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Branding Beyond the Sale 
The Opportunity of Order Fulfillment 
 

By Kim Brandt, Manager, Marketing, FIFTH GEAR 

 

! ÒÅÔÁÉÌÅÒȭÓ ÏÒÄÅÒ ÆÕÌÆÉÌÌÍÅÎÔ ÏÐÅÒÁÔÉÏÎ ɀ in general, the process from 

completion of an online or telephone sale to the delivery of a product to 

a customer ɀ should be a well-oiled machine. Delivering the right 

product to the right person at the right time over and over again is 

essential for maintaining the loyalty of today's post-Amazon 

consumers who are always expecting the best service from their retail 

stores of choice. 

 

When thinking about order fulfillment processes, savvy retailers must 

focus beyond the basics of shipping a box. Since the warehouse is the 

last step in preparing a package before it lands in the hands of a 

ÃÏÎÓÕÍÅÒȟ ÉÔ ÓÈÏÕÌÄ ÂÅ Á ËÅÙ ÐÌÁÃÅ ÔÏ ÄÉÆÆÅÒÅÎÔÉÁÔÅ ÙÏÕÒ ÒÅÔÁÉÌ ÂÒÁÎÄȭÓ 

messaging.  Rather than looking at order fulfillment as a necessary back 

end process, you should think of it as another opportunity to capitalize 

on brand awareness. By carefully branding at the point of fulfillment, 

the final delivery of your product will stand out against your 

competitors. 

 

Much like a brick-and-mortar storefront clerk takes care in folding your 

merchandise, perhaps wrapping it in colored tissue paper, or placing it 

carefully into a branded shopping bag, a direct-to-consumer retailer 

should also leverage product presentation to make their brand resonate 

positively with their shopper once the order arrives. Branding should 

ÎÏÔ ÅÎÄ ×ÈÅÎ Á ÓÈÏÐÐÅÒ ÃÌÉÃËÓ Ȱ#ÏÍÐÌÅÔÅ /ÒÄÅÒȱ ÏÎ Á ×ÅÂÓÉÔÅ ÏÒ when 

they hang up from placing a phone order from their favorite catalog. 

Branding should be carried through to fulfillment, ensuring that the 

arrival of the products will continue to tell your unique brand story. 

 

Retailers make significant investments in the development and 

integrity of their brands. Overall, marketers spend $150 billion on 

branding per year, directly resulting in a whopping $786 billion in 

sales.(1) Why not continue your marketing investment all the way to the 

doorstep of a shopper and beyond? Instead of viewing order fulfillment 

as an operational overhead expense, make it a critical aspect of your 

marketing mix. 
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The Basics of Branding 
Online sales will reach $188 billion in 2011, according to eMarketer.(2) What's 

more, millions of packages are shipped each day to deliver those goods 

directly to the homes of consumers.  

 

As an example, the popular ecommerce carrier FedEx delivered over 958 

million ground packages last year, and another 366,647,000 via its 

SmartPost partnership with the United States Postal Service.(3) Given these 

high volumes, retail brands find themselves in a daily fight to be chosen by 

consumers, and branding as an activity is aimed at increasing the likelihood 

that they are.  

 

 

7ÈÁÔ ÉÓ Á ȰÂÒÁÎÄȱȩ 
 

The American Marketing Association defines a brand as a "name, 

term, sign, symbol or design, or a combination of them intended 

to identify the goods and services of one seller or group of sellers 

and to differentiate them from those of other sellersȢȱ(4) 

 

The brand-naming agency at brand.com takes a more emotional 

approach, saying it is Ȱthe proprietary visual, emotional, rational, 

and cultural image that one associates with a company or a 

product. A brand is how the company is perceived by its 

consumersɂthe associations and inherent value they place on 

your businessȢȱ (5) 

 

A copywriter and creative director from the advertising agency 

Adcracker says,  ȰA brand is the sum of all feelings, thoughts and 

recognitions - positive and negative - that people in the target 

audience have about a company, a product or service." (6) 

 

 

No matter what definition of branding resonates with your retail ÃÏÍÐÁÎÙȭÓ 

executives, one thing is for sure. Branding is a long term and costly 

investment in the success of the business. By carefully managing a strong 

brand, you build consumer credibility, have more influence on your target 

market, and motivate shoppers to purchase from you. If done correctly, 

your retail brand will be viewed as a trend-setter, not a complacent by-

stander. The smartest marketers seek to capitalize on each and every 

opportunity to build on their branding investment. 
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In very quick fashion, consumers develop very specific expectations of the 

retailers they choose.  If the brand conforms to those expectations, down to 

when their package arrives, the retailer has achieved a meaningful 

connection. Even in the midst of overwhelming advertising clutter, the 

point of delivery is a moment to elevate your retail brand and influence the 

relationship in a positive way.  As a result of the care taken during the order 

fulfillment process, retailers can change consumer perceptions, develop 

their preferences, and foster brand loyalty. 

 

A strong brand is invaluable as the battle for customers intensifies day by 

day. It's important to spend time investing in researching, defining, and 

building your brand. After all, your brand is the source of a promise to your 

consumer. It's a foundational piece in your marketing communication and 

one you do not want to be without. But what makes a customer choose a 

brand again and again ɀ what really cements the relationship ɀ  is when the 

promise and values of the brand are delivered. Again, and again, and again. (7) 

4Ï ÓÕÃÃÅÅÄ ÉÎ ÃÏÍÍÕÎÉÃÁÔÉÎÇ ÙÏÕÒ ÂÒÁÎÄȭÓ ÕÎÉÑÕÅ ÓÔÏÒÙȟ ÙÏÕ ÍÕÓÔ 

understand the needs and wants of your shoppers. You can do this by 

integrating your brand strategies through your retail operation at every 

point of customer contact.  Brand goes beyond a logo, or even the products 

found on your ecommerce site.  Your brand includes the customer service 

you provide, the box you choose for shipping products, the offers you 

extend to loyal shoppers, and the way you handle returns.   

 

Order Fulfillment as a Brand Differentiator 
 

In 2011, approximately 179 million consumers over the age 

of 14 will research products online.  Some 83% of them will 

make an online purchase.(8) The result is nearly 150 million 

ÏÒÄÅÒÓ ÆÕÌÆÉÌÌÅÄȟ ÁÎÄ ÔÈÉÓ ÎÕÍÂÅÒ ÄÏÅÓÎȭÔ ÉÎÃÌÕÄÅ ÏÒÄÅÒÓ 

placed througÈ Á ÒÅÔÁÉÌÅÒȭÓ ÃÏÎÔÁÃÔ ÃÅÎÔÅÒȢ %ÖÅÎ ÁÔ Á ÑÕÉÃË ÇÌÁÎÃÅȟ Ãommon 

sense says that order fulfillment is a strategic place where retailers can 

make their brand shine through.  

 

Doing so requires retail marketers to step outside the lines of traditional 

ÍÅÒÃÈÁÎÄÉÓÉÎÇ ÁÎÄ ÐÒÏÍÏÔÉÏÎÁÌ ÏÆÆÅÒÓȢ  4ÈÅÙȭÌÌ ÈÁÖÅ ÔÏ ÇÅÔ ÔÈÅÍÓÅÌÖÅÓ ɉÁÎÄ 

their strategies) aligned with internal fulfillment operations to find ways to 

increase brand recognition, build loyalty, encourage repeat sales, and best 

Powerful retail 
branding will always: 
 

Ádeliver your message 
clearly. 

Áconfirm your credibility. 

Áconnect your shoppers 
emotionally. 

Ámotivate the buyer to 
shop with you again. 

Ácreate loyalty and 
positive word-of mouth 
referrals. 
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of all, differentiate your retail brand from all of the others vying for your 

ÓÈÏÐÐÅÒÓȭ ÁÔÔÅÎÔÉÏÎȢ After a purchase is made, there are several 

opportunities where your fulfillment touch-points can drive home brand 

awareness. 

 

The Anticipated Arrival 

The outgoing package is an important, and often forgotten, marketing 

asset. It's one of the customer touch-points that can reinforce a strong 

brand identity.  Branded shipping materials that stand out from the typical 

plain brown box can imprint a visual memory for the buyer, one that is 

easily recalled when it comes time to make a repeat purchase. 

 

Picture the branded shipping boxes yÏÕȭÖÅ ÓÅÅÎȟ such as those used 

routinely by Amazon. How often have you seen a package branded with the 

Amazon Ȱswooshȱȩ )Ô ÓÅÅÍÓ ÁÓ ÉÆ everyone recognizes their logo and 

ÔÙÐÅÆÁÃÅȢ (ÁÖÅ ÙÏÕ ÅÖÅÒ ÏÒÄÅÒÅÄ Á ÃÏÍÐÕÔÅÒ ÆÒÏÍ !ÐÐÌÅȩ )Æ ÙÏÕ ÈÁÖÅÎȭÔ, 

their shipping box screams high-tech, fun, and most importantly, Apple. 

!ÎÄ ÉÔȭÓ ÒÅÁÌÌÙ ÅØÃÉÔÉÎÇ ÔÏ anticipate the arrival one of those boxes, whether 

ÙÏÕȭÒÅ Á ÆÉÒÓÔ-time purchaser or a loyal Apple user.  

 

Other great examples of branded shipping parcels can be seen from 

familiar retailers such as Crate & Barrel (their white box and bold black logo 

is recognizable by almost anyone), Red Envelope (which not only has their 

logo on the outside of its packages, but also includes a distinctive red box 

and white bow on the inside), and Target (whose well-known red bulls eye is 

visible on all of their fulfillment packaging). 

 

Although your retail brand may not have achieved the level of brand 

recognition that these retail powerhouses tout, you can still follow their 

lead. Consider ScrapYourTrip.com, a Florida-based online scrapbooking 

supplier, which uses customized Priority Mail boxes from the U.S. Postal 

Service specially branded with their company logo. Founder Julie Swatek 

helped create the completely flat 16 by 16 inch boxes --a perfect fit for the 

scrapbooking paper she sells-- because prior to creating them, boxes had to 

be manually cut and taped. The sloppy look of their shipping box was 

having a negative impact on their brand identity, so she took the steps to 

change it. 

 

In terms of the type of packaging retailers choose, environmental 

awareness can also evoke a sense of citizenship that consumers respond to 

positively.  Another potential way to improve your brand messaging is to 

https://www.facebook.com/media/set/?set=a.427298471147.227715.10281726147&type=1
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utilize packing and shipping materials that are recyclable and/or are made 

from recycled content. Then, let your customers know about this decision 

by printing information on the box or adding a note inside the package. 

Boldly show that your brand cares. 

 

Consider what Columbia Sportswear does to reduce their environmental 

impact. They proudly reuse perfectly good, however slightly used, boxes via 

their A Box Life program. The program, which encourages a communal 

effort to reuse cardboard shipping boxes, also tracks the lifecycle and use of 

cardboard boxes by giving each shipped box a unique QR code and tracking 

number on individual stickers.  

 

This allows people to track the full story 

of where the box has been and where it 

goes nextȢ 0ÅÏÐÌÅ ÃÁÎ ÔÒÁÃË ÔÈÅÉÒ ÂÏØȭÓ 

progress on www.aboxlife.com, share 

pictures on a Flickr group, and tag 

relevant stories with the hash tag 

#aboxlife on Twitter posts. The program 

has been a success for Columbia, with 

more than 60 percent of ÔÈÅ ÒÅÔÁÉÌÅÒȭÓ 

purchases going out in reused boxes.(9)
  

 

Before deciding on the type of packaging to use, think about your brand 

and what images, colors, shapes and text will help communicate the kind of 

experience your shoppers will have when they receive your products. Does 

the packaging reflect the characteristics of both the brand and people 

targeted to purchase? Presenting a consistent message between the 

product and package helps build an intimate connection with your brÁÎÄȭÓ 

personality. 

 

Whether it seems obvious or not, fulfillment does play a role in the 

relationship retailers can build with their shoppers when the package 

arrives.  The arrival of a tattered or dull package can result in a ho-hum 

experience.  In contrast, a well-ÂÒÁÎÄÅÄ ÐÁÃËÁÇÅ ÃÁÎ ÄÅÌÉÖÅÒ Á Ȱ×Ï×ȱ 

ÒÅÁÃÔÉÏÎ ÔÈÁÔ ÉÓÎȭÔ ÅÁÓÉÌÙ ÆÏÒÇÏÔÔÅÎȢ 
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Helping Retailers Brand Themselves  
as Environmentally Conscious 
 

 ̈́ 'ÒÅÅÎ΅ ÉÓ ÅÖÅÒÙ×ÈÅÒÅ ÔÏÄÁÙȟ ÁÎÄ ÍÁÎÙ ÏÆ &ÉÆÔÈ 'ÅÁÒȭÓ ÒÅÔÁÉÌ ÃÌÉÅÎÔÓ ÓÅÅË ÔÁÎÇÉÂÌÅ ×ÁÙÓ ÔÏ 

implement greener practices.  Beyond the obvious branding goodwill, practical green 

ÐÒÏÃÅÓÓÅÓ ÃÁÎ ÁÂÓÏÌÕÔÅÌÙ ÁÆÆÅÃÔ Á ÒÅÔÁÉÌÅÒȭÓ ÂÏÔÔÏÍ ÌÉÎÅȢ 4ÁËÅ Á ÌÏÏË ÁÔ ×ÈÁÔȭÓ happening in 

ÓÔÏÒÅÓȟ ÁÎÄ ÙÏÕȭÌÌ ÆÉÎÄ ÒÅÄÕÃÔÉÏÎÓ ÁÎÄ ÉÍÐÒÏÖÅÍÅÎÔÓ ÉÎ ÐÁÃËÁÇÉÎÇ ÉÎ ÁÌÍÏÓÔ ÅÖÅÒÙ ÓÔÏÒÅ ÙÏÕ 

visit. Similar efforts can minimize packing materials inside our warehouse where their 

ecommerce or catalog order fulfillment takes place. 

 

/ÎÅ ÇÒÅÁÔ ÅØÁÍÐÌÅ ÉÓ &ÉÆÔÈ 'ÅÁÒȭÓ ÕÓÅ ÏÆ ÂÉÏÄÅÇÒÁÄÁÂÌÅ ÐÁÃËÉÎÇ ȰÐÅÁÎÕÔÓȱȢ  7Å ÕÔÉÌÉÚÅ Á  

water-soluble material that simply dissolves with a little bit of water, so it never winds up  

in a landfill. Our clients can promote their use of this green product by placing a small 

informational insert branded with their logo inside every package during the fulfillment 

process.  This is just one example of another customer touch where a retail brand can gain 

integrity in the eyes of the customer. 

 

We also strategize with our clients to limit the amount of packaging used, not only to find 

cost savings, but to reduce the resulting amount of landfill created. By implementing greener 

solutions, these retailers are also able to significantly minimize carbon emissions.  The big 

picture result is improved gross margins across the value chain. 

 

I believe that the best performing retailers are evaluating green options in two ways.  

 1) They want to see cost savings for their internal stakeholders, and 2) they are also 

monitoring the demand their target buyers are making for more environmentally conscious 

behavior.   

 

This is where Fifth Gear can help recommend the steps to take inside the warehouse to meet 

those customer expectations. 

 
 

 

 

 

 

A FIFTH GEAR EXECUTIVE INSIGHT 

 

 
 

Jake Vogel 
Vice President, 

Operations 
FIFTH GEAR 
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Cracking Open the Package 

People love the arrival of the products they've purchased. The anticipation 

of tearing into your package should feel like opening presents during the 

holidays. When a consumer opens the box full of the very products they 

selected, ÉÔȭÓ ÁÎ ÅÍÏÔÉÏÎÁÌ ÅØÐÅÒÉÅÎÃÅȢ   

 

The items inside ÁÒÅ ÓÅÅÎ ÉÎ Á ÐÏÓÉÔÉÖÅ ÌÉÇÈÔ Ʉ ÅÖÅÎ ÔÈÅ ÍÁÒËÅÔÉÎÇ Íaterials 

that are included. Here is your opportunity to again make strategic 

decisions during the fulfillment process on what a buyer sees and how they 

react when they crack open your package.  

 

Steps taken during the order fulfillment process will impact the way a 

shopper reacts when they open the package.  Think beyond the logistics of 

getting products into boxes, and instead focus on how you can entice the 

recipient to shop with you again and again. Carefully choose a few 

distinctive touches to show some extra care. 

 

Imprinted stickers, printed tape or shipping containers, and even those big 

plastic postage satchels can all be utilized as part of your brand messaging. 

Some companies emblazon logos on their packing tape or packages, and 

others utilize whimsical pictures based upon the type of merchandise they 

sell or a recognizable marketing campaign. 

 
What you place inside the box during fulfillment matters too.  Promotional 

inserts are easily included during the packing process, and are a time-

proven revenue producer.  Catalogers have been doing this for years, and 

online retailers should follow suit.   

 

 

  

Strategically use your 
product catalogs as 
inserts: 
 

Segment Your Offers 
Try adding targeting catalogs 
into your packages. Keep 
things fresh by continually 
testing new creative design 
and by swapping out 
products. 
 

Convert Single Buyers  
to Multi -buyers 
Segment what goes into an 
outbound shipping box 
according to where that buyer 
is in the customer lifecycle. 
Put a welcome letter and 
special offer in a new 
ÃÕÓÔÏÍÅÒȭÓ ÆÉÒÓÔ ÓÈÉÐÍÅÎÔȟ  
for example. 
 

Target Gift Recipients 
By including a special offer to 
convert gift recipients into 
customers, you can tap into 
new shoppers for almost no 
cost. Create a welcome offer 
insert that reinforces your 
brand value and entices a 
future purchase. 
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Beyond a bounce-back catalog, consider adding the following inserts to 
your outbound packages during the pick, pack, and ship process: 
 

 

¶ Repeat purchase rewards, such as a $10 gift card for every $25  

¶ Special offers for family members 

¶ Tell-a-friend program to send catalogs to those referred 

¶ An offer to text your company for special discount codes 

¶ Information on a smartphone app that will provide special offers  

¶ Garment "hang tags" that emphasize the quality of the item  

¶ A card with a staff photo and brief bio saying, "I hope you like it!" 

¶ Product samples, especially to launch a new product line 

¶ Invitations to like your Facebook page or follow on Twitter 

¶ A flyer to promote product videos on your YouTube channel 

¶ A newsletter with an insider look at your company 

¶ Mini-catalogs or sales flyers for liquidated or discontinued items 

¶ Coupon offer upon completion of a customer satisfaction survey  

¶ A survey to find out more about your customers 

 

 

Much like receipts received by consumers when they check out at brick-

and-mortar stores, the packaging slip inside the box is also a great place for 

promotional branding. After all, this is the place customers go to make sure 

they received the correct merchandise.  This is a good spot to add branding 

and cross-sell/up-sell offers. Or, try QR codes on inserts, packing slips, or 

packaging that allow recipients to access more content regarding the 

ÐÒÏÄÕÃÔ ÔÈÅÙȭÖÅ just received. Ideally, the QR code drives them to a mobile-

optimized site with a relevant call to action. Finally, always include a simple 

thank-you along with your online and offline contact information. 

 

Remember, insert programs are beneficial because they allow your 

branding to be seen by a targeted consumer who just received something 

they wanted and waited on.  There is minimal new creative required, and 

there are no additional postage costs to incur. No matter what inserts you 

choose to include, make sure they communicate your brand message with 

the same gusto found on your website or when visiting your physical stores. 

SAMPLE: 
This FIFTH GEAR 
QR Code drives 

traffic to 
infifthgear.com  



FIFTH GEAR White Paper: Branding Beyond the Sale 10 

 

 

 

 
 

The Marketing-Fulfillment Connection:  
Where Strategy Meets Buyers 
 

 When retailers think about their marketing processes and the customer experience 

continuum, all aspects of customer engagement must be optimized.  Yet all too often, the 

opportunity of marketing within operational processes ɂ such as fulfillment and shipping ɂ 

are not viewed as part of a branding strategy.  This oversight can have a huge impact on 

marketing effectiveness, particularly in terms of repeat shoppers.   

 

At Fifth Gear, we believe that order fulfillment is the point where marketing strategy meets 

ÔÈÅ ÂÕÙÅÒÓȢ  )Ô ÄÏÅÓÎȭÔ ÍÁÔÔÅÒ ÉÆ ÔÈÅ ÐÁÃËÉÎÇ ÉÓ ÇÏÉÎÇ ÔÏ Á ÆÉÒÓÔ-time shopper or a loyal 

customer ɂ there's an obvious chance to connect at the point of delivery with yet another 

brand touch.  We acknowledge that direct results of branded boxes and promotional inserts 

can be difficult to measure, but we do know for certain that this point of impression matters.  

Online shoppers are inundated with brand messages, and although I'd never argue about the 

importance of great digital marketing, fulfillment is a point where retail marketers can turn 

back to more traditional forms of direct marketing to move past the online clutter. 

 

The age-old problem of aligning sales and marketing with delivery processes remains 

challenging.  Nonetheless, this chance to drivÅ ÔÈÅ ÂÒÁÎÄ ÓÈÏÕÌÄÎȭÔ ÂÅ ÏÖÅÒÌÏÏËÅÄȢ  

If marketers leave fulfillment and distribution solely ÔÏ ÏÐÅÒÁÔÉÏÎÁÌ ÆÕÎÃÔÉÏÎÓȟ ÔÈÅÙȭÌÌ ÍÉÓÓ ÏÕÔ 

on a key connection point between their products and the customer.  Our teams at Fifth Gear 

work in a consultative manner to uncover these marketing opportunities throughout the 

order fulfillment process. 7Å ÄÏÎȭÔ ×ÁÎÔ ÏÕÒ ÃÌÉÅÎÔÓ ÔÏ ÁÓÓÕÍÅ ÔÈÁÔ ÂÙ Õtilizing an outsourced 

fulfillment house, they should allow any customer-facing opportunity to go astray. We 

encourage direct ÃÏÍÍÕÎÉÃÁÔÉÏÎ ×ÉÔÈ ÏÕÒ ÒÅÔÁÉÌÅÒÓȭ ÍÁÒËÅÔÉÎÇ ÔÅÁÍÓ ÔÏ ÅÎÓÕÒÅ ÔÈÅ ÍÅÓÓÁÇÅ 

goes well beyond taking an online order. Presenting the brand strategy to your fulfillment 

team is a critical role that marketers should take. Our position is that our retail clients should 

look beyond their pre-sales marketing assets and devise additional brand building materials 

to engage their consumer when the package is delivered and opened. 

 

9ÏÕȭÌÌ ÆÉÎÄ &ÉÆÔÈ 'ÅÁÒ ÉÓ ÃÏÎÓÉÓÔÅÎÔÌÙ ÒÅÐÅÁÔÉÎÇ Ȱ9ÏÕÒ "ÒÁÎÄȢ /ÕÒ /ÐÅÒÁÔÉÏÎȢȱ  We take the 

responsibility of handling your brand with care very seriously, especially in the warehouse. 

Clients should never shy away from sharing their branding strategy with us because, quite 

simply, we get it.  

 

A FIFTH GEAR EXECUTIVE INSIGHT 

 

 
 

Steve Warren 
Vice President, 

Business 
Development 
FIFTH GEAR 
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Satisfaction After the Sale 

Beyond packaging and inserts, perhaps the most notable impacts of the 

fulfillment process can be tied to operational efficiency.  The speed of 

fulfillment (how much time elapsed between the purchase and delivery) 

and the accuracy of the order (correct product, correct price) must meet 

consumer expectations.  If a retailer does not get these two fundamentals 

right, ÉÔȭÓ ÎÅØÔ ÔÏ ÉÍÐÏÓÓÉÂÌÅ ÔÏ ×ÉÎ ÁÎÙ ÁÃÃÌÁÉÍȢ Beyond those essentials, 

make sure that doing business with your brand is a breeze. Include clear 

instructions for how to return any items ÔÈÁÔ ÄÏ ÎÏÔ ÍÅÅÔ Á ÃÕÓÔÏÍÅÒȭÓ 

needs.  Give options for contacting customer service agents in a variety of 

ways. In the end, helpful tools and caring responsiveness can say more 

about a brand than the color of the box or the offer inside. 

 

Remember that your packages are going to your very best customers, 

those who are familiar with your brand and will most likely buy from you 

again. Those customers are anticipating a positive experience when your 

products arrive. You should make the brand experience as consistent as 

possible all the way through the post-sale business and beyond. 

 

 

Communicating With Your Fulfillment Provider 
 

In the retail world, presentation is everything. 

Perceptions take only a moment to form and tend to 

stick for a very long time. Branding opportunities, like 

the ones mentioned in this paper, only work well if the fulfillment process is 

in the hands of a provider that understands how branding and fulfillment 

intersect. 

 

Retailers must place emphasis on the powerful impact of order fulfillment, 

particularly in terms of branding.  The fulfillment process can drive a 

marketing campaign home, or sadly, derail it for good. Remember: 

¶ Your fulfillment house is the source of critical order data that can 

uncover cost efficiencies and can help increase ROI in direct ways. 

¶ The fulfillment operation is responsible for the last impression of 

the consuÍÅÒȭÓ ÏÖÅÒÁÌÌ ÂÕÙÉÎÇ ÅØÐÅÒÉÅÎÃÅȢ 

¶ Your fulfillment provider has the ability to safeguard your 

marketing from all angles, such as uncovering problems that could 

iÍÍÅÄÉÁÔÅÌÙ ÁÆÆÅÃÔ Á ÃÁÍÐÁÉÇÎȭÓ ÓÕÃÃÅÓÓ ɉe.g., defective products, 

high return rates, increase in customer service calls and emails). 
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What can you do to ensure synergy between your marketing and those 

managing your fulfillment operations? Here are a few best practices: 

¶ Share marketing promotions calendars and then ask for input. 

¶ Work closely on sales projections to set proper expectations. 

¶ Be aware of any additional services your fulfillment warehouses 

offer that you could leverage. 

¶ Ask if your fulfillment partner can source custom packaging on your 

behalf. 

¶ Educate your account manager on the data points that most impact 

brand management. 

 

Most importantly, over-communicate your overall brand strategy with your 

provider at every level of the business. Make it a part of every meeting 

agenda, and discuss branding every chance you get. In short, branding 

should always be top of mind whenever you communicate with those 

handling your fulfillment operation. 

  

 

An Enormous Opportunity 
 

The way in which a retailer leverages order fulfillment can impact consumer 

satisfaction in numerous ways.  The interactions that result from the 

meticulous combination of marketing and fulfillment strategies become a 

business asset.  However, the challenge of managing a strong retail brand 

ÄÏÅÓÎȭÔ ÁÐÐÅÁÒ ÔÏ ÂÅ letting up any time soon.  According to Forrester 

Research, direct to consumer ecommerce sales currently represent about 

8% of retail product sales in the United States, and that piece of the pie is 

anticipated to continue its growth. What's more, the online retail industry is 

estimated to be worth $279 billion in 2015.(10)  

 

Obviously, ecommerce is not going away. In fact, the channel is predicted 

to grow even more every year as in-store sales decrease. What does this 

mean to you as a retail marketer? In simple terms, it means that as the 

channel matures, so should your marketing approach. You will be 

communicating your brand message to your customers more frequently 

through order fulfillment, so don't make it an afterthought.  Instead, build 

the fulfillment process directly into your branding strategy. From branding 

your packaging to developing a thoughtful insert program, there is a 

marketing opportunity waiting right inside your warehouse facility doors. 

The opportunity is enormous. 
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The Fifth Gear Opportunity  
 
Your multi-channel retail business has an economic engine. Fifth Gear puts 
it into overdrive. At Fifth Gear, we fuel business growth for retailers and 
brand manufacturers who sell directly to consumers. Our outsourced order 
fulfillment services, customer contact centers, ecommerce technology, and 
marketing services all add up to one thing - accelerated commerce for your 
retail operation. 
 
Fifth Gear provides outsourced order fulfillment , contact center services, 

ecommerce technology, and marketing services to specialty retailers and 

manufacturers of consumer products.  

 
We serve as a single source partner to our retail clients, providing access to 
the industry expertise, infrastructure and technology they require to drive 
revenue growth.  
 
Fifth Gear is privately-held and headquartered in Indianapolis, IN with 
multiple warehouse and contact center locations in the United States. Our 
teams have supported hundreds of ecommerce and catalog brands during 
our three decades of business.   
 
You can learn more at www.infifthgear.com , or by calling us at 
800.227.4462. 
 
 
  

http://www.infifthgear.com/
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About the Author 

 
Kim Brandt is Manager of Marketing for FIFTH GEAR. Her marketing 
leadership and know-how come from 20+ years of hands-on business 
operations, project management, and marketing strategy development 
and execution. Successes include management of a hardware integrator 
start-up, launching a software training facility, marketing for a fast-
growth public safety software developer, marketing and member 
recruitment for a global trade association for the contact center industry, 
and current oversight of all marketing activities for FIFTH GEAR. 
 
+ÉÍȭÓ ÐÁÓÓÉÏÎ ÆÏÒ ÃÏÍÍÕÎÉÃÁÔÉÏÎÓ ÃÏÍÂÉÎÅÄ ×ÉÔÈ ÈÅÒ ÕÎÉÑÕÅ ÁÂÉÌÉÔÙ ÔÏ 
empower a sales organization makes her an effective liaison between 
sales and marketing teams, with proven results in both B2B and B2C 
environments. Her professional strengths include departmental 
organization, strategic planning, lead generation, campaign 
development, event planning, copywriting, internal communications, 
CRM management, and of course, branding.   
 
Contact Kim at: kbrandt@infifthgear.com. 
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