
Local delivery 
reimagined.



Delivering Precision: 
Unboxing Retail Consumer Expectations 

Empowering forward-looking retailers to transform the way consumers interact with 
their brands

It’s no secret that the retail market has changed significantly during the past decade.  Mo-
bile technology and the Internet have transformed the way people shop, with each inno-
vation increasing choice for consumers, but also narrowing the margins for retailers. As a 
consumer, all you need is a smart phone to look up product information, read customer 
reviews, and compare prices in seconds.

Furthermore, e-commerce retailers have 
increased the speed with which they op-
erate in order to keep pace with evolving 
consumer expectations, whether providing 
customers with increased product choice, 
more convenient delivery options, or a sim-
pler returns process.  

As Amazon demonstrated via its recent ac-
quisition of Wholefoods, bricks and mortar 
stores are still fundamental to the strategies of retailers. While customers value the con-
venience of online shopping, they are still inclined to spend more in-store as they can 
see, touch and try on items. However, to provide an exceptional omnichannel experience, 
retailers must provide the same convenience and flexibility across all channels, if they are 
to meet the expectations of their increasingly demanding customer. 

It’s up to savvy retailers to listen to what their customers want, leveraging innovation to 
streamline their current processes and provide the ultimate in customer experience. By 
truly understanding what their customer wants via clear data-driven insights, combined 
with innovative execution, retailers today can bring to life an experience for their custom-
ers that they previously wouldn’t have been able to dream of. 

In a recent study conducted by research consultancy Vitreous World, consumers ex-
pressed a need for greater flexibility in delivery options. Contextualised in this research, 
this report explores how retailers can use precision delivery to win customer loyalty by di-
rectly addressing growing consumer expectations when it comes to speed, convenience, 
and flexibility.

Andrew Mukerjee

Co-founder & CEO, Brisqq

“As technology reshapes the way 
consumers interact with their 
favourite brands, retailers must act 
quickly to adapt to the constantly 
shifting parameters of consumer 
expectations”
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Insight 1: Attract Customers by Providing an 
Omnichannel Experience Using Technology 

Many retailers have successfully adopted a multi-channel approach over the past few 
years, however, the customer experience across each channel is not maximised and is 
often inconsistent, leading to dissatisfied customers. Retailers have failed to adopt to the 
needs of customers, particularly when it comes to the last mile of delivery. The research 
indicates a need within the retail market for improved flexibility when it comes to delivery 
options, with approximately one in three shoppers stating that existing options are not 
flexible enough to meet their needs. 

Whether the purchase is made online or in-store, the current methods of having purchas-
es delivered still lag the customer expectations for increased convenience. Retailers are 
trying their best to provide a better customer experience but are struggling in an uphill 
race due to their heavy dependence on traditional logistics players. These traditional in-
cumbents have models which are too rigid to cater to the changing shopper (and therefore 
retailer) demands. 

The delivery options in the market have changed over the past few years – faster, more 
flexible options are now available. Many retailers now offer next day delivery, but without 
the added precision of knowing when within the day the items will arrive – let alone being 
able to pick a timeslot as a consumer. In some instances, bricks and mortar retailers can 
offer customers same day delivery from the store using a local, inner-city, point-to-point 
traditional courier service. The market for such services is highly fragmented and as a 
result, the retailer does not have a ‘go-to’. Point to point services are expensive and can 
handle speed (i.e. ASAP delivery) but struggle when it comes to precision (providing the 
customer a precise slot for their delivery). This means that consumers are still left desiring 
a lot when it comes to the greater level of control, choice and convenience they are looking 
for when it comes to a delivery experience. 

94% 
say technology has enhanced the way 
they purchase products

67% 
feel delivery time slots are not precise 
enough to meet their needs
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As a result, retailers are still falling short when it comes to meeting consumer expecta-
tions, unable to offer their customers the choice of having items delivered to a location of 
their choice within a particular time window that’s convenient to them. Time is not the only 
issue. When it comes to the delivery being serviced by a traditional player, both the retailer 
and the end customer still must rely on very ‘clunky’ delivery updates, with 79% of custom-
ers stating that delivery tracking, when provided, is never accurate. Traditional services 
lack agility as a result of their dependence on a fixed-asset model and an underlying lack 
of technology supporting convenience and flexibility through on-the-fly delivery allocation 
and route optimisation. 

Retailers will only be able to offer the level of service their customers are asking for if they 
embrace technology. Using innovative, asset-light solutions driven by clever technology, 
retailers are able to offer their customer flexible delivery in precise timeslots to their cus-
tomers. In the process, they also seamlessly enable complete transparency and security 
at every step of the delivery process. The new, tech-enabled models disrupting last mile 
delivery offer both retailers and their customers choice, control and convenience. Through 
leveraging this appropriately, retailers are able to offer a seamless last mile delivery ex-
perience to their customers, surpassing their expectations and staying ahead of growing 
competition.
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Insight 2: Create Competitive Advantage by 
Owning the Delivery Process 

The research shows that customers associate a delivery experience with a particular re-
tailer.  An overwhelming majority indicated that the delivery provider that a retailer uses 
influences their decision to purchase. Shopping is no longer a siloed experience, it’s often 
done as part of a customer’s day-to-day activities. For example, people shop increasingly 
during a day when they are also at the office, visiting friends, going for lunch etc. Conveni-
ence of delivery is therefore increasingly becoming a key factor when it comes to curating 
an excellent shopping experience, and is now seen as a ‘product’ by consumers, just like 
the products they buy in the store, a stark comparison to the ‘means to an end’ that deliv-
ery used to be seen as. 

Poor delivery experiences or lack of delivery 
options that fail meet the customer’s ex-
pectations, can lead to abandoned baskets 
across both online and offline channels 
with customers being driven away from 
one retailer towards another. If a traditional 
delivery service provider gives a customer a 
bad experience, retailers are the ones who 
are blamed for this. Not only does this re-
flect poorly on the retailer in terms of their 
broader reputation, it can also lead to a lost customer as well as significant time and re-
source expenditure (to re-establish their customer’s satisfaction). Retailers are no excep-
tion to a generally held rule in business: it is easier to keep a customer happy than work to 
secure a new one in their place. 

Retailers require more control over the last mile experience from their side enabling them 
to provide customers with the transparency and flexibility they are asking for. Tech-pow-
ered solutions enabling live tracking, real-time notifications, and complete visibility over 
every step of the delivery process, are now giving retailers and their customers what they 
want, straight from any device with an internet connection. This greater level of control 
enables retailers to guarantee that the final leg of the customer experience is aligned with 
the quality which they work so hard to maintain online and in-store when it comes to their 
own brands and service. 

89% 
say the delivery provider the retailer 
chooses influences their purchase

62% 
are aware of the delivery service the 
retailer uses

“Tech-powered solutions enabling live 
tracking, real-time notifications, and 
complete visibility over every step of 
the delivery process, are now giving 
retailers and their customers what 
they want…”
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Insight 3: Retain Customers Through 
Precision Delivery

With such a wide variety of options to choose from, convenience is king when it comes 
to giving the modern-day shopper what they want. As it is, customers are ‘showrooming’ 
more and more and bricks and mortar retailers are faced with the challenge of customers 
visiting their store only to browse through products to then later transact the product on-
line (often with a competitor). 

According to the study, 88 percent of retailer’s risk losing a sale when a particular item 
is out of stock in-store. Often a retailer has no choice but to send the customer to buy 
the item online on their website, or to another branch within the city. In both cases, the 
customer is inconvenienced, and the retailer is unable to convert the sale then and there, 
often leading to the sale being lost to a competitor. 

By embracing a more flexible, tech-driven solution when it comes to local delivery, re-
tailers can seamlessly move items between stores in precise timeslots of the customer’s 
choice, enabling that product to arrive at a convenient store of the customer’s choice or to 
be delivered directly to the customer’s home or office. By following this approach, it allows 
retailers to keep the sale in the store whilst wowing their customer, with convenience they 
could only have dreamed of in years gone by. This added value in terms of convenience 
translates directly in to driving repeat visits from customers. 

Consumers are more inclined to spend more in-store than they would be online, as they 
can also touch, feel and try on items. Retailers must seize the opportunity to provide cus-
tomers with even more convenience in-store and take as much friction out of the purchase 
as possible. If they do this correctly, they will not only convert more prospective customers 
in the store, but they will also steadily increase the basket sizes being transacted by those 
customers. 

88% 
will look elsewhere if an item isn’t in 
stock

89% 
of customers would convert in-store 
if a more flexible delivery option was 
available for out of stock items
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Insight 4: Provide Retail Customers the 
Service They Expect 

The ascent of e-commerce and the convenience it provides has been a major driver in 
terms of leading to consumers becoming more demanding. Amazon and other e-com-
merce giants are offering customers more choice and flexibility than ever before. Bricks 
and mortar retailers are struggling when it comes to matching this level of convenience 
and choice and as a result risk losing sales to the online giants. 

The emergence of ‘tap-and-go’ services 
that allow urban consumers the ability to 
get a taxi ride (Uber) or have a meal deliv-
ered (Deliveroo), on demand, at the touch of 
a button, straight from their smartphones, 
has also gone a long way in re-shaping 
consumer expectations.  

When it comes to last mile delivery, re-
spondents expressed a desire for more choice when it comes to delivery time slots, with 
96 percent of consumers stating the ability of a retailer to offer a precise delivery option-
provides them with a competitive advantage over a similar retailer without such an option. 
This suggests that precision trumps speed when it comes to providing convenience to 
customers. 

Retailers can now offer a service aligned with customer expectations using a precision 
delivery solution enabled by technology, providing a level of service that hasn’t existed 
previously in retail and gaining an edge over their competition in the process. 

85% 
expect retailers to offer precision 
delivery 

96% 
consider precision delivery as an 
important part of their purchasing 
decision

“Retailers can now provide a service 
aligned with customer expectations 
using a precision delivery solution 
enabled by technology”
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Delivering True Consumer Experience

This study highlights the opportunity which exists for retailers across all channels, when it 
comes to re-thinking their approach to last mile fulfilment. Respondents clearly identified 
precision delivery as a key ‘pull’ in their purchasing decision, and if offered correctly by re-
tailers, it would lead to increased conversions in-store and online. 

Retailers have been able to offer faster delivery in recent times, but they have struggled 
when it comes to providing greater convenience and transparency. Traditional logistics, 
whether they are nationwide services or local, point-to-point services, simply do not have 
the agility in their model or the underlying technology to support retailers with a solution 
that is truly in line with their customer expectations. 
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About the Research

Independent Market Research Firm, Vitreous World conducted a study of London-based 
consumers between August and September 2017. The sample consisted of a diverse pool 
of consumers in London, who responded to the questions through an online form. 

Respondents answered a series of multiple-choice questions regarding their own shop-
ping experiences, their expectations of retailers, and their experiences when it came to 
delivery. This provided a detailed insight into key customer pain points, as well as an un-
derstanding of how retailers and traditional logistics players are failing urban consumers. 
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About Brisqq 

Brisqq is London’s leading local logistics-as-a-service solution. The technology connects 
businesses to a crowdsourced delivery fleet, enabling delivery in 1-hour timeslots within 
metropolitan cities. At present, Brisqq is proud to count 400+ brands (including some of 
the largest names in retail) as customers. 

The company was born out of a desire to reinvent a fragmented and broken local delivery 
market. Retailers (and other businesses) needing precise local delivery had little choice but 
to look to a pool of options, each one worse than the other. When they found a service, it 
usually lacked precision, was expensive and slow. There was no one single go-to. Brisqq’s 
team is working relentlessly to ensure Brisqq becomes that go-to in every metropolitan 
city around the world.


