
 

 
 

The most 
important time to 
engage with your 
customers 
Build customer loyalty, decrease support overhead, and 
increase sales using shipping data 
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Take control of your 
post-purchase experience 
Don’t say “bye-bye” to your customers after they click “buy”. They are waiting to hear from 
you after they make a purchase – is my order fulfilled? Where is it? Is it going to arrive on 
time? The post-purchase window is the best time to engage with your customers. 
Providing them with an unique and personalized experience is a fantastic way to build 
loyalty and increase repeat purchases.  

Top performing companies create a “renewable resource” of 
loyal customers. By the end of 3 years, almost 60% of their 
revenue is generated by repeat purchases. 

   (RJ Metrics, 2015) 

 

The tool that you need to create a memorable post-purchase experience for your 
customers is already in your toolbox: shipment tracking information. 

Marketing 
You have the customer’s full attention from the moment of purchase until the delivery. 
Take the opportunity guide them back to your website or create a personalized experience 
for them during this time. 

Operations 
Taking the pulse of your physical fulfillment and delivery workflow using shipping data is 
the key to understanding the health of your overall business. Tying together your online 
and offline operations using shipping data can help you anticipate issues and proactively 
set expectations with customers.  

Customer support  
By using shipping data, customer support outreach can become a proactive, and even 
automated. Whether it’s to control the customer experience during a negative interaction 
or get them excited about their order before it’s delivered, empower your support team to 
easily create a personal and memorable experience for your customers 
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Marketing 
There is often a disconnect between online retailers and customers after a purchase. Once 
the order is completed, the customer waits for the delivery, with no information between 
the purchase and delivery. By providing a branded post-purchase experience, you can 
continue to engage with your customers on your terms. 

During the waiting period, you have the customer’s full attention. They want to hear from 
you because they just bought your product - they will be receptive to what you have to say. 
That is an opportunity that most retailers miss when it comes to building brand equity and 
trust during a critical time in the customer journey. 

Branded updates 
While most carriers, such as FedEx and UPS, offer the ability to send the customer an email 
with the tracking numbers, most businesses miss this opportunity as part of their own 
marketing mix.  

By sending your own email, you’re able to inform the customer of the delivery status and 
include custom content such as educational materials and promotional offers. By owning 
tracking data, you can also offer customers updates via SMS messaging, Facebook 
messaging or other channels that they prefer. 

Tracking number emails have some of the highest email 
open rates. Utilize it as a channel to showcase other 
relevant information to encourage customers to return to 
your store. 

 

(Marley Spoon & parcelLab, 
2017) 
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Custom tracking pages 
Similar to tracking number communication, when a customer wants to see the status of 
the shipment in progress, it’s easy to rely on the tracking pages provided by the carriers. 
However, there are numerous benefits of creating your own tracking status page: 

 

ǒ It brings the customer back to 
your site 

ǒ You can provide additional 
messaging, offers, and actions 
based on the status of the 
package 

ǒ Let’s you control any 
communication seen by the 
customer  

Even though the delivery is done by a 
carrier, customers will always tie the 
shipment experience with your brand. 
By owning the communication 
method, you can fill the information 
gap between the purchase and when 
the package arrives at their doorstep. 

 

 

 

 

(Madewell, 2017) 
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Operations 
Tracking data helps you tie together the physical offline logistics to the online operations. 
By monitoring the performance of your physical fulfillment and delivery workflow, you can 
better plan for operational impacts such as extra support tickets.  

Understanding carrier performance can help you anticipate customer service load and 
optimize your shipping mix. These metrics can help you proactively set expectations with 
customers, and even provide you with data points for your next carrier negotiation. 

Logistics dashboard 
With a bit of investment, you can build a dashboard to help monitor the health of your 
outgoing shipments. Here are some key metrics to consider: 

ǒ Orders pending fulfillment 

ǒ Shipments pending pick-up 

ǒ Shipments currently in-transit 

ǒ Late shipments 

ǒ Shipments with an exception status (undeliverable, lost, etc) 

From here, you can build a carrier health dashboard to help you see if the carriers are 
performing according to your expectations. For instance: 

Percentage of packages 

Delivered on time   Delivered late   Delivery exceptions 

With the metrics described above, you should be able to see any issues with the shipping 
mix and take corrective actions before they negatively impact your business. You may 
consider proactively sending customers notices about delayed shipments, working with 
carriers to figure out why so many packages are delayed, looking for alternate carriers or 
leveraging this data in your next rate negotiations process. 
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Customer Support 
According to Amazon, 40% of all customer inquiries are shipping-related. While it’s 
impossible to completely remove all shipping-related questions, tracking data can be 
utilized to minimize the number of questions and decrease the amount of time it takes for 
your support team to answer them. 

Proactive outreach 
There are two types of proactive outreach that can be automated to decrease inbound 
customer support inquiries:  

Exceptions and delays during the delivery process 
There are many ways for something to go wrong during the delivery process: the package 
can be misrouted, it can be damaged, it can be delayed due to weather or any other 
reasons why it may not be delivered on time.  

You want to inform your customers as soon as an exception has occurred. By keeping your 
customers up-to-date on the order status, you can minimize inbound support inquiries 
and control the customer experience during a negative interaction. 

 

 

 

 

 

 

 

 

 

 

(Marley Spoon & 
parcelLab, 2017) 
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Delivery notification and set up instructions 
Don’t wait for something to go wrong before reaching out to your customers. You can 
notify them about the upcoming on-time delivery to get them excited and ready for your 
product. For example, the day before the scheduled delivery you can send an email or SMS 
to let the customer know to expect that the delivery tomorrow. 

You can also support your customers with the product they've just bought. This is 
especially important if the product requires setup, configuration and/or assembly.  As an 
example, you can get the customer to install the product app, setup an account, or provide 
an electronic copy of the assembly manual, and a link to your community forum. 

By using tracking statuses, you also know the exact delivery date of the orders. Instead of 
triggering surveys and follow up based on a hard coded estimate of “shipment date + x 
days”, you can trigger the post-delivery follow up knowing exactly when the customer has 
received their order. For many ecommerce businesses, getting customers to share their 
post-delivery or “unboxing” experiences are essential to their online reputation. 

(Fashionette & parcelLab, 2017) 
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http://www.ordercup.com/ordercup-releases-live-shipment-status-updates/

