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INTRODUCTION

WHITE PAPER WAREHOUSE MANAGEMENT

Since the rise of ecommerce, and with more people living 
their connected lives on multiple channels, the buyer jour-
ney has shifted. Your customers will no longer adjust to 
your business model. Instead, they have the control, and 
their behavior will tell you how you should adjust your busi-
ness in order to keep them from going to your competitors.

Customers make their decisions based on emotions and if their experience is 
negative, an excellent product or service will not make up for it. Customers 
want their interactions with your business to be seamless and simplified by 
dynamic processes, and they want to feel valued.

But giving your customer that seamless and dynamic buying experience doesn’t 
get solved in your sales channel alone. More often than not, it is seen as the 
responsibility of sales and marketing departments, but this needs to shift. 

Supply chain also plays a key role in driving the customer experience. This 
needs to be optimized, flexible and future proof, in order to make your fulfil-
ment operations another positive part of the customer journey. 

In this document we list 5 reasons why you need to optimize your warehouse 
operations in order to succeed in delivery experience.

It’s known that 
customers don’t 
just buy a product 
or service, they 
buy an experience. 
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FREE SHIPPING DOESN’T SECURE  
AN EXCELLENT DELIVERY EXPERIENCE

WHITE PAPER WAREHOUSE MANAGEMENT

When talking about the importance of delivery in the overall customer ex-
perience we tend to talk about shipping methods or pricing, when instead it 
should all start in your warehouse operations. 

If the delivery doesn’t respond to the customers’ needs and expectations it 
will lead to the customer turning to your competitor. We’ve seen a lot of large 
brands fall due to the lack of ability or willingness to adjust to the new age of 
the consumer. 

Gartner, Inc 1, states that “Household names are successfully exploiting their 
supply chain expertise to further their customer experience strategy. These 
companies recognize that customers are influenced by their experience of 
the supply chain — how a late delivery can disrupt or disappoint and how 
an expedited delivery can delight or save a life.”

Source: https://www.nchannel.com/blog/ecommerce-delivery/

77 % of consumers would like 
to see guaranteed weekend or 
after-hours shipping, while only 
34 % of all retailers surveyed 
offer this option.

61 % want 1 – 3-hour shipping, 
while only 20 % of all retailers 
offer it.

80 % of consumers want same 
day shipping. 47 % of retailers 
don’t offer this service.

82 % wants to collect shipments 
from stores, but 50 % of retailers 
do not offer it.

77% 61% 80% 82% 

Logistics and customer service tend to experience the largest volume 
of customer interactions, yet most organizations have not yet wor-
ked out how to leverage more value from these touch points.

The supply chain is a central part of the customer experience, and continu-
ously changing customer demands put increasing pressure on the warehouse 
operations. Same day delivery, communication regarding orders from pur-
chase, returns and refunds; all of that will depend on how you have set up 
your warehouse operations. 
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WHITE PAPER WAREHOUSE MANAGEMENT

Different customers 
will have different 
demands, and 
they will no longer 
be satisfied with 
anything less than 
perfect. 

THE COMPETITION GETS HARDER
Amazon is often mentioned as an example in successful customer experience 
and ecommerce. They also tend to be used as a good example in logistics 
and delivery experience. This is not a coincidence, as Amazon recognizes that 
customers are influenced by their experience of the supply chain. They know 
how a late delivery can disrupt or disappoint, and how an expedited delivery 
can surprise and delight. They lead the pack in innovation and adapting to 
their customers’ needs, and they have built the right supply chain infrastruc-
ture to take competitive advantage of these interactions.

More and more businesses have followed in Amazon’s footsteps. B2B, whole-
sale, manufacturing; many companies across different industries are breaking 
their traditional business models and moving into the omni-channel world. 
In order to successfully complete the transformation, they will also need to 
adjust the supply chain management in their business. 

If your business is both B2B and B2C, it’s best practice to adjust your delivery 
method depending on the channel. Different customers will have different 
demands, and they will no longer be satisfied with anything less than per-
fect. The same should also apply if your warehouse supplies both bricks-and-
mortar businesses and ecommerce platforms. 
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LACK OF COMMUNICATION LEAVES 
YOUR CUSTOMER WONDERING

THE HASSLE WITH RETURNING GOODS 

With the ecommerce boom, consumers can do their shopping anywhere, 
any time and across almost any border. This is a great opportunity for busi-
nesses that know how to adapt, and know how best to communicate with 
their customers. If you cannot offer an experience to satisfy your customers, 
they will turn to a competitor that’s better equipped. This means that you 
need to offer clear and frequent communication to your customers in order 
to keep them. Detailed information about inventory, shipping options, deliv-
ery options, order consolidations etc. is crucial in today’s omni-channel era. 

After ordering online from a new vendor, the customer wants information 
about the next steps up until their product is delivered. This doesn’t only 
work as information to the customer, as it gives them a sense of control. It 
also builds trust in your brand and business in the eyes of customers. Build-
ing trust is proven to be essential when winning business from your competi-
tors, and consumers make their buying decisions based on emotions, regard-
less of whether it’s B2B or B2C. 

Getting goods in return is often seen as a problem and handled as an excep-
tion from the business model. The returned product needs to be tracked, 
recovered in inventory, and the money needs to be refunded to the custom-
er, preferably all within just a couple of days. The customer might also want 
another product instead, and this change should not impact the result. You 
also want to turn the returned product into a sellable item in as short an 
amount of time as possible.

  Executives believe returns challenges are greater
Than those closest to operations (except on the topic  
of cycle time)

Challenges with returns from operations s. 23 https://www.
pitneybowes.com/content/dam/pitneybowes/us/en/ecom-
merce-study/2018-global-ecommerce-study-overview.pdf

Tracking of returns

Recovery of inventory

Time it takes to bring returns  
back into inventory

Time to credit

3rd party cost too high

Sending exchange of products

0 5 10 15 20 25 %

  VP or above

  Below VP
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5 REASONS WHY YOU  
NEED TO OPTIMIZE YOUR 
WAREHOUSE OPERATIONS  
1. Get a competitive advantage
When it comes to where you actually pick, pack, and ship the orders to cus-
tomers, a lot can go wrong from the time an order is placed to the time it’s 
shipped. Many businesses struggle with this part of the process, and that’s 
why many of them turn to 3rd-party fulfillment providers, also known as 3PLs 
(third-party logistics) or pick and pack fulfillment services. 

But realizing the competitive possibilities in optimizing workflows for your 
warehouse operations is the first step to getting a competitive advantage. 

How much do your forklifts drive each day? How do you package your prod-
ucts? How do you plan your picking routes? How do you store your products? 
What type of hardware do you use? All of it can be optimized to save time 
and money. 

With a non-reserving Warehouse Management System (WMS) that operates 
in real time and combines all possible assignments in the entire warehouse at 
the same time, you can highly increase the quality of operations by approxi-
mately 10 - 30 %.

Consolidating your order picking will allow you to pick several orders at 
the same time, saving both time and driving distances for the forklift operators 
in your warehouse. By challenging the traditional ways of operating your 
warehouse, you can drastically improve your operations and get a competi-
tive advantage.

Effectively handling and shipping online orders from multiple sales channels 
also requires a bullet-proof supply chain infrastructure. You have to manage 
inventory, pick inventory, and then quickly and accurately ship it to your 
customers. The best way to do this is to design the steps in the supply chain 
starting from the customer and working back, which will result in the most 
seamless experience possible. Match supply chain solutions to customer ex-
pectations, and capitalize on business opportunities that arise along the way.

Perfecting this process is crucial for any business striving for an optimized 
omni-channel experience for their customers. You can’t let slow, unrelia-
ble delivery processes stop your customers from purchasing your products 
wherever they want. 
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2. Bridging the gap Cross-function
Referring to Gartner, Inc 2, “The supply chain organization must be integrated 
and have the capability to collaborate cross functionally internally and ex-
ternally […] They create value by optimizing the flow of information, product 
and cash. This positions supply chain as a critical business partner in deliver-
ing competitive advantage as well as an integral part of the overall corporate 
customer experience initiative.”

With a best-of-breed WMS you get the full-scale overview of your entire 
warehouse operations, and with the data collected you can easily share 
across functions within your organization. With the best software integrated 
with your enterprise resource planning (ERP) and other fulfilment services, 
you will have total control, and you will be able to optimize and improve.

According to Gartner, Inc 3, “There is a growing awareness that a more ho-
listic, cross-departmental approach is necessary because meaningful and 
strategic solutions require broad organizational collaboration.” Gartner, Inc 4, 
also states that, “Top companies who operate an outside-in supply chain 
have figured out how to capitalize on this direct access to customers. They 
are able to spot value opportunities, or “business moments,” to develop new 
revenue categories.”

Gartner, Inc, How Supply Chain Can Drive Better Customer Experiences, Figure 4.  
Gartner, Inc’s Five-Stage Maturity Model, Refreshed 5 September 2018, Published 26 April 2017
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3. Communication is key
Good customer communications throughout the fulfilment and delivery pro-
cess sets clear expectations about when an order will arrive, which can help 
minimize the potential for order cancellation. It also goes a long way towards 
reducing customer anxiety and boosting customer satisfaction.

The delivery experience itself is essential to forging the long-term satisfac-
tion that differentiates your brand and keeps customers coming back for 
more. According to a survey done by Metapack 2015 5, “Today’s shoppers 
expect clear and timely notifications that keep them in the picture about the 
status of their order. 96 % of shoppers said a positive delivery experience 
would encourage them to shop with a retailer again.” So, getting the delivery 
experience right is important for building trust and increasing overall cus-
tomer lifetime value.

In order to enable great communication throughout the delivery experi-
ence, you need to have real-time information available in your warehouse 
operations. It will allow you to share inventory, location, status, and packing 
information. The information in your WMS will integrate with your ERP and 
transport management system (TMS), as well giving you the full picture 
which you can share with your customers. ¨

4. Turn returns into business
Set up your operation with the assumption that the product will be returned 
every time. From there you will be able to optimize the workflow of what 
should happen when an order is returned.

Since the advent of ecommerce and omni-channel purchasing, returns have 
been a part of the experience. Your customers may want to change size or 
color, or maybe the product didn’t live up to their expectations. This needs 
to be handled just like it would be in a brick-and-mortar store, and therefore 
this process also needs to be integrated in the warehouse operations. Your 
customers assume that they can return products as seamlessly as they buy 
them. 

When orders get returned it needs to be received, re-inventoried, refunded 
and then re-sold. At the same time, the customer may want another prod-
uct in return as well as clear communication from you during this process. 
With a smart warehouse management system this is no problem. Because of 
the continuous inventory that the system does each time you handle your 
goods, the returned goods will instantly be put back into stock and will be 
sellable again. 

You need to hand-
le returns as a part 
of your day-to-day 
business, and not 
as an exception. 
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5. The future is intelligent 
According to Gartner, Inc 6, “Those investing and innovating will ensure their 
enterprises remain competitive in the future.”

Automation has been used to optimize warehouse operations for a while, 
and with new technologies like AutoStore, many have been convinced that 
investing in smart machinery will improve the delivery experience. While an 
AutoStore could be a great investment, it cannot simply be added to any 
warehouse operation. You need to know your challenges before you choose 
your tool. After that you will know when and where automation can be an 
improvement, and when manual picking will be most valuable. You also need 
do know what system should run the operations. To evaluate this, you need 
to work with a logistics expert that can analyze your business model, and see 
where you can benefit from automation. By letting the warehouse manage-
ment system control the automation, you will benefit from the flexible and 
intuitive software throughout your whole operation. 

Gartner, Inc 7 predicts that “by 2023, at least 50 % of large global companies 
will be using AI, advanced analytics and IoT in supply chain operations.” 
Adopting these types of technologies is critical for companies to remain 
competitive in the future, positioning the supply chain for long-term, scala-
ble and sustainable business growth. 

You want to invest in a warehouse management system that is pro-
ven to be able to adjust accordingly to both time and trends. You 
also want to invest in a system from a company that is continuously 
investing in the development and innovation of the software.
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CONCLUSION
Get a competitive advantage and create an excellent delivery experience  
by optimizing your warehouse management. Supply chain is strategically  
positioned to be able to promote and implement collaborative processes 
that improve the customer experience. 

You need to realize the competitive possibilities by bridging the gap between 
cross-functionalities. It’s not simply a marketing and sales responsibility to 
prioritize customer experience. Internal collaboration and sharing of customer 
data will generate new revenue. Start from the customer and work your way 
back in the supply chain. 

Communication is key. Notifying you customers throughout the fulfilment 
process will build trust, minimize order cancellations and improve delivery 
experience. It’s a simple way to keep your customers. 

Assume returns will occur throughout the buyer journey. You need to have 
an infrastructure in your warehouse that supports the returns in what should 
be a seamless experience for your customers. It should include communica-
tions, receiving, re-inventory and refunds. 

Adapting to new technologies and trends will become crucial. Choosing 
best of breed software will future-proof the growth and expansion of your 
business. But software isn’t everything, make sure to partner with an expert 
in warehouse management that has proven to adapt with the changes over 
time. Investing in your supply chain management will improve your delivery 
experience, and the overall customer experience that will make your business 
win over time. 
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