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WINNING CUSTOMERS
AT THE LAST CLICK:

USING MULTI-CARRIER MANAGEMENT
TO STAND OUT IN THE CUSTOMER JOURNEY




INTRODUCTION

“Dear Readers,

Differentiation in e-commerce is becoming an increasingly strategic challenge. In a market
where products, prices, and services are growing ever more alike, it's harder than ever to
create true unique selling points. The user experience is becoming standardized; identical-
looking webshops, the same payment options, and similar customer journeys. For many
consumers, this leads to the perception that one provider is just like any other.

But within this uniformity lies a major opportunity: those who succeed in creating a
distinctive and brand-consistent experience at the few remaining touchpoints can stand
out from the competition in a lasting way. One of the most critical of these touchpoints is

shipping.

Often seen merely as an operational end to the
customer journey, shipping is, in fact, the last physical
impression a customer receives from a brand—
making it a true “moment of truth.”

An impersonal, slow, or unreliable delivery can
undermine an otherwise positive shopping experience.
Conversely, a fast, transparent, and flexible delivery
can enhance brand perception and significantly boost
customer loyalty. This is where the concept of multi-
carrier management comes into play.

In this whitepaper, we’ll show you how modern multi-
carrier management can turn shipping into a strategic
asset—from operational excellence to sustainable
differentiation.

I invite you to rethink your shipping approach as a key success factor for your e-commerce
business.”

Philipp Blatz, Sales Manager Specialist ISS, EPG
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THE STATUS QUO
IN E-COMMERGCE

Today’s e-commerce landscape is largely defined by
efficiency and scalability. Customer needs are well
analyzed, and processes are highly automated—yet a
lingering sense of sameness remains. Shipping is often
treated as a mere cost factor, even though it represents
the final, and therefore often the most lasting, touchpoint
between brand and customer.

Digital transformation has fundamentally reshaped
online retail in recent years. Platforms and shop systems
now offer standardized solutions that allow even small
and mid-sized businesses to enter the market quickly.
However, as these tools become more widespread, the
unique selling points that once helped brands stand out
are gradually disappearing. The design of online shops
follows familiar patterns, product presentations are
heavily standardized, and checkout processes differ only
slightly from one provider to another.

On top of that, price transparency has increased
dramatically. Comparison sites, automated price
monitoring, and dynamic pricing have pushed price-
based differentiation to its limits. Consumers now
operate in a market where they can compare multiple
nearly identical offers with just a few clicks. As a result,
expectations are shifting. It’'s no longer just about the
product or price; what matters most is the overall buying
experience, the customer experience.

Customer experience goes far beyond navigating a
webshop or completing a payment. It starts with the first
digital interaction with the brand and doesn’t end with
clicking “Buy Now.” It extends all the way to delivery—
and often beyond. And this is precisely where many
e-commerce strategies fall short today. While businesses
invest heavily in performance marketing, retargeting, and
conversion optimization, shipping is still viewed primarily
as a logistical task. This perspective fails to recognize
shipping’s strategic role in customer satisfaction and
long-term brand loyalty.
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Customer expectations have also evolved. Same-day
or next-day delivery is becoming the norm. Transparent
tracking and flexible delivery options are no longer seen
as nice-to-have extras—they are expected. Yet the
importance of that final impression, the moment the
package arrives, has not fully made its way into strategic
planning for many companies.

The current state of e-commerce is
marked by a paradox. On the one hand, the
technological tools for personalizing and
optimizing the shipping process are readily
available. On the other hand, this part of the
customer journey is still rarely designed
with intention. The result is a homogeneous
customer experience in which valuable
opportunities for differentiation and
customer loyalty remain untapped.

Businesses that recognize and actively
address this blind spot can not only gain
a competitive edge but also elevate the
overall shopping experience to a new level.

Ehrhardt
Partner
Group

EPG




THE OVERLOOKED ROLE
OF SHIPPING OPERATIONS

For many companies, shipping is still seen as a functional component of fulfilment—a
necessary operational step to complete a purchase. What is often overlooked, however, is
that in today’s e-commerce world, where everything feels interchangeable, this very step
plays a crucial role in how customers perceive and trust a brand. Delivery is the moment
when a digital purchase becomes a real-life experience. It transforms a virtual product into
a tangible item, making it the most emotionally charged touchpoint in the entire customer
journey.

A positive shipping and delivery experience doesn’t just improve customer satisfaction—it
can also increase repeat purchases and word-of-mouth referrals. Conversely, a delayed,
unclear, or complicated delivery can negatively color the entire purchase decision in
retrospect, regardless of how smooth the transaction may have been. Studies show that a
significant share of negative online reviews can be traced back to delivery issues and poor
communication.

Despite its importance, shipping is still largely viewed through the lens of cost in many
organizations. Carriers are often selected based on the lowest rates, with little consideration
for customer preferences or strategic brand goals. Additionally, many online retailers still
rely on a single carrier, limiting their flexibility. This can lead to serious problems during peak
seasons, such as the holidays, or when supply chain disruptions occur.

Another undervalued aspect is shipping communication. Order confirmations and tracking
updates are essential for customers to feel in control of their purchase. When this information
is delayed, incomplete, or missing entirely, uncertainty arises. On the flip side, clear and
personalized communication builds trust and enhances the perceived service quality.
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Sustainability is also becoming increasingly relevant in shipping. Many consumers now
expect environmentally friendly delivery options. Retailers that fail to offer such choices
not only miss out on a strong marketing lever but also risk alienating eco-conscious target
audiences.

Shipping operations must therefore be reimagined—not as a necessary evil, but as a
strategic lever in the overall e-commerce experience. This is a space for differentiation,
personalization, and brand expression. A smart, dynamic shipping process, enabled by
multi-carrier management, can turn the last mile into a true value driver for both the customer
and the business.

Shipping Communication Is More Than Just a Tracking Link

Transparent, timely, and personalized shipping communication provides customers
with a sense of control and builds trust in the brand. Companies that invest in
this area create a premium service experience while reducing the risk of negative
reviews.

Sustainable Delivery Options as a Competitive Advantage

Eco-friendly shipping alternatives are no longer a nice-to-have—they are a
deciding factor for many customers. Offering choice in this area positions a brand
as forward-thinking and earns the trust of environmentally conscious audiences.
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WHAT IS
MULTI-CARRIER MANAGEMENT?

Multi-carrier management refers to a systematic approach to

controlling and optimizing shipping processes by integrating

multiple carriers into a centralized platform. At its core, it
} eliminates rigid dependencies on a single shipping provider and
enables a flexible, dynamic selection from a network of carriers.
This selection is based on variable criteria such as delivery time,
shipping costs, shipment volume, destination region, or specific
services like same-day delivery or carbon-neutral shipping.

This is made possible through specialized software solutions
that can either be integrated into existing e-commerce and ERP
\ systems or operated as standalone SaaS platforms. These tools
provide a central interface for managing shipping operations
and automatically select the most suitable carrier for each
order. Key parameters like package weight, delivery address, desired delivery time, or
even individual customer preferences are taken into account.

One of the major advantages of multi-carrier management is the ability to respond quickly
to unforeseen events. If one carrier experiences an outage, the infrastructure makes it
easy to switch to an alternative provider immediately. This increases delivery reliability
and minimizes disruptions. The system also helps balance peak loads and deploy carriers
strategically, for example, by region or shipping method.

From a financial standpoint, multi-carrier management also delivers significant benefits.
With real-time rate shopping, businesses can compare shipping costs across providers
and choose the most cost-effective option without compromising
on service quality. Retailers gain transparency into pricing structures

and can make data-driven decisions based on current rates.

Beyond operational and financial efficiency, multi-carrier
management also has strategic value. It enables businesses to make
their shipping more customer-centric. Today’s customers expect
choice, whether in delivery times, methods, or even which carrier
handles their package. The ability to offer these options dynamically
and automatically creates a competitive advantage and strengthens
customer loyalty.

Finally, multi-carrier management contributes to the standardization
and automation of shipping workflows. It reduces manual effort,

Multi-carrier management
is far more than just
a technical feature. It
is a strategic tool that
empowers online retailers

to use logistics as a means
of reinforcing brand identity
and transforming the so-
called “last mile” into a true
customer experience.

minimizes common errors like incorrect shipping labels or duplicate entries, and increases
operational efficiency. Combined with modern technologies like web service communication
and cloud-based architecture, it becomes an essential part of a modern e-commerce
infrastructure.
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SIDEBAR:

WHAT TO LOOK FOR WHEN CHOOSING

A MODERN MULTI-CARRIER MANAGEMENT
SYSTEM

A modern multi-carrier management system is much more than just an interface
for multiple shipping providers. It is a central tool for enabling flexible, efficient, and
customer-focused shipping processes, especially in e-commerce and international
logistics. The following checklist helps evaluate the most important criteria when
selecting the right system:

TECHNOLOGY & PLATFORM

B Cloud-Based Architecture
The solution should be built on a modern cloud infrastructure. This ensures
scalability, high availability, automatic updates, and maximum flexibility—
especially important during seasonal demand peaks or rapid business growth.

B Real-Time Shipment Tracking (Track & Trace)
A core requirement is the ability to track shipments in real time. The platform
should offer a clear, centralized overview of shipping status—for both internal
teams and, ideally, also for end customers.

B Proactive Shipping Communication
The system should not only display tracking data but also proactively inform users
of status changes (e.g., delays or delivery attempts) via email, SMS, or directly in
the customer account. This creates full transparency across the entire delivery
chain.

B Comprehensive Software Integration
A modern system should integrate seamlessly with existing IT environments,
such as online shops, ERP, or inventory systems. Strong compatibility reduces
implementation effort and prevents data silos.

CARRIER MANAGEMENT

B Shipping Cost Control
The platform should provide tools for analyzing, comparing, and optimizing
shipping costs, ideally in real time (rate shopping). Even at high shipping volumes,
this enables substantial cost savings.

B Integration of International Carriers
The broader the range of connected shipping providers, the more flexible the
company. The system should support various national and international carriers
such as DHL, UPS, DPD, FedEx, GLS, Hermes, etc.

B Global Scalability
The system should be ready for international deployment with support for multiple
languages, countries, currencies, and customs requirements. This is critical for
executing a global logistics strategy efficiently.
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- PROJECT RESOURCES & SUPPORT

B 24/7 Global Support
Reliable support is essential, especially when shipping issues occur. A provider
offering around-the-clock assistance ensures maximum operational continuity,
even outside standard business hours.

B Expert Logistics Consultants
Vendors should have experienced consultants and logistics specialists who can
provide support during both implementation and daily operations. The more
domain expertise available, the better the system can be tailored to specific
business needs.

- FUNCTIONAL REQUIREMENTS

B Automated Carrier Selection
The system should automatically choose the most suitable shipping provider
based on criteria like price, delivery time, weight, destination, or customer
preference—saving time and minimizing errors.

B Real-Time Rate Shopping
A strong solution will automatically compare the latest shipping rates across
providers. This allows for cost-effective decisions without manual research—
perfect for day-to-day shipping operations.

B API Integration
The platform should offer open APIs to connect seamlessly with existing
systems—such as order processing, invoicing, or warehouse management.

B Custom Shipping Rules
The ability to define business-specific rules (e.g., “Express shipping only for VIP
customers”) is essential for flexible and tailored shipping management.

B Special Delivery Options (e.g., Same-Day, Carbon-Neutral)
Today’s customers expect delivery options, including same-day shipping or
climate-friendly choices. The system should support these technically.

B High Degree of Automation
One of the biggest advantages lies in automating processes such as label
printing, shipment booking, or tracking. This reduces manual steps, prevents
errors, and streamlines the entire workflow.
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STRATEGIC ADVANTAGES
FOR E-COMMERCE

Implementing a multi-carrier management system offers online retailers far more than
operational efficiencies—it provides a range of strategic benefits that contribute directly
to long-term business success. In an increasingly saturated and competitive market, it is
precisely these differentiating factors that determine a brand’s ability to thrive.

A key strategic advantage lies in enhanced customer satisfaction. The ability to dynamically
tailor shipping options to individual needs introduces a new level of service personalization.
Customers value flexibility, whether it's choosing express delivery, climate-friendly shipping,
or pickup locations. These options not only improve the overall shopping experience but
also strengthen brand loyalty. Satisfied customers return more often, make referrals, and
act as authentic brand ambassadors.

In addition to deeper customer relationships, a multi-carrier system significantly improves a
company’s resilience in times of disruption. Whether dealing with carrier outages, strikes, or
unexpected demand spikes, a flexible network of shipping partners helps maintain delivery
capabilities. Reducing dependence on a single provider minimizes the risk of operational
breakdowns. This safeguards not only logistics performance but also customer trust.

Closely linked to resilience is the scalability of the shipping model. As companies grow,
they often hit capacity limits when working with just a few carriers. A multi-carrier approach
enables dynamic expansion—new partners can be added easily, and additional regions can
be served more efficiently. This is especially advantageous for international growth, where
meeting local delivery expectations is crucial to success.

Another strategic lever is transparency through data. Detailed insights into shipping costs,
delivery times, and carrier performance provide a solid basis for continuous optimization.
This enables businesses to take full control of operational KPIs and evolve their logistics
strategies in a data-driven and future-proof manner.

Finally, a well-executed multi-carrier management
strategy also has a positive impact on brand perception.
Companies that view shipping not as a mere obligation,

but as a personalized service, demonstrate customer focus
and appreciation. This message doesn’t go unnoticed; it
strengthens emotional brand loyalty and contributes to a
significantly improved customer experience.
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PERSONALIZATION

AND FLEXIBILITY
IN SHIPPING

In today’s digital commerce landscape, consumers are firmly at the center. They expect
personalized communication, tailored offers, and flexible services throughout the entire
customer journey. Shipping is no exception. In fact, it is one of the most tangible moments
where personalization and flexibility can be directly experienced. This is where multi-carrier
management provides a critical advantage: it enables shipping processes to be precisely
tailored to the needs of specific customer segments or even individual customers.

Shipping expectations are more diverse than ever. One customer may prioritize speed
and be willing to pay extra for express delivery, while another may prefer a cost-effective,
carbon-neutral shipping option with a longer delivery window. Others might value flexibility
in delivery location and want the choice between home delivery, pickup stations, or in-store
collection. A multi-carrier system can handle these variations efficiently and present the
most suitable shipping options in real time.
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At the heart of personalization is the intelligent linking of customer data with available
shipping options. Based on previous purchase behavior, location, preferred delivery times,
or stored preferences, the system can automatically generate tailored suggestions that
match the individual profile. The result: customers feel understood and well taken care of—a
key factor in building emotional loyalty.

On the technical side, multi-carrier management provides the flexibility needed to deliver
these experiences. Thanks to modular systems, scalable APIs, and automated decision
logic, shipping processes can be individually configured. Shipping rules can be dynamically
adjusted, for example, to automatically switch to more reliable carriers during poor weather
conditions or to prioritize providers with guaranteed delivery performance during high-
demand events like Black Friday.

This flexibility not only enhances the customer experience, it also reduces internal
complexity. Instead of manually handling exceptions, the system enables standardized
workflows with maximum personalization. The outcome: faster processing, fewer errors,
and higher customer satisfaction.

In addition, a personalized shipping approach enables
the implementation of targeted marketing strategies.
Businesses that offer premium services can actively
promote them, for example, through loyalty programs that
grant repeat customers access to free premium shipping
options. Or by proactively highlighting sustainable delivery
alternatives that appeal to environmentally conscious
shoppers. In this way, the shipping strategy becomes an
integral part of overall brand communication and serves as
an additional channel for competitive differentiation.
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RATE SHOPPING:
REAL-TIME COST EFFICIENCY

A core component of multi-carrier management is rate shopping—the dynamic, real-time
selection of the most cost-effective shipping provider based on parameters such as shipping
rates, package size, weight, delivery speed, destination, or specific customer requirements.
For online retailers, this means the ability to significantly optimize logistics costs without
compromising service quality.

Traditionally, shipping partner selection has often been static: companies sign a fixed
contract with a single carrier whose conditions apply to all shipments —regardless of whether
those terms make economic sense for every order. Rate shopping breaks this rigid model.
Multi-carrier software evaluates the current rates of all integrated carriers for each individual
order and automatically selects the most suitable option. The decision is based not only on
price but also on factors like transit time, delivery reliability, and available delivery options.

This data-driven decision-making process allows companies to design a flexible and
scalable shipping strategy. Especially in the face of shifting market conditions, seasonal
peaks, or last-minute campaigns, the ability to tap into the best available shipping rates
in real time becomes a key competitive advantage. Additionally, companies can leverage
negotiated discounts and special conditions with specific carriers for further savings.

Rate shopping also brings new levels of transparency to shipping cost structures. Instead
of relying on averages or blanket assumptions, e-commerce businesses gain a clear,
granular view of how their shipping costs are composed and which carriers deliver the best
performance under specific conditions. This transparency enables more accurate budgeting
and supports informed negotiations with logistics providers based on real performance
metrics.

Another key benefit: the customer also directly benefits

from rate shopping. Dynamic price calculation makes

it possible to display multiple shipping options during
checkout, each with accurate, real-time pricing. This
allows the customer to choose whether they prefer the
fastest, the most affordable, or the most sustainable
delivery method. This level of choice is perceived as
a value-added service and leads to higher customer
satisfaction as well as improved conversion rates during
the purchase process.
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SIDEBAR:

MULTI-CARRIER MANAGEMENT WITH RATE SHOPPING —
ALWAYS THE BEST CHOICE?

Multi-carrier management with rate shopping is much more than a pure cost optimization tool. It is a strategic control
mechanism that combines flexibility, transparency, and customer centricity. By automatically selecting the best shipping
option for each order, it not only increases cost efficiency but also lays the foundation for a modern, agile shipping strategy.

Method

Rate Shopping
(Dynamic)

Single-Carrier
Contract

Zone-Based
Shipping Rates

Weight-Based
Pricing

Dimensional/
Volumetric Weight

Flat-Rate Shipping

Combined Rules
(Hybrid Models)

Description

Real-time
selection of
the most cost-
effective and
efficient carrier
per shipment

One fixed
shipping provider
with standard
rates for all
shipments

Shipping
costs vary by
geographic
delivery zone

Rates calculated
based on package
weight

Shipping cost
based on volume
(LxWxH) rather
than weight

One fixed
shipping price

for all orders,
regardless of size/
weight

Mix of several
pricing strategies
to determine
shipping cost

Advantages

Maximum cost-
efficiency, real-
time optimization,
full transparency,
fully automated
and scalable—
future-proof

Simple, consistent
pricing

Easy to calculate,
geographically
differentiated

Fair for lightweight
shipments

More accurate
pricing for large,
light parcels

Simple checkout
experience, no
surprises

Highly adaptable
to product range
and customer
needs

Disadvantages

Initial setup effort,
quickly offset by
long-term savings

No flexibility,
potentially
high costs for
non-standard
shipments

Inflexible in
special cases

Expensive
for large but
lightweight items

Complex to
calculate, risk of
mispricing

Unprofitable
on high-cost
shipments, low
scalability

Complex
implementation
and maintenance

Transparency

Very High

Low

Medium

Medium

Medium

Low

Medium to High

Scalability

Very High

Low

Limited

Limited

Limited

Low

High

Customer Benefit
at Checkoutt

Full transparency
and choice
(price, speed,
sustainability)

No options for the
customer

Static shipping
costs

Price varies by
weight, not always
transparent to
customers

Often hard for
customers to
understand

Easy to
understand,
but lacks
personalization

Partial selection
depending on
rules applied
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DON’T REBUILD:
MULTI-CARRIER MANAGEMENT AS THE PERFECT
ADDITION TO YOUR IT LANDSCAPE

Modern multi-carrier management systems are designed to integrate seamlessly into
existing IT environments without complex system overhauls or lengthy implementation
phases. These solutions communicate effortlessly with standard platforms such as ERP,
WMS, OMS, TMS, and e-commerce systems, fitting smoothly into your existing workflows.

At the core lies a smart API structure that enables fully automated shipping processes. Order
data, addresses, package dimensions, and delivery preferences are transferred directly from
your shop system, ERP, or warehouse management software to the appropriate shipping
provider—with no manual steps in between. This not only saves time but also significantly
reduces the risk of errors.

Thanks to easy integration with existing systems, multi-carrier management becomes the
ideal extension of your current IT infrastructure. Processes remain consistent, interfaces
remain stable, yet you gain maximum flexibility. New carriers, additional shipping options,
or location-specific requirements can be added with minimal effort. The system scales
alongside your business.

What’s more, intelligent rule engines enable automated, context-aware carrier selection.
Based on predefined parameters, such as destination region, product type, or customer
preferences, the optimal shipping solution is selected automatically. This boosts efficiency
and turns shipping into a strategic success factor. Ongoing analysis of shipping data
provides actionable insights: identify bottlenecks, reduce costs, and fine-tune processes.
Advanced analytics tools create a solid foundation for continuous improvement in logistics.

Last but not least, this technological foundation opens the door to future innovations. With
artificial intelligence and machine learning, businesses can forecast shipping volumes,
predict delivery times with greater accuracy, and calculate delivery probabilities. The result is
an agile, adaptive shipping process, perfectly aligned with evolving customer expectations.

“Thanks to its open API architecture, modern multi-carrier management integrates
seamlessly into your existing systems; no disruptions, no hassle, but maximum value.”
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ECO-FRIENDLY

DELIVERY OPTIONS
AS A DIFFERENTIATOR

Sustainability is no longer a niche concern. For many consumers today, it is a key factor
in how they perceive and choose brands. Price and delivery speed remain important,
but increasingly, the environmental footprint of a purchase also plays a role. Shipping, in
particular, carries significant untapped potential for improvement, as packaging, transport,
and energy consumption collectively generate substantial CO, emissions. Addressing these
areas not only reflects ethical responsibility but also creates a genuine market differentiator.

Multi-carrier management provides the technological foundation to seamlessly integrate
eco-friendly delivery options into the shipping portfolio and present them directly to
customers at checkout. By connecting with multiple logistics providers, businesses can
prioritize carriers that offer sustainable shipping services or recommend them to specific
customer segments. This enables features such as carbon-neutral delivery, bicycle couriers
in urban areas, or consolidated shipments to be automatically prioritized.

Another key advantage is that green delivery options can be embedded directly into the
checkout process. This empowers customers to actively contribute to a more sustainable
supply chain. While these options may involve a small surcharge, many shoppers are willing
to pay it—provided the environmental impact is clearly and transparently communicated.




Multi-carrier systems also make it easy to
track and analyze sustainability metrics.
Emissions can be calculated per shipment,
aggregated, and visualized in dashboards.
These data points are useful for internal
sustainability reporting as well as for external
communication—such as on product pages,
in order confirmations, or in broader brand
messaging.

In the long term, focusing on sustainable
shipping practices not only benefits brand
perception but also positions businesses
ahead of future regulations. Already today,
numerous national and EU-level laws require
reductions in transport-related emissions.
Companies that take proactive steps now
are building resilient, future-proof logistics
strategies and reducing the pressure for
costly adjustments later on.

Customer
Satisfaction

9.0

This is about more than just regulations: sustainable
shipping builds trust. Eco-friendly delivery options are
no longer a bonus—they are a strategic lever. They offer
economic potential, strengthen brand messaging, and
create a meaningful point of differentiation in a crowded
market. Brands that communicate their sustainability

efforts credibly foster customer identification and build
lasting relationships. Especially in an era of increasing
ethical consumerism, this becomes a true asset for long-
term brand value.
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CROSS- AND UPSELLING

POTENTIAL
THROUGH POST-PURCHASE COMMUNICATION

The post-purchase phase is often underestimated, yet it represents one of the most powerful
stages of the customer journey. It offers online retailers a prime opportunity not only to
strengthen trust but also to unlock new revenue streams. Post-purchase communication, the
interaction with customers after the completion of a purchase, can be elevated significantly
through intelligent multi-carrier management, opening the door to effective cross- and
upselling strategies.

In the past, post-purchase communication was typically limited to a generic shipping
confirmation. Today, a modern multi-carrier solution enables personalized, automated, and
contextually relevant messaging. Every touchpoint, from shipping status updates to delivery
notifications and return processing, becomes an opportunity to present tailored product
recommendations, promote complementary accessories, or highlight current promotions.
Importantly, this communication doesn’t come from the carrier—it’s delivered by the
retailer. This means full control over messaging, branding, and tone of voice remains with
the merchant, allowing for a consistent customer experience and stronger brand presence
throughout the delivery process.

A concrete example: After purchasing a high-end camera, the customer
doesn’tjustreceive atracking link—they also get a personalized message
highlighting compatible lenses, camera bags, or cleaning accessories,
with direct links to the relevant product pages in the shop. This kind of
targeted post-purchase marketing is based on actual purchase data,
making it significantly more effective than generic email campaigns.

The benefits are clear: by delivering relevant content at a moment when customer attention
is already high, the likelihood of a follow-up purchase increases significantly. At the same
time, this targeted communication is perceived as helpful rather than intrusive because it
adds value rather than interrupting. The key prerequisites are intelligent data integration and
a shipping platform that supports flexible communication modules.

Beyond driving additional sales, post-purchase communication can also be used to build
long-term customer loyalty. Shipping updates, for example, can be enhanced with loyalty
points, personalized product recommendations based on purchase history, or reminders for
consumabiles. This is especially effective for products with recurring demand, such as printer ink,
cosmetics, or pet food, offering a strong incentive for subscription models or repeat purchases.

Those who actively shape their shipping communication unlock not only
new revenue potential but also strengthen customer relationships. Multi-

carrier management provides the technical infrastructure to leverage these
opportunities intelligently, automatically, and with a customer-centric
approach, turning the delivery phase into a strategically valuable touchpoint
in e-commerce.
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IMPLEMENTATION STRATEGY:
STEP-BY-STEP TO THE OPTIMAL SOLUTION

The successful rollout of a multi-carrier management system starts with a structured,
step-by-step implementation. Even the most powerful solution can only realize its full
potential if it is seamlessly embedded into a company’s existing processes, systems,
and strategic frameworks. A well-planned rollout minimizes friction, increases user
acceptance, and ensures a smooth go-live, crucial for long-term success.

/ PHASE 1: NEEDS ASSESSMENT AS THE FOUNDATION
The process begins with a thorough analysis of the current shipping setup:
Which carriers are in use? Where are bottlenecks or inefficiencies, such as lack
of transparency, limited flexibility, or cost inefficiencies? Modern systems not
only allow centralized control of multiple carriers but also provide data-driven
insights to identify areas for improvement. This analysis lays the groundwork
for selecting the right solution.

4

y PHASE 2: SELECTING THE RIGHT SOLUTION
When choosing the ideal system, it’s not just about functionality and integration
capabilities. Scalability, ease of use, support quality, and long-term viability
are equally important. Solutions that offer standardized interfaces for smooth
integration with ERP, e-commerce, and warehouse systems are especially
valuable. Field-proven platforms with international deployment experience and
modular expandability offer additional confidence.

,'PHASE 3: TECHNICAL INTEGRATION & TESTING

Once the solution has been selected, integration begins: APIs are configured,
carriers are connected, and shipping rules are tailored to operational needs. A
practical testing phase, during which typical shipping scenarios are simulated,
is essential to ensuring process reliability. Systems that support test cases and
provide automated validation tools greatly simplify this step. Equally important
are training sessions for all user groups; the more intuitive the system, the
shorter the learning curve.
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PHASE 4: STAGED GO-LIVE

A phased go-live, such as a pilot project, allows the organization to gather
real-world experience before scaling the system company-wide. Solutions
that offer flexibility and adaptability in the early stages provide a clear
advantage. This reduces risk and facilitates a smooth transition into full live
operation.

W PHASE 5: CONTINUOUS OPTIMIZATION

Go-live is just the beginning. Shipping processes can be continuously
improved—whether through the integration of new carriers, the addition of
services, or by adapting to changing customer needs. Platforms with built-in
reporting and a focus on ongoing improvement provide the necessary visibility.
Ideally, the system should allow transparent evaluation of key performance
indicators such as transit times, shipping costs, or return rates and even
generate automated suggestions for optimization when needed.

The introduction of a multi-carrier management system is much more than an IT project—it
is a strategic step towards greater efficiency, transparency and customer focus in shipping
logistics. Those who rely on a solution that combines technical excellence, flexible scalability
and deep integration capabilities create the best conditions for sustainable success.
Companies that have already taken this path rely on systems that holistically map the entire
shipping process —from carrier selection to real-time tracking.

EPG

Ehrhardt
Partner
Group

-20 -



CONCLUSION:
TURNING SHIPPING INTO A
COMPETITIVE ADVANTAGE

“Shipping is more than just a logistical process; it’s a powerful touchpoint within the customer
journey that actively shapes brand perception.” A consistent, fast, and transparent delivery
experience leaves a lasting impression and becomes associated with the brand’s reliability
and competence.

Muilti-carrier management empowers businesses to take control of this impression—
and to turn it into a strategic asset. By offering individual shipping options, personalized
communication, and dependable fulfilment, brands create a professional and customer-
centric experience. Importantly, control over both logistics and communication remains with
the retailer, a key factor in delivering consistent brand messaging.

Personalized shipping strategies directly strengthen customer loyalty. Customers no longer
see delivery as a necessary inconvenience but as part of the brand promise. Companies
that recognize and flexibly respond to customer preferences stand out from the competition.
It’s not only speed that influences brand perception but also how the delivery is handled:
sustainably, conveniently, flexibly, or with a strong service focus.

A seamless, well-communicated delivery process stays in the customer’s mind. It boosts
repeat purchases and increases the likelihood of referrals. In the best case, shipping becomes
a true brand amplifier—not just a backend process.

Shipping is brand communication on the last mile. Those who treat it as such can turn it

into a powerful tool for differentiation, customer retention, and brand building. Multi-carrier
management provides the technical foundation to make that possible.”

Philipp Blatz, Sales Manager Specialist ISS, EPG
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