping APIs designed to help streamline postage
account registration, enable individual shippers to quickly activate accounts and optimize services through Pitney Bowes’
Developer Portal. The company provides payment APIs set up to facilitate a wide range of payment options.

KEY CLIENTS

2018 TOP 1000
61
RETAIL CLIENTS

Nordstrom
l Victoria’s Secret
l Toys ‘R’ Us
l

Fingerhut
Fanatics
l Urban Outfitters
l
l

Web Only: 14

TOP 1000 CLIENTS Chain Retailer: 20
BY CATEGORY Manufacturer: 14

PRODUCTS & SERVICES

Catalog/Call Center: 13

Complete Fulfillment includes pick, pack and ship,
kitting, warehouse inventory management, returns,
assembly, and promotional and marketing services.

$15 million or less: 0

Entry Level Pricing: Pricing and fees vary.

$15-40 million: 10

NO. OF TOP 1000 $40-125 million: 23
CLIENTS BY SIZE

$125-500 million: 13
$501 million or more: 15

TOTAL 2018 TOP 1000
CLIENT WEB SALES

$29,430,672,748

CORPORATE
3001 Summer St.
Stamford, CT 06926
203-356-5000
Management
Marc B. Lautenbach, President/CEO
Lila Snyder, EVP/President, Commerce Services
Bill Borrelle, SVP/CMO

Source: Internet Retailer 2019 Leading Vendors to the Top 1000. Category leaders are ranked on the total number of clients they have in the
2018 edition of the Internet Retailer Top 1000. Only parent companies of retailers are included. The information on this page is sponsored by
the vendor but all data originated from the Top 1000 and editorial content was supplied by Internet Retailer.
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SPONSORED ARTICLE
An executive conversation
with Nick Pellegrino, Senior
Vice President and General
Manager of Fulfillment, Delivery
and Returns Services,
Pitney Bowes
What are the top priorities for retailers that
want to optimize fulfillment for omnichannel
ecommerce?
We’ve all come to accept that “omnichannel” refers
to the convergence of online and store experiences
in retail. But let’s look at this a different way. What
is the intent of omnichannel? Ultimately, it’s about
convenience. And convenience for many consumers
is about faster and free(er) shipping. And that, in turn,
isn’t possible until you get your inventory closer to
customers—whether fulfilling orders from your stores
or standing up warehouses in more regions. That said,
storing inventory in metropolitan areas carries its own
costs—and our studies show consumers are often willing
to wait longer for orders if it means shipping is free.
Merchants must strike the right balance between speed
and cost.

over paying for expedited shipments (21%). Think twice
about eating into your marketing or operations budget to
optimize the cost of same-day delivery. Instead, offer it as
an option, but give shoppers the free (standard) shipping
they desire while focusing on strategies that can reduce
your costs and drive revenue.

What are some common packaging mistakes
and how can they be avoided or corrected?
In this era of dimensional weight surcharges, proper box
selection can be key to delivering an engaging brand
experience and protecting merchandise while optimizing
costs. Retailers must train employees or leverage systems
to select the appropriate box size for each item or risk
incurring unnecessary DIM weight charges. Another
missed opportunity is branded packaging. Our recent
study found that 51% of millennials are enrolled in at
least one subscription box service. And we know that
subscription box services excel at the “box opening”
experience. As these services grow, so will consumer
expectations around how well the box opening experience
tells the brand story.

l Convenience: Returns are an inconvenience for
consumers, but one you can minimize. Let them
print return shipping labels at home or, better yet,
provide prepaid labels. Work with a carrier that offers
convenient locations for dropping off return packages—
or even free home pickup.

Same-day delivery is becoming more
important for some retailers. Should most
retailers offer it?
Offering it is different from optimizing for it. Consumers
prefer free shipping with longer delivery times (79%)

Customers sometimes want to return things.
What are some tips for making that less of a
headache for retailers?
Rapidly growing return volumes present challenges, but,
if handled properly, they can also open new opportunities
to drive profitability. The key is keeping a close eye on the
“four Cs”:

l Clarity: Clearly define your returns policy and make it
easy to find on your site. You’ll make consumers more
comfortable—and more likely to buy.

l Consistency: Give consumers a consistent brand
experience across all touchpoints. For instance, when
your customers track returns online or receive email
updates, whose brand is front-and-center—yours or
your carrier’s?
l Communication: Be proactive about communicating
transit times and status updates.
Heeding these tips can lead to other terms that start with
“c,” like customer loyalty, cross-selling and cost efficiency.

LEADING VENDORS • BY CATEGORY
LEADING VENDORS TO THE TOP 1000

International E-Commerce Services
1 PITNEY BOWES
International e-commerce service
vendors help e-retailers take advantage
of overseas demand by offering
software and services related to
dealing with complicated duty and tax
rules, foreign parcel delivery, currency
conversions and managing returns
from non-U.S. customers—among other
things. These services are increasingly
important because cross-border
e-commerce is growing fast. A July 2018
report released by payments provider
PayPal Inc. based on a survey of 34,000
internet users finds 34% of respondents
residing outside the U.S. had purchased
from a U.S. site in the past 12 months.
That was second to China, where
43% of those living outside of China
had bought from a site based in that
country. Better prices was the most
common reason cited by consumers
who shop on websites in other
countries (72%), followed by access to
items not available in my country (49%),
the ability to discover new products
(34%) and higher product quality
(29%). Respondents could select more
than one answer. By 2022, consumers
shopping online with merchants outside
their home countries will account for
20% of all online spending, according to
a forecast from Forrester Research Inc.

Top 1000 Clients u 69

2 RADIAL

Client Web Sales u $46.95B

1

Top 1000 Clients u 11

Client Web Sales u $7.14B

Top 1000 Clients u 9

Client Web Sales u $3.33B

Top 1000 Clients u 7

Client Web Sales u $2.82B

3 FEDEX
4 UPS

5 PMG

(Tie) Top 1000 Clients u 4 Client Web Sales u $2.43B

5 LANDMARK GLOBAL
4

(Tie) Top 1000 Clients u

5 MYUS.COM

2

Client Web Sales u $514.36M

(Tie) Top 1000 Clients u 4 Client Web Sales u $424.69M

8

ORACLE NETSUITE

3

Top 1000 Clients u 3

Client Web Sales u $2.84B

Top 1000 Clients u

Client Web Sales u $1.12B

9 DIGITAL RIVER3

10 USPS

Top 1000 Clients u 3

Client Web Sales u $266.37M

1. Radial is owned by bpost. 2. In January 2018 LandMark Global acquired IMEX Global. LandMark Global is owned by bpost. 3. In November 2016 Oracle acquired
NetSuite; their solutions continue to operate independently.
Category leaders are ranked on the total number of clients they have in the 2018 edition of the Internet Retailer Top 1000. Only parent companies of retailers are included.
Source: Internet Retailer
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International E-Commerce Services
Rank
In Category

1

Primary URL: PitneyBowes.com

TOP 1000
CLIENTS

69

Year Launched: 1920

Pitney Bowes’ international services help e-retailers sell to consumers in more than 220 countries and territories around
the world. Capabilities include website localization, payment and risk management, logistics, and customer care. Pitney
Bowes’ Complete Cross-Border product allows retailers to localize their domestic websites for international consumers.
It also includes cross-border logistics help and global customer service. The Complete Marketplace suite allows brands
and products to appear on leading global marketplaces. Pitney Bowes also offers a tool to simplify legal issues, feed
management, fulfillment, storefront management, merchandising, localized marketing and customer care. Pitney Bowes’
Complete Payment Services includes next-day automated clearing house (ACH) payments along with foreign exchange,
fraud-prevention, and tax calculation and settlement services. The Complete Marketing Services product includes strategic
marketing planning and support, and marketing via Pitney Bowes’ Borderfree.com online marketplace.

KEY CLIENTS

2018 TOP 1000
69
RETAIL CLIENTS

Macy’s
l Target
l Sears
l

Nordstrom
Gap
l Williams-Sonoma
l
l

Web Only: 7

TOP 1000 CLIENTS Chain Retailer: 32
BY CATEGORY Manufacturer: 21
Catalog/Call Center: 9
$15 million or less: 0
$15-40 million: 7

NO. OF TOP 1000 $40-125 million: 24
CLIENTS BY SIZE

$125-500 million: 16
$501 million or more: 22

TOTAL 2018 TOP 1000
CLIENT WEB SALES

$46,945,192,489

PRODUCTS & SERVICES
International e-commerce solutions include
Complete Cross-Border, Complete Marketplace,
Complete Marketing Services and Complete
Payment Services.
Entry Level Pricing: Pricing and fees vary.

CORPORATE
3001 Summer St.
Stamford, CT 06926
203-356-5000
Management
Marc B. Lautenbach, President/CEO
Lila Snyder, EVP/President, Commerce Services
Bill Borrelle, SVP/CMO

Source: Internet Retailer 2019 Leading Vendors to the Top 1000. Category leaders are ranked on the total number of clients they have in the
2018 edition of the Internet Retailer Top 1000. Only parent companies of retailers are included. The information on this page is sponsored by
the vendor but all data originated from the Top 1000 and editorial content was supplied by Internet Retailer.
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SPONSORED ARTICLE
An executive conversation
with Tami Duncan, Senior Vice
President and General Manager,
Cross-Border Solutions,
Pitney Bowes

Why should online retailers consider selling
internationally?

Brand awareness has no borders. Whether intentional
or not, customers in other countries are exposed to
your brand and will want to buy your products, if they’re
differentiated. It’s likely you’re already getting site traffic
from other countries—why not capitalize on it?
Could you suggest some strategies
for getting started with international
e-commerce?

Brand differentiation is important, but don’t rely on
organic traffic alone. Localized marketing is essential
because marketing channel preferences among
consumers vary significantly by country. Operational
prowess separates the winners from the losers. The
expectation is low cost and high visibility of delivery,
localized customer care, and minimized duties and
taxes.
Also, have the courage to go where the customers are:
When retailers implement cross-border strategies, they
tend to start where the transition is easiest–neighboring
countries with similar regulatory environments, or
countries where people speak the same language.
But, more often than not, the greatest opportunity for
cross-border growth and success is farther from home.
Entering new markets with different cultures, languages
and laws is complex, but the rewards can far outweigh
the investment and challenges.
How pervasive is e-commerce worldwide
and where is it growing fastest?

Consumers everywhere are buying online. 94% of
consumers globally have made an online purchase
in the past year. More than one third make online

purchases at least once per week. 70% of online
shoppers have made a cross-border purchase. Last year,
Asia Pacific saw the biggest year-over-year increases in
cross-border purchasing, led by India, China and South
Korea.
What are the most common mistakes
retailers make when they start selling
internationally?

Cross-border can’t be a patchwork quilt of multiple
vendors and DIY solutions. You need to focus on what
your teams do well and find a partner who can take care
of the rest.
Many merchants don’t have the right tools or processes
to correctly identify fraudulent orders. Fraud is the #1
concern of cross-border merchants today (it was ranked
9th out of 10 a year ago). Nearly 40% of US retailers
are rejecting more than 10% of their cross-border
orders due to suspected fraud. That’s almost triple the
domestic average.
Some retailers fail to have a diversified carrier network,
which can make them uncompetitive in terms of cost
and/or coverage. Cross-border consumers ranked the
cost of shipping as the #1 reason for cart abandonment.
Yet, many global carriers don’t have effective local
delivery, and many country-specific freight forwarders
don’t have the scale to provide global coverage. 83% of
high-growth retailers use three or more parcel carriers
for their cross-border logistics. A third of them use
between five and 20 carriers.

LEADING VENDORS • BY CATEGORY
LEADING VENDORS TO THE TOP 1000

Shipping Carrier
Shipping carriers make the online
selling of physical goods feasible.
These are the companies that get
products from a seller’s warehouse to
the customer’s door. They handle the
logistics in between, ensuring ontime delivery and minimizing costs by
operating at scale. Shipping carriers
allow retailers to deliver packages
almost anywhere on the planet. Many
of these services also offer tracking
options to keep customers informed
of delivery dates, integration with
inventory software to quickly print
accurate labels and return services
to satisfy customers unhappy with
their purchases. While many of these
shippers may seem similar on the
surface, details like shipping speeds,
coverage areas and unique packaging
needs help various vendors stand out.
When considering a vendor, retailers
want to think about product volume,
package density and warehouse
locations to fully realize possible
benefits. Insurance and software
integrations are also possible perks.
Shipping carriers often experience
similar problems, including crushing
holiday volumes that can delay
deliveries, slowdowns from natural
disasters and mishandled packages that
could reflect negatively on retailers.

1 UPS

Top 1000 Clients u 272

Client Web Sales u $243.86B

Top 1000 Clients u 190

Client Web Sales u $215.66B

Top 1000 Clients u 189

Client Web Sales u $203.51B

2 FEDEX
3 USPS
4 DHL

Top 1000 Clients u 32

5 PITNEY BOWES12
Top 1000 Clients u

6 CANADA POST6
Top 1000 Clients u

Client Web Sales u $154.52B
1

Client Web Sales u $3.69B

Client Web Sales u $1.16B

7 NONSTOPDELIVERY.COM
3

(Tie) Top 1000 Clients u

7 ONTRAC

Client Web Sales u $7.24B

(Tie) Top 1000 Clients u 3 Client Web Sales u $3.20B

9 SEKO

(Tie) Top 1000 Clients u 2 Client Web Sales u $7.13B

9 RYDER

2

(Tie) Top 1000 Clients u 2 Client Web Sales u $4.69B
1. In October 2017 Pitney Bowes acquired Newgistics. 2. In April 2018 Ryder System acquired MXD Group.

Category leaders are ranked on the total number of clients they have in the 2018 edition of the Internet Retailer Top 1000. Only parent companies of retailers are included.
Source: Internet Retailer
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SPONSORED ARTICLE
An executive conversation
with Rajeeb Mohapatra, Senior
Vice President and General
Manager, Shipping Solutions,
Pitney Bowes

Should merchants regularly review their mix
of shipping carriers and how often should
they do it?

This should be done on an ongoing basis, ideally with a
shipping solution that automatically evaluates the entire
logistics landscape to deliver the best shipping option for
each purchase, delivery and/or return.
Globally, e-commerce continues to drive growth in all
regions. Global e-commerce giants continue to raise
the bar, resetting consumer expectations when it comes
to shipping. As retailers race to keep up with increasing
consumer expectations, carriers must create efficient,
seamless services that deliver in a world of “fast and free”
e-commerce shipping.
How can an e-retailer manage shipping costs
to make them as small as possible?

The cost must be calculated for each and every delivery
with an optimized mix of carriers that can deliver to
consumer expectations.
The parcel carrier space is dominated by a few large players,
which has resulted in growing costs while consumers
increasingly demand free(er) and faster shipping. This is an
area ripe for disruption—more so than what we’ve seen
in the local/regional courier market. We know that by
leveraging the strengths of partners like USPS and adding
in proprietary networks and technologies, there are ways
to provide free(er) shipping nationwide while eliminating
compromises in visibility, reliability or acceptable speed.
As retailers look to reduce shipping costs, they must
balance their decisions against consistently rising consumer
expectations. Our most recent survey found that only
half of online shoppers consider two-day shipping “fast.”
Retailers cannot fall into the trap of accepting service levels
that are too slow.

How important are shipping and returns to
consumers and what do they value most?

We recently found that 61% of consumers felt let down by
their holiday shopping experience online, primarily due to
issues occurring after they made a purchase. This figure was
47% in 2017, and only 41% in 2016, up 20 percentage points
in two years. Consumers point to issues with shipping and
returns as causes for their dissatisfaction.
Retailers enjoying higher revenue growth focus on the
entire “purchase to purchase” consumer experience. In
this quickly maturing market, consumers are looking for
real-time tracking of packages, free and fast shipping, easy
returns with preprinted labels, prompt refunds, and even
branded shipping boxes.
The stakes are high. 36% of consumers shop somewhere
else if they have one poor post-purchase experience. 54%
of consumers talk about their bad experiences with others
(friends, social networks, online reviews, emails to retailers,
etc.). Fast refunds matter as well: 61% of consumers expect
a refund on their online return within two to four days. A
quarter expect them in one day or less.
What’s most important to consumers, fast
shipping or free shipping?

Free is most important: 91% of consumers leave the site if
the retailer doesn’t offer some type of free shipping. But
67% of consumers are willing to make a minimum purchase
of at least $25 to qualify for free shipping. But perceptions
of “fast” delivery—when consumers are willing to pay a
premium for shipping—are changing as well. As previously
stated, our research found that only half of consumers now
consider two-day shipping “fast.” This is a wake-up call for
retailers to re-examine their shipping strategies.

