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Session Agenda & Takeaways

Agenda

• Speaker presentations

• Panelist Q&A session

Takeaways

• Importance of customer satisfaction as the center 

of fulfillment strategy

• Understand fulfillment strategies that can increase 

operational efficiencies



Building Wayfair’s Fulfillment and 

Delivery Network

Mary Kaufman, Product Owner for Wayfair Global Transportation Systems



2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 Q2'17
LTM

Wayfair: A Clear Online Leader in 

Home Goods

240+ Niche Websites;

Platform Development
Wayfair Brand 

Launched

Brand

Building
OtherDirect 

Retail

• MASSIVE ONLINE CATALOG with over 8,000,000 home products

• INVENTORY-LIGHT MODEL partnering with ~10,000 suppliers

• FOUNDER-LED since inception; co-founders own significant equity

• $3.93 BILLION of LTM net revenue with minimal inventory

• 46% Q2 YoY GROWTH in direct retail, 43% total growth 
$2,250

$1,319

$916

$601
$517

$3,380

$3,930



Average Wayfair Small Parcel Item Average Wayfair Large Parcel Item

• ~30 pounds

• ~3 cubic feet
• ~80 pounds

• ~22 cubic feet

Home Category Characterized by 

Heavy, Bulky and Damage-Prone 

Items



Our Supply Chain Vision

Dramatically improve the customer experience

by taking a hands on role building unique 

physical logistics operations

Do this by partnering with our suppliers in a way 

that makes our customers happier, and grows 

profits for our suppliers and for us



• Traditional drop-ship network leverages technology integration into supplier warehouses

• CastleGate warehouses forward-position supplier inventory to create very fast delivery for 

small parcel (1 – 2 day) and large parcel (1 week plus)

• Wayfair Delivery Network (WDN) directly manages Wayfair’s large parcel deliveries via 

consolidation centers, cross docks and last mile home delivery facilities, thereby speeding 

up deliveries, reducing damage and improving the customer delivery experience

CastleGate and Wayfair Delivery Network (WDN) Locations

Investing in Proprietary Logistics 

Network Purpose-Built for the Home 

Category

- Wayfair Last Mile 

Home Delivery Agent

- Consolidation 

Centers and Cross 

Docks (3rd Party 

and Wayfair 

Leased)

- CastleGate 

Warehouse



v= Wayfair Warehouses = Pool Point / Cross Dock= Last Mile Delivery Point

Rapid expansion has us now at 7 million square 

feet over 15 buildings with an ambitious plan in 

place to scale operations

v= Wayfair Warehouses = Pool Point / Cross Dock= Last Mile Delivery Point

Today



CASTLEGATE WAREHOUSE IN NEW 

JERSEY

CastleGate for Small Parcel Example¹

WAYFAIR DEDICATED 

TRANSPORTATION

Traditional Drop Ship Model for Small Parcel Example

SUPPLIER WAREHOUSE IN

SOUTHERN CALIFORNIA 
FEDEX / 

UPS

END CUSTOMER 

IN NEW YORK

1. Large parcel shipments can also go out of CastleGate but would use WDN instead of FedEx / UPS for last mile

6-8 total touches, 4 – 5 day delivery time

• Pre-sorting at 

CastleGate warehouse

2-4 total touches, 1 day delivery time

END CUSTOMER 

IN NEW YORKFEDEX / UPS

• Wayfair builds dedicated 

trailer for destination 

hubs

CastleGate Warehouses Enable Next-

Day & 2-Day Delivery for Small Parcel(1)



Wayfair Delivery Network (WDN) Example

FULL TRUCKLOAD 

TRANSPORTATION (ONLY 

WAYFAIR PRODUCTS)

Traditional Drop Ship Model for Large Parcel Example

3RD PARTY CARRIERS TRAVELING LESS THAN TRUCKLOAD 

(MULTIPLE STOPS AND CARRYING NON-WAYFAIR PRODUCTS)
END CUSTOMER 

IN NEW YORK

3RD PARTY LAST MILE 

DELIVERY AGENT

WAYFAIR CONSOLIDATION 

CENTER & CROSS DOCKS

WAYFAIR LAST MILE DELIVERY 

AGENT (MAJOR MARKETS) OR 

3RD PARTY (OTHER AREAS)

• Wayfair Delivery Network (WDN) describes several areas of our large parcel network where we are taking direct 

operating control instead of relying on contracted third party operators

• Enables scheduling delivery in cart, faster delivery speeds, increased customer satisfaction, reduced damage and 

costs

• By end of 2017, expect to have virtually all large parcel shipments flowing through Wayfair-controlled “middle mile” 

and Wayfair last mile delivery facilities covering 50% - 60% of US population

SUPPLIER WAREHOUSE IN

SOUTHERN CALIFORNIA 

END CUSTOMER 

IN NEW YORK

SUPPLIER WAREHOUSE IN

SOUTHERN CALIFORNIA 

6-8 total touches, 2 – 3 week delivery time

3-4 total touches, 1+ week delivery time

Wayfair Delivery Network (WDN) 

for Large Parcel Deliveries



• Wayfair employees inside the four walls of the last mile home delivery facility; highly trained drivers running trucks 

out to the customer’s home

• Feedback loop and incentives consistent with our brand, including bonuses based on the NPS score provided by the 

customer post-delivery

Large Parcel Home Delivery



From this… …To this

Evolving home delivery experience



On the day of delivery, we are providing customers with real 

time delivery tracking and notifications:

• How many stops between the current delivery and your stop

• Find out in real time when the driver is en-route to your stop

• Get real-time information about what was delivered and 

when – especially important for outdoor drop-offs 

Day-of-delivery delivery tracking



\

Sean McCartney

Executive Vice President, Global Operations

Radial

Creating a Cost Effective & 

Visible Network via 3PLs



Radial at a Glance

Driving a best-in-class consumer experience for brands & retailers

▪ Leading independent eCommerce fulfillment network in North America

▪ Leader in omnichannel commerce technologies and operations, orchestrating an eCommerce 

logistics and technology ecosystem

$60 Million In prevented fraud

21 Million Customer service contacts

$6.2 Billion In orders processed

295 Million Units shipped

25 Fulfillment Centers

Toolbox

Value-Added Warehousing & 

Fulfillment

Transportation Management

Customer Care 

Omnichannel Technology

Payments, Tax & Fraud management

Note: Statistics are for 2016



Commerce Operations & Logistics

▪ Over 13mm square feet of fulfillment capacity

▪ Inbound, outbound and reverse logistics

▪ Central, regional and multichannel fulfillment 
options 

▪ Optimized for multiple industry verticals including 
apparel & footwear, health & beauty, sporting 
goods, general merchandise and others 

295 

million
units shipped 

in 2016

50 million
peak units shipped

~80%
shipped same day

Value-Added Warehousing and Fulfillment

▪ Leveraged scale for competitive rates

▪ Extended order cutoffs with proprietary 

shipping options = Shorter Time in Transit 

▪ Experienced logistics team provides ongoing 
support 

▪ Continuous focus on cost savings and network 
enhancements

72 million
packages shipped

2.4
average days 

in transit

~90%
of North American 

orders delivered 

in three days

Transportation Management



Example of Logistics and Technology Ecosystem to 
Deliver Leading Customer Experience

Radial’s integrated ecosystem

Order
Payments & 

fraud 

management

Warehouse 

fulfillment

S
to
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Carrier pick-up 

& delivery

eCommerce 

optimized warehouse 

management systems 

combined with 

intelligent automation

to allow 

for rapid shipment

Omnichannel 

Technology to 

optimize efficiency of 

ship-from-store, 

dropship 

and consumer pickup-

from-store scenarios
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Radial’s integrated ecosystem

Payments & 

fraud 

management

Inventory 

sourcing & DOM  
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Carrier pick-up 

& delivery

Radial 

customer care

Process global 

payments and maximize 

successful authorization 

using Fraud Machine 

Learning; reconcile 13K

tax districts and global 

duties

Complex 

algorithms to 

determine optimum 

location from which to 

source order to drive 

profitable, positive 

customer 

experiences

Final product 

customization & 

configuration

Connections 

to all major and 

regional carriers

to allow for 

transparent 

consumer delivery 

experience

Single view of 

customer’s history and 

profile combined with 

leading self-service 

tech that drives high 

consumer satisfaction 

with support

Packou

t

D
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p
s
h
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Omnichannel Technology – Having 

Capabilities to Leverage Networks

▪ Fast time-to-revenue OMS to leverages existing IT 
investments with no capital expenditure

▪ Drives a rapid customer experience

▪ Minimizes markdowns by 20-30% and drives lower 
fulfillment costs

▪ Real-time data analytics and prescriptive guidance  
to manage an eCommerce operation

Order 

Management 

Dropship 

Manager
Store Fulfillment

Omnichannel

Distributed 

order mgmt.

Omnichannel 

inventory 

mgmt.

Analytics

Customer 

service tools

Ship-from-store

In-Store pickup

Ship-to-store

Mobile store 

fulfillment

Carrier 

integration

Dropship 

delivery

Dropship 

returns

Inventory 

tracker

Carrier 

integration

Ship method 

optimization

Ship-from-store 

freight



Omnichannel Technology suite: All orders + all 

inventory + all fulfillment channels = one 

seamlessly coordinated experience

A standalone, enterprise grade, retail optimized, cloud-based platform designed to deploy in weeks, 
and perform at scale

Integration Framework
work with any commerce front-end webstore, POS, Payments, Tax, Fraud, CRM, WMS, 3PL, or dropship 

network

Intelligent Order 

Orchestration and 

Sourcing ensures orders 

are routed 

to the best source location 

to optimize inventory 

and profitability while 

always satisfying your 

consumers

Enterprise Inventory 

Visibility consolidates all 

fulfillment channels to give 

an accurate view of 

Available to Promise 

inventory at any point in 

time

Pre-integrated tool 

for use by client’s 

own customer 

service 

representatives, 

with real-time 

visibility 

into orders 

and inventory

Pre-configured 

and customizable 

reports accessed 

via real-time 

dashboards, with 

ability to conduct 

comprehensive 

data modeling 

for actionable 

insights 

Order Management

Distributed Order 

Management
Omnichannel

Inventory Management

Note: Management exploring strategic path forward for Radial Order Management (ROM)



Store Fulfillment: Fulfill from any store, direct to 

consumer, no matter where they buy, with 

Ship-From-Store, BOPIS, Dropship

− Leveraging Stores:

− Allow for same day pickup 

(BOPIS) and delivery 

(through courier 

integrations)

− Enable next-day delivery      

at lowest costs

− Make everything “in-stock”

− Leverage fixed costs more 

efficiently

− Markdown less inventory

Store Fulfillment Solutions



Dropship: Expand your inventory with a web-

based, host system agnostic dropship application 

with client-defined workflows and add-ons

− Expanded inventory

− No working capital

− Faster revenue 

recognition 

− No manual processing

Dropship



Enabling the Best-in-Class Customer 

Experience – Creating a 

Multi-Node Fulfilment Network 
Fulfillment centers cover nearly all key consumption centers across the US from zero to 48 hours

Total GDP by state

$0bn

$3,000bn

Customer Care Centers

Fulfillment Centers

Omnichannel-enabled Stores



Fulfillment & Transportation Solutions – Core 

Capabilities to Create Customer Experiences

Core Fulfillment Offerings
Value Added Fulfillment 

Services
Personalization

Logistics

Direct to consumer

B2B (replenishment 

model)

Warehouse and 

inventory 

management

Advanced 

pick/pack/ship

technologies

Reporting portal

Engraving

Embroidery

Embossing

Customized 

gift cards

Gift messaging

and packaging

Kitting

Gift wrap

Custom packaging

Marketing inserts

Custom blending

Subscription programs

Proprietary Shipping 

Solutions

International Shipping

National/Regional 

Delivery & Carriers

Freight Audit and 

Payment

LTL Outbound              

and Inbound

White Glove

Returns Logistics

Logistics Dashboard

Transportation 

Management

Designing a balance 

between customer 

experience and costs



Customer Care – Overview of Core 

Contact Capabilities 

▪ eCommerce requires a strong contact strategy to 
support post-order service

▪ Multiple Common languages

▪ Business intelligence, voice to text analytics              
& reporting to optimize service

▪ Innovation with integrated technology (e.g. Mobile 
Messaging – Track & Trace, Order Status, etc..)

Interactive 

Analytics 

Workforce 

Optimization

Visual IVR 

Mobile 

Engagement

Learning 

Management 

Self-Service 

Options, 

Routing 

& Skilling

Dedicated 

Agents

Shared Agents

Designated 

Agent

Multiple 

Languages 

Business 

Intelligence 

& Reporting

Voice 

Recording 

& Screen 

Capture

Robotics 

& Discreet 

Desktop 

Analytics

VOC & 

Benchmarking

Enabling 

Technology

Customer Care

Phone, Email, 

Chat, Social 

Media

Customer Care Solution Suite



A Team of 140 Thousand   - Driving $26 Billion Annual Sales 

Our Brands

Macy’s Bloomingdale’s Blue Mercury

Macys.com Bloomingdales.com Bluemercury.com

Macy’s Backstage Bloomingdale’s Outlet

800 Stores in 45 states, the District of Columbia, Guam and Puerto Rico 

Direct to consumer delivery across the U.S. and over 100 countries worldwide

Our Support Network
• Logistics & Operations

• Corporate Services

• Credit & Customer Service

• Systems & Technology

Like No Other 

Store

In the World

America’s

Department

Store

We are Macy’s, Inc.



A Unified Network

A Single Agile Inventory

Flexible Fulfillment 

The Seamless 

Shopping  

Experience

get the 

app

Omnichannel Retailing



RFID empowers our inventory in the dynamic store environment

Inventory Accuracy

Pick to Last Unit

Display Audit

Back to Front….Sales Floor Replenishment

The Role of RFID at Macy’s



RFID Enables Opportunities to Greatly Enhance the Overall Customer 

Experience and Grow and Improve: 

Together We Win

– Market Share

– Sales

– Gross Margin

– Mobile Engagement

– Omnichannel Fulfillment 28



Panelist Q&A

• Mary Kaufman

• Sean McCartney

• Bill Connell



Questions



Don’t forget to fill out the session evaluation 

on the Conference App
sponsored by LeanLogistics 

“I shall participate, I shall contribute, and

in doing so, I will be the gainer.”

– Walter Annenberg


