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A service economy

VIEWED FROM THE outside, it sometimes seems 

as if the retail sector hardly changes. That’s because 

the basic task of selling the right goods to a receptive 

customer at the right moment never fundamentally 

alters. Yet as the adoption of mobile technology by 

customers, the pace of which exceeded all but the most 

optimistic predictions by mobile evangelists, proved, 

retail can stay the same while everything changes. 

More recent developments may lack the  

visual symbolism of smartphone-distracted people 

suddenly becoming ubiquitous on the nation’s high 

streets, but they’re no less profound. In particular,  

the rise of service-based offerings is transforming the 
retail landscape. 

As the cost of new technology comes down and service agreements become the norm, 

customer service is going to become a key differentiator. Jonathan Wright reports
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Ten issues to consider

1 
MANAGING DATA IS KEY: In a data-driven economy, 

the weight of information can overwhelm the unwary. 

Work with suppliers or build the in-house expertise needed 

to prevent this happening and make the data work for the 

company.

2 
SECURITY IS KEY: Customers think badly of retailers 

that mishandle personal data. Don’t do it – or risk losing 

access to personal data.

3 
RETAIL IS PERSONAL: Speaking across to customers 

in ways that suit them, whatever the medium used, is 

always better than pumping out marketing messages. 

4 
DATA SCIENTISTS: How good are the data scientists a 

retailer employs, either in-house or employed indirectly 

by a supplier? This will become a crucial retail skill, expect to 

pay for it.

5 
OWNERSHIP IS SO 20TH CENTURY…  

increasingly, retailers will buy in services from partners 

via the cloud and customers won’t be so set on the idea of 

owning objects that can be delivered digitally. Adjust to this 

new world.

6 
NOT JUST NEW FOR NEW’S SAKE: When investing 

in cutting-edge technology and techniques, don’t be 

scared of failure, it goes with the territory, but equally don’t 

throw money at vanity projects because “that looks cool”.

7 
SCALABLE DEVELOPMENT: Allied to the point above, 

make sure that initiatives can be scaled up if they 

genuinely show promise.

8 
THE INTERNET OF THINGS (IOT): This is on the 

horizon. Think about laying the foundations for IoT-

based offerings now, or risk having to play catch-up later.

9 
SMALL CHANGES: These can have big effects.  
Keep a weather eye for developments in areas  

such as payments and fulfilment that may radically change 
customer expectations.

10 
GO BACK TO BASICS: Once in a while, and certainly 

before investing serious money, remember to check 

that new initiatives fit with brand values – or genuinely help to 
change perceptions if that’s what’s needed.



There are two sides to this development. Firstly, 

retailers are facing competition from new kinds of 

businesses that are taking traditional retail models and 

offering them via the internet. Netflix is essentially a 
virtual video store. From a different angle, a company 
such as Harry’s in the US sells shaving “plans” where 

customers pay a monthly fee to have foam and blades 

delivered to the home. 

From the supply side, retailers are increasingly 

augmenting enterprise-level systems with software and 

bandwidth accessed via the cloud. Indeed, the recent 

deal that saw customer relationship management 

(CRM) specialists Salesforce buy Demandware to 

create Salesforce Commerce Cloud, a deal between two 

companies that base their offerings on the flexibility 
of a cloud-based approach, suggests it’s increasingly 

realistic for retailers and brands to dispense with the 

idea of ‘owning’ software at all.

Integral to these new models is the idea of 

nimbleness, of being able to react to changes in the 

market. Yet this in itself raises a question: what 

information is the retailer using when it seeks to make 

the most of a perceived opportunity? Modern retail 

is driven by data. Interpret the data wrongly, doing 

something as simple as assuming that everyone will be 

wearing red this year when it turns out it’s blue that’s 

popular, and the bottom line takes a hit.

Leading retailers make this kind of mistake less 

frequently because they invest in data analysis. Shop 

Direct, for example, has spent heavily on combining big 

data analysis with more traditional AB testing in order 

to make its offering more personalised. “Our customers 
want the products and messages that aren’t relevant 

for them to be removed, and those that are right for 

them to be placed front and centre,” group ecommerce 

director Jonathan Wall told InternetRetailing in July. 

“We want to tailor everything – from the shop they visit 

to how we engage with them before, during and after 

they’ve shopped.”

Future developments

If Shop Direct’s initiatives are, in many respects, built 

around merchandising, that doesn’t mean this kind 

of approach will only be relevant at the front end of 

retail operations. Another theme in the year ahead will 

be increased interest in machine learning algorithms 

that can continuously adjust pricing and stock levels, 

automating processes that can soak up staff hours. 
Machine learning already plays a critical role at Amazon. 

Again, an underlying theme here is being quick to 

react, nimbleness. But this won’t be enough in itself. 

Over the coming years, as everyone gets access to these 

kinds of techniques and costs come down, retailers will 

need to differentiate themselves from competitors. 
This is why Shop Direct’s approach is canny. It’s one 

thing for retailers to dial up cloud-based software or 

to get an AI system to run inventory, it’s quite another 

to optimise such techniques to improve the customer 

experience – and, in a world where everything is 

available all the time to the point where switching on 

Netflix can induce a strange combination of ennui and 
panic as you try to decide which series to watch next, 

customer experience and customer service are going  

to be key differentiators.
Indeed, we would argue that retailers looking at 

suppliers that are offering cutting-edge services and 
technology should start by asking a straightforward 

question: is there potential for this service or 

technology to improve the customer experience? That’s 

not to say every initiative will succeed, but there’s no 

point, for example, in stuffing a flagship store with 
shiny and whizzy tech just because it’s shiny and 

whizzy, the store should be testing techniques and 

technology that can potentially be rolled out elsewhere. 

From a different angle, John Lewis’s JLAB start-up 
accelerator initiative is designed to identify the most 

interesting new ideas out there. 

Looking further ahead, retailers should certainly be 

keeping an eye on such developments as the Internet 

of Things, with its promise of devices talking to each 

other. Amazon’s Dash Button initiative, which allows 

customers to reorder products with one press, is 

an early initiative here – albeit one that will seem 

hopelessly quaint when the long-promised fridge that 

orders milk finally arrives.

More subtly, personalisation can be spooky. We’ve 

heard of initiatives within the mobile space where 

customers retain far more control over how much data 

their phones broadcast. It’s early days here yet, but in 

building services around customers, it may be unwise 

simply to assume that customers will continue to share 

personal information as freely as they do today, at least 

not without incentives to make the deal worthwhile. 

In Summary
Making predictions is foolish, but we may be at a 

point where what we might call the service economy 

and retail collide. This will lead to the creation of 

new business models that will probably appear to 

emerge slowly from the perspective of the workaday 

world, but which will be no less profound for that. 

Ideally, look for suppliers that can both adjust to this 

new landscape and have a vision for where they will 

sit within it.

              In building services around 

customers, it may be unwise to assume 

customers will continue to share 

personal information freely
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ADYEN

Heddon House

149/151 Regent Street – 4th Floor

London W1B 4JD

Telephone: +44 (0) 203 814 8200

Email: uk@adyen.com

www.adyen.com 

Adyen is the only provider of a modern end-to-end infrastructure that 

connects directly to Visa, MasterCard and 250 other payment methods 

anywhere in the world, and across online, mobile and in-store. Adyen’s 

data-driven suite of automated tools, RevenueAccelerate, converts wrongly 

refused card transactions into approvals, working in the background to drive 

authorisation rates and accelerate your revenue. Adyen offers plugins for key 

ecommerce platforms such as Magento, Hybris and Demandware, as well as 

full integrations with POS and mPOS providers. Adyen serves more than 4,500 

businesses globally with a single solution to accept payments worldwide. 

AMPERSAND

Blackfriars House

Parsonage 

Manchester M2 3JA

Telephone: +44 (0) 161 236 5504

Email: marketing@amp.co

www.amp.co

Ampersand helps established high street retailers to architect lasting 

multichannel retail systems and build ecommerce websites that drive 

sales. Our main differentiator from the competition is that the creation of 

seamless shopping experiences lies at the core of every project. Retailers 

trust us because we understand the pain points they face when navigating 

the complexities of a multichannel transition. Our experienced team of 

technologists, creative thinkers and ex-retailers will help you build future-

proofed multichannel retail systems that smash the competition through 

big-picture strategy, scalable technology and 24/7 support.

Supplies to:

Inditex 
Mango
Hunkemöller
Spar
Karen Millen
MS Mode
Superdry
Crocs

Supplies to:

Interfl ora
Demon Tweeks
Benson for Beds
Harveys
Poundland

Partners:

Magento
Demandware
Hybris
Cegid
Omnico
Zuora

Partners:

Magento
Akeneo
Fredhopper

C4COMMERCE

Capital Tower

91 Waterloo Road

London SE1 8RT

Email: hello@c4commerce.com

http://c4commerce.com/

C4Commerce is a UK headquartered provider of staffi ng solutions for 

ecommerce companies. Founded by ecommerce professionals to provide 

staffi ng solutions and professional services that support ecommerce software 

vendors, systems integrators and retail businesses delivering omnichannel 

platform integration and implementation services. As partners to the leading 

commerce technology software companies in the world, we provide our 

clients with an unrivalled workforce planning capability that enables our 

customers to manage resources and deploy talent quickly at the right price 

point to successfully deliver projects.

CLOUD.IQ

Falkirk Street 

London N1 6HQ

Telephone: +44 (0) 845 498 9426

Email: uk@cloud-iq.com

www.cloud-iq.com

cloud.IQ is an automated conversion rate optimisation platform, used by 

ecommerce brands to grow online revenue by an average 12%. Powered by 

real-time data and analytics, our customer conversion technology is proven to 

optimise the entire purchase journey, to convert and recover more sales.

As PayPal’s offi cial conversion partner, you can increase revenue even further 

by re-marketing to PayPal customers that abandon their purchase.

Supplies to:Supplies to:

Boots
Bose
Fragrance Direct
Lyle & Scott
Pets at Home
Puma
Space.NK
Samsung

Partners:

IBM
SAP hybris

Partners:

Digital Labs
McCann Connected
Navigate Digital
Rakuten
Regital 
Tealium
Tryzens
Webgains
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DIRECT LINK WORLDWIDE

Fairview Business Centre

25 Clayton Road, Hayes

Middlesex UB3 1AN

Telephone: +44 (0) 208 707 4400

Email: andy.packham@directlink.com

www.directlink.com

100% owned by PostNord, the merged Swedish and Danish post offi ces, 

Direct Link are experts in creating borderless B2C ecommerce solutions 

for direct mail, packets and parcels. Our comprehensive offering includes 

tracked services, returns and unique services for market entry. We customise 

solutions that expand our clients’ markets worldwide. As part of PostNord, 

the leading supplier of communication and logistics solutions in the Nordics, 

we combine entrepreneurial fl exibility with corporate stability. As specialists, 

we recognise that international delivery is a complex arena. We welcome the 

opportunity to hear your thoughts and discuss your delivery requirements.

Supplies to:

We supply more than 
40 of the leading retailers 
in the Top500 from 
Fashion, Footwear and 
Accessories to Toys, 
Books and Cosmetics

Partners:

ELECTIO

Third Floor, Merchant Exchange

Whitworth Street West

Manchester M1 5WG

Telephone: +44 (0) 3300 555 284

Email: hello@electiodelivers.com

www.electiodelivers.com

Electio is the new generation delivery management platform designed to help 

retailers compete. Its resilient Service Orientated Architecture (SOA) offers 

carrier integration in as little as three weeks, signifi cantly lower set-up costs, 

a lower total cost of ownership and the ability to present personalised delivery 

options in the checkout. Unlike other solutions on the market, Electio’s SOA 

has been cheered by developers, who see the potential to transform their 

operational effi ciency and customer experience. The powerful combination of 

RESTful APIs, 99.5% uptime and a market-leading Software Development Kit 

(SDK) mean simple set-up followed by fast realisation of benefi ts.

Supplies to:

Matalan Direct 
Missguided 

Partners:

Kewill
Microsoft Azure
Yodel
Parcelforce
DPD
Royal Mail
UPS
Hermes

HOLM

One Forbury Square

The Forbury

Reading RG1 3EB

Telephone: +44 (0) 1189 070 414

Email: personal@myholm.com

www.myHOLM.com

Software for fashion retailers wanting to give their customers on the shop fl oor a 

unique buying experience. The technology enables Shop Assistants to become 

Personal Fashion Stylists. Customers are advised on what best suits them: 

colour, their shape, their lifestyle and complementing garments. Allowing the 

customer to leave the store with a high level of emotional confi dence, knowing 

they will look great in what they have purchased. Their loyalty secured on their 

fi rst visit.

Retailers look good. (Online too, via our virtual in-store customer experience.)

Supplies to:

Please contact us for 
further information

Partners:

Please contact us for 
further information

  HOLM
Feel at home with what you wear

INTERSOFT

Mill Studio, Horton Road

Stanwell Moor TW19 6BJ

Telephone: +44 (0) 175 368 9292

Email: info@intersoft.co.uk

www.intersoft.co.uk

Intersoft has been the intelligence behind deliveries since 1993, creating 

delivery management software that powers global deliveries. With our 

cloud based system, Intelligent Shipper, we are bringing our expertise to the 

world of ecommerce, offering a genuine alternative in delivery management 

software. Our dedicated team based in the UK offers a personal customer 

experience, creating and maintaining fl exible systems designed for retailers’ 

needs. Intelligent Shipper’s unique Route Management Engine controls the 

life of a shipment from order and delivery to invoicing and billing. The returns 

portal completes the delivery cycle, ensuring customers have the best delivery 

experience possible.

Supplies to:

Harrods
More in development...

Partners:

Royal Mail
Parcel Force 
GLS
Storefeeder 
eCourier 
DHL
FedEx
UPS
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MOBIFY

Davidson House

Forbury Square

Reading RG1 3EU

Telephone: +44 (0) 118 900 0715

Email: emea@mobify.com

www.mobify.com

Mobify believes that relationships are the new brand and that today, those 

relationships are built on mobile. The Mobify™ Platform is used by global 

retailers and Fortune 500 brands to drive hundreds of millions of dollars  

in revenue every year. Ranked by leading industry analysts as a leader in 

mobile commerce and engagement, Mobify keeps retailers ahead of the  

curve by meeting customer expectations for exceptional web, app and  

mobile experiences.

Supplies to:

L’Oréal
Lancome 
WHSmith 
Matalan 
BT
Bosch 
Superdry 
Crocs

Partners:

Salmon Commerce 
DOGI.
SH Mobile
Astound Commerce

PAY4LATER

33 St Mary Axe

London EC3A 8AG

Telephone: 0800 021 7150

Email: hello@pay4later.com

www.pay4later.com

Pay4Later’s smart technology connects lenders and merchants so that 

consumers can spread the cost of their purchases. It’s the fastest and easiest 

way to offer finance and is proven to dramatically increase sales and average 

order values. An entirely paperless process that’s mobile-optimised and touch-

screen friendly makes it quick and easy for customers and is a great competitive 

advantage. It’s simple for merchants to get started and our flexible, innovative 

solutions can deliver results in just a few days. Pay4Later was founded in 2008 

and is based in London. We provide services to over 1,400 merchants and 

have a broad panel of strategic lending partnerships which, along with our 

innovative technology, ensures the highest acceptance rates. 

Supplies to:

Mothercare
Samsung
Watch Shop
Pets at Home
Purple Bricks
Game
Machine Mart
World Stores

Partners:

Close Brothers
OmniCapital
RateSetter
Lending Works
Honeycomb
Syncro-IT

PENTAGON

11 The Green 

Richmond TW9 1PX

Telephone: +44 (0) 208 940 5392

Email: hello@wearepentagon.com

www.wearepentagon.com

Pentagon is a market-leading service and technology provider that helps 

retailers accelerate their online growth through international marketplaces. 

With offices in Europe and Asia, we support more than 30 marketplaces 

worldwide in countries such as Brazil, Russia, India and China, and are 

continually expanding our global reach. Our team of more than 200 

ecommerce experts has extensive experience in optimising and automating 

data, integrating to new channels as well as launching and managing online 

stores. Whether you need a robust technical integration to one marketplace or 

fully managed online stores across multiple international platforms, we can 

tailor our solution to meet your needs.

Supplies to:

Next
Dyson
Ann Summers
Halfords
Maplin
Lloyds Pharmacy
Euro Car Parts
Sports Direct

Partners:

Amazon
eBay
MercadoLibre
Privalia
Cdiscount
Lazada
Flipkart
Ozon

QUBIT

35 King Street

London WC2E 8JG

Telephone: +44 (0) 203 551 3990

Email: info@qubit.com

www.qubit.com

Qubit is the pioneer in delivering data-first customer experiences. Our digital 

experience hub integrates analytics, data and experience management with 

the Visitor Cloud, a customer data platform that connects data across all your 

brand touchpoints through an elastic customer record. Our infrastructure 

lets your engineering team extend the custom experiences they are already 

building, then deliver them at scale using multiple data sources. Qubit is 

trusted to deliver real impact to the bottom line for the biggest brands in 

ecommerce, including Topshop, Uniqlo, John Lewis and Net-a-Porter. To date, 

we have received over $76m in funding from Goldman Sachs, Accel, Sapphire 

Ventures, Balderton Capital and Salesforce Ventures.

Supplies to:

John Lewis
Mothercare
Halfords
Office
Topshop
Dorothy Perkins
Holland & Barrett
Maplin

Partners:

Bronto
Conversion.com
Demandware
Insert.io
PFSWeb
Looker
ResponseTap
Salmon
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SALESFORCE COMMERCE CLOUD

240 Blackfriars Road

London SE1 8NW

Telephone: +44 (0) 203 481 1076

Email: info@demandware.co.uk 

www.demandware.com

Salesforce Commerce Cloud powers commerce operations across all 

points of sale, including web, social, mobile, in-store and more. The leading 

enterprise cloud commerce solution, it allows the world’s top retail brands to 

continuously innovate in the complex, consumer-driven world. Now, as part 

of the world’s #1 CRM platform, Commerce Cloud is uniquely positioned to 

empower companies to deliver a consistent brand experience throughout 

the customer lifecycle. By leveraging Salesforce’s leading sales, service, 

marketing, communities, analytics, IoT and platform solutions, brands and 

retailers can ensure every engagement, no matter the channel or device, is 

completely unifi ed.

Supplies to:

ADIDAS (UK) Ltd 
Bally 
Belstaff  
Charles Tyrwhitt 
Figleaves 
Jack Wills 
Hotel Chocolat Ltd 
Jimmy Choo

Partners:

Adyen 
Amplience 
Borderlinx 
Global-e 
Intelligent Reach 
Lingo24 
Livewords 
Peerius 

SEARCH LABORATORY 

Blokhaus

West Park Ring Road

Leeds LS16 6QG

Telephone: +44 (0) 113 212 1211

Email: info@searchlaboratory.com

www.searchlaboratory.com

Search Laboratory is an international digital marketing agency founded ten 

years ago by Ian Harris as a reaction to a gap in the market for culturally 

sensitive and linguistically faithful PPC campaigns. Search Laboratory is now 

able to provide clients with integrated campaigns spanning paid search, 

technical SEO, content marketing, online PR, social media management, 

programmatic advertising, analytics and data science, as well as bespoke 

consultancy in all these areas. It can create global campaigns through the 

utilisation of native linguists who work in-house, or through a network of 

partners who have received tailored training to the business’ requirements.

Supplies to:

American Golf 
Karen Millen 
Warehouse 
Oasis
Keepmoat 
Surfdome 
Ted Baker 
The Entertainer

Partners:

Google Premier Partner
Bing
Rakuten DC Storm
Reevoo
Experian Hitwise
Search Metrics
Lead Forensics
Response Tap

SECURE TRADING

19th Floor, 40 Bank Street 

Canary Wharf

London E14 5NR 

Phone number: +44 (0) 808 149 3546

Email: retail@securetrading.com

www.securetrading.com/retail

Secure Trading is an integrated payments services company – a single point 

of contact for payment processing, card acquiring, PCI compliance and cyber 

security services. Our worldwide network ensures that we can deliver tailored 

solutions to even the biggest international retailers, while our uncompromising 

focus on customer service is trusted by luxury goods businesses who value 

their customers. Our payments platform has an unrivalled 100% uptime 

record, while our multi-acquiring network ensures businesses can operate 

internationally with ease. We also offer bespoke cyber security services and 

PCI compliance certifi cation for retail businesses.

Supplies to:

Merlin Entertainments
Adidas
Cath Kidston
Sainsbury’s Mobile
JulesB
Snow+Rock
Oasis
Telefonica

Partners:

Magento
Visual Soft
Opencart
Cubik
Advansys

SAILTHRU

6 Ramillies Street

London W1F 7TY 

Telephone: +44 (0) 203 745 3564

Email: sales@sailthru.com

www.sailthru.com

Sailthru, the leading provider of email and personalisation software for the 

world’s top ecommerce and media companies, is driving a major shift in how 

companies engage with their individual customers and optimise their revenue 

opportunities. Sailthru-powered 1:1 relationships with consumers drive 

higher revenue and reduce churn for the world’s fastest growing ecommerce 

companies. We’re experts in growth strategies and customer retention. Our 

products and services are designed to solve the most signifi cant challenges 

faced by retail marketing. Sailthru can help you to increase customer lifetime 

value, repeat purchase rates, average order value and revenue from email 

while at the same time reducing customer churn. 

Supplies to:

Dr. Martens
matchesfasion.com
Chemist Direct
JustFab
The Cambridge Satchel 
Company
Achica
Discount Vouchers

Partners:

Facebook
Twitter
hybris
Magento
Wordpress
Tacit Knowledge
Lyons Consulting Group
Gigya
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SHOPWARE AG

Ebbinghoff 10 
48624 Schöppingen 

Germany

Telephone: +49 2555 92885 0

Email: info@shopware.com

www.shopware.com

Shopware is a manufacturer of open source ecommerce software and 

is the market leader in Germany. Founded in 2000, it has more than 100 

employees and focuses on the development and support of its core product, 

Shopware 5 – online shop software for businesses of all sizes. With over 

54,000 customers, 2,000 plugins and 1,200 partners, Shopware’s features 

and modular basis allow businesses to grow. The company is 100% owner-

operated and equity financed, thus guaranteeing the highest degree of 

flexibility. Shopware 5 offers new technology for storytelling in online shops 

and comes with a customisable and fully responsive template.

Supplies to:

PerfectHome

Partners:

CB Squared
One Creations 
Pushon
Fitted Commerce 
Pitaron
Holbi
Infinite Codeworks 
S0Y

SNAPFULFIL

Synergy House, Lisle Street

Loughborough LE11 1AW

Telephone: +44 (0) 845 463 7627 

E-mail: info@snapfulfil.com
www.snapfulfil.com

Snapfulfil is a multi-award winning, best of breed warehouse management 

system developed to level the playing field for companies with big ambitions 

but without the budget to match. Snapfulfil provides a like-for-like alternative 

to a traditional on-premise WMS, in a fraction of the time and at a fraction 

of the cost. From fast-growing ecommerce startups to multinational 

corporations, more and more retailers are turning to Snapfulfil to optimise

inventory, space and resources within their warehouses. Offering a range of 

deployment methods and payment options, including our unique, No Capex 

model, whatever your warehousing challenge, Snapfulfil offers a solution.

Are you happy with your warehouse? Contact Snapfulfil for a free review.

Supplies to:

Bensons for Beds
Edinburgh Bicycle Co-operative
Harveys
LoveCrafts
Oak Furnitureland
Shop Direct Group
The Cotswold Company
The Hut Group

Partners:

Cisco
Honeywell
iLand
Metapack
NetDespatch
NetSuite
VMware
Zebra Technologies



What does your company do?

Electio is a delivery management platform 

from software pioneers MPD Group.  

What is your USP?

Unlike other solutions on the market, 

Electio’s Service Orientated Architecture 

(SOA) has been cheered by developers, 

who see the potential to transform their 

operational efficiency and customer 
experience. The powerful combination 

of RESTful APIs, 99.5% uptime and a 

market leading Software Development 

Kit (SDK) mean a simple set-up followed 

by fast realisation of benefits.

What new functionality does the 

latest version of your system give 

to retailers?

Along with Electio’s core functionality, 

our customers have access to a number of 

modules to get extra from our technology. 

This includes a Dashboard which allows 

operations teams to see exactly how 

they’re shipping each day. With the 

ability to actively manage carrier spend, 

volume by carrier and balance loads, along 

with resolving service exceptions, all in 

standardised terminology, this makes 

shipping seriously simple. 

Electio’s User Interface also guarantees 

user engagement. Its dynamic allocation 

engine automates the allocation of 

parcels based on business rules you set, 

meaning there is no need to call upon 

expensive developer resource. And new 

carrier services can be added at the click 

of a button. 

The InTouch module provides 

tracking data to automate proactive 

communications with your customers, 

reducing expensive ‘Where is my 

order?’ calls and improving the 

customer experience. And our Basket 

Hero module goes even further by 

personalising the checkout for each of 

your customers. Retailers can quickly 

and seamlessly connect to our library of 

leading carriers and personalise delivery 

options available based on a customer’s 

location and the time of day they are 

ordering. Our Return IT module makes 

returns plain sailing for the customer 

and the retailer. 

The Insight module offers a suite 
of customisable reports for unrivalled 

insight into carrier performance. With 

this insight, users can analyse the 

percentage of shipments delivered 

within SLAs and understand financial 
performance and variance between 

expected and actual costs. Finally, the 

Invoice Reconciliation module gives true 

cost management, removing the need 

for manual invoice reconciliation.

When did the company start  

and why?

Developing Electio in 2015 was a response 

to retailers searching for faster, more 

modern and resilient delivery software 

to fulfil their needs. Electio can help 
retailers meet the ever-increasing delivery 

expectations of the 21st century shopper. 

Company spotlight: Electio

www.internetretailing.net/directory

ELECTIO IN BRIEF
Electio is the new generation delivery management platform from software pioneers MPD Group. 

It allows retailers to: 

Compete: With rapid access to hundreds of delivery services from the world’s leading carriers, all 

through one cloud-based SaaS platform, Electio helps growing retailers compete.

Deliver on your customer promise: Electio enables you to offer a range of personalised delivery 

options at checkout to each of your customers. Giving choice and convenience means fewer 

baskets abandoned.

Speed up new carrier integrations: You don’t have to wait months to get new carrier services 

added to your operations and checkout. With Electio, new carrier services can be integrated in as 

little as three weeks.

Proactively manage carrier performance: Warehouse operations can actively manage carrier 

performance, including load balancing, predicting spend accurately and handling exceptions, all 

from one simple dashboard. And coping with volume increases is plain sailing.

hello@electiodelivers.com, 03300 555 284, www.electiodelivers.com, @ElectioDelivers

Andrew Hill 
Commercial Director



How would you describe your 

company’s vision?

To become the preferred choice logistics 

technology company, enabling deliveries 

around the world.

What is your market positioning 

and what gap are you filling among 
the UK competition?

Our market positioning is focused on 

enterprise retailers, 3PL companies and 

channel partners. 

The gap we are filling comes with the 
superior quality of our technology and 

the faster speed of integration we offer. 

Who are your customers?

Top500 retailers.

What do you see as challenges in 

the coming year and what are you 

doing to meet those challenges?

Keeping up with the demands of 

customers is a challenge for retailers. 

Customers want more and more 

convenience. With Electio, retailers can 

quickly and easily integrate new carrier 

services and offer personalised delivery 
options to each and every customer. 

Customers are also demanding more 

when it comes to returns and the cost of 

dealing with this is a challenge. Electio’s 

Returns portal can offer more choice for 
customers with returns. 

Electio also gives retailers scalable, 

resilient technology, dealing effortlessly 

with spikes in demand, such as on 

Black Friday.

Next year, emerging tech will further 

drive down the cost of last mile delivery. 

Brexit and its impact on the logistics and 

supply chain industry will also continue 

to cause concern. 
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