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Consumers have raised the bar on

Pitney Bowes

E2E EXPERIENCE

SHIPPING

RETURNS

DOMESTIC

CROSS-BORDER

47%
frustrated last 

holiday with the 

post-purchase 

experience
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Itôs a marketplace world.
Weôre just living in it.

WIDE ASSORTMENT + LOW PRICES + FAST/FREE SHIPPING + EASY RETURNS
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Mastering the post-purchase experience

1 Get inventory closer to the consumer
Helps with fast and free

2 Pick the right carrier, every time
Leverage their strengths to your advantage

4 Make returns easy 
Or I wonôt come back

5
Donôt forget your 
international consumers
Same expectations, even harder to deliver

3 Communicate ïitôs all about the data
Because waiting is the hardest part
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Get inventory 
closer to the 
consumer
Helps with both fast and free
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When it comes to shipping: consumers just want ófreeô
If they had to chose between ófastô and ófreeô

82% 88% 69% 82% 85% 70% 51% 86% 60% 65% 82% 86%
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Free shipping with a
longer delivery time

Shipping at a cost with a
shorter delivery time

75% globally
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The impact of getting closer

Delivery Time

1.2

days

Transportation Cost

15%
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Pick the 
right carrier, 
every time
Use their strengths 

to your advantage



Are you set up for multi-carrier success?

of retailers use 

carrier-provided, 

single-carrier shipping 

systems

85%
of retailers that ship

60 to 1,999 shipments/mo

have used current parcel shipping 

system for  4+ years

91%
of parcels shipped 350+ miles

(sweet spot for USPS

rates and transit times)

39%

Source: Colography Shipping Study 2017Pitney Bowes


