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A growing number of retailers are seeing the 
benefits of utilizing the services of a vendor 
rather than handling every facet of their 
ecommerce operation themselves. 

In fact, 66.0% of Internet Retailer’s 2019 Top 1000 
retailers use a vendor to power their ecommerce 
platform, compared with 34.0% who manage all, 
or at least some, of their platform management 
in house; 84.2% of Top 1000 retailers use a vendor 
for email marketing, compared with 15.8% that 
handle it in house or at least partially in house; 
and 79.2% of Top 1000 retailers use a vendor for 
personalization services compared with 20.8% 
that handle it in house or partially in house.

Additionally, 65% of retailers choose to use a 
vendor—compared with 35% who selected in 
house—when implementing a new technology, 
according to Internet Retailer’s 2019 Ecommerce 
Technology Survey of 160 retailers conducted in 
August 2019. 

INTRODUCTION
RETAILER SURVEY

RETAILER SURVEY

NEW TECHNOLOGY: IN HOUSE VS. VENDOR

TOP REASONS RETAILERS USE A VENDOR

When implementing a new technology, do you typically 
use a vendor or try to build the technology in house?

What are your reasons for using a vendor? (Multiple responses allowed)

Source: Internet Retailer Ecommerce Technology Survey of 160 retailers in August 2019

65%
Vendor

35%
In house

We don’t have  
the expertise  

in house

Vendors are 
specialized in  

their fields

We’ve found it 
is faster to get a 

project completed 
when using a vendor

We’ve found it is 
cheaper to use a 

vendor than build 
from scratch

Our employees  
are too busy  
with other  
projects

There is more 
accountablity  

when we use an  
outside vendor

Other (increased 
agility, keeping 

pace with newer 
technology)

70% 48% 15%64% 30%37% 2%

Source: Internet Retailer Ecommerce Technology Survey of 160 retailers in August 2019
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And retailers trust vendors have the expertise 
that their own staff don’t to upgrade or 
implement new technology. 70% choose a 
vendor because they don’t have in-house 
expertise and 64% do so because vendors are 
specialized in their field, according to the survey. 
(Respondents could select multiple responses). 
48% of retailers found it faster to get a project 
completed when using a vendor, and 37% said 
it is cheaper to use a vendor than build the 
technology from scratch in house.

Across nearly every aspect of ecommerce—
from ecommerce platforms to site design to 

RETAILER SURVEY

RETAILER SPENDING PROJECTIONS FOR ECOMMERCE TECHNOLOGY
Will your spending on ecommerce technology and services increase, decrease or remain the same over the next year?

Source: Internet Retailer Ecommerce Technology Survey of 160 retailers in August 2019

Increase 81%

Decrease 2%

Remain 
the
same 17%

marketing to fulfillment—vendors offer a slate 
of services that can provide retailers with 
everything they need to get their ecommerce 
operations up and running, or to improve upon 
outdated practices. Plus, many retailers are 
ready to invest in more technologies. 81% of 
survey respondents said they plan to increase 
their spending on ecommerce technology and 
services in the next year to add more services 
and technology to their operations. That 
suggests the time is ripe for vendors to market 
their services to retailers that are ready to 
boost their offerings to keep up with growing 
ecommerce demand.



©Copyright 2019 Internet Retailer® (a Digital Commerce 360 brand) & Vertical Web Media LLC.  All rights reserved. Data as of September 2019.

2020 LEADING VENDORS TO THE TOP 1000

improve conversion rate (71%), retain existing 
customers (57%), better personalize shopping 
experiences (49%), improve mobile shopping 
experience (47%), reach more buyers 
through social media (42%), and enhance 
cybersecurity measures (14%).

86% of online merchants plan to increase their 
ecommerce technology spending to attract 
new customers, according to the survey, 
making it the top response. (Respondents could 
select more than one answer.) Other reasons 
to increase spending include the following: 

INTRODUCTION

Attract new customers 86%
Improve conversion rate 71%
Retain existing customers 57%
Generate more sales from repeat customers 54%
Better personalize shopping experiences 49%
Improve mobile shopping experience 47%
Reach more buyers through social media 42%
Improve desktop and mobile website performance 41%
Generate more traffic and sales through mobile commerce 40%
Support more cross-channel shopping and marketing/merchandising 36%
Increase ticket size 26%
Mobile site development 20%
Enhance cybersecurity measures 14%
Mobile app development 13%
Other (kiosks, operations and fulfillment) 5%

RETAILER SURVEY

REASONS RETAILERS SPEND ON ECOMMERCE TECHNOLOGY
What are your main reasons for spending more on ecommerce technology over the next year? (Multiple responses allowed)

Source: Internet Retailer Ecommerce Technology Survey of 160 retailers in August 2019
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(32%), too many options to choose from (17%) 
and getting management approval (13%). 

The message is clear: Ecommerce retailers want 
better-performing sites on all devices, to reach 
more customers, convert more shoppers to buyers 
and encourage those shoppers to come back by 
providing fast shipping and top-tier customer 
service. But checking all those boxes on their own 
can seem insurmountable to some. Vendors can 
take over some, if not all, of those tasks to deliver a 
seamless shopping, shipping and customer service 
experience for retailers’ customers. 

But upgrading technology is not always easy. 
The No. 1 challenge for retailers that want to 
upgrade technology is lack of funds, which 47% 
of survey respondents selected. Even so, plenty 
of merchants plan to significantly increase their 
spending: 9% will increase their ecommerce 
technology spending more than 50% over the 
next year, while 50% of respondents plan to 
increase spending 10-25%. 

Other challenges to upgrading ecommerce 
technology include not enough experienced 
staff (36%), too many older systems to integrate 

INTRODUCTION

RETAILER SURVEY

RETAILER SURVEY

CHALLENGES IN UPGRADING ECOMMERCE TECHNOLOGY

HOW MUCH RETAILERS PLAN TO SPEND ON ECOMMERCE TECHNOLOGY

In general, what are the main challenges you face in upgrading your ecommerce technology? (Multiple responses allowed)

How much of an increase in ecommerce technology spending do you anticipate over the next year?

Lack of funds Not enough 
experienced staff

Too many older 
systems to integrate

Too many options  
to choose from

Getting management 
approval

Other

47% 36% 32% 17% 13% 11%

Source: Internet Retailer Ecommerce Technology Survey of 160 retailers in August 2019

Source: Internet Retailer Ecommerce Technology Survey of 160 retailers in August 2019

10% 19% 25% 25% 12% 9%

5% or less 5.1%-10% 10.1%-15% 15.1%-25% 25.1%-50%
More than 
50%



Source: Digital Commerce 360 2021 Leading Vendors to 
the Top 1000. 

Note: Category leaders are ranked on the total number 
of clients they have in the 2020 Digital Commerce 
360 Top 1000. Only parent companies of retailers are 
included. The information on this page is sponsored by 
the vendor but all data originated from the Top 1000 and 
editorial content was supplied by Digital Commerce 360. 
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Fulfillment Services

SADDLE CREEK LOGISTICS SERVICES

Saddle Creek is a third-party 
logistics provider, specializing 
in designing and delivering 
omnichannel supply chain 
services for retailers. The 
company offers order 
fulfillment, warehousing 
and transportation services 
as stand-alone offerings, 
or as part of an integrated 
logistics service. Retail clients 
have access to a nationwide 
network of strategic fulfillment 
locations, and a full range of 
transportation capabilities 
including a large private 
fleet, brokerage services and 
extensive relationships with all 
major parcel providers. Saddle 
Creek also offers robust 
technologies for advanced 
visibility and order processing; 
scalable resources to handle 
seasonal or promotional 
fluctuations; value-added 
services such as kitting and 
engraving; the ability to pick, 
pack, and ship orders B2B or 
B2C or through marketplace 
sites; and same-day shipping 
for most orders received 
by 2 p.m.

TOP 1000 CLIENTS BY CATEGORY

Web Only: 1     Chain: 3     Manufacturer: 1     Catalog/Call Center: 0

TOP 1000 CLIENTS BY WEB SALES

$40M or less: 0     $40-125M: 3     $125-500M: 1     $500M or more: 1

Bealls

Ipsy

Lovesac Furniture

Lowe’s Cos.

Rack Room Shoes

4
(TIE) 5

SCLogistics.com 1966

$4.70 BILLION

Logistics services for omni-
channel fulfillment, ware-
housing and transportation, 
as well as other value-added 
services like packaging, kitting, 
display building, embroidery 
and engraving.  

Pricing: Pricing and fees vary.

3010 Saddle Creek Road
Lakeland, FL 33801
863-665-0966

MANAGEMENT
Mark Cabrera, CEO
Tom Patterson, SVP, Warehouse 

Operations
Donna Slyster, CIO

https://www.sclogistics.com/prime


SPONSORED CONTENT

Trying to contain fulfillment costs while getting orders to 
customers quickly and efficiently is not a new challenge 
for retailers. But the pandemic has certainly added to the 
complexity. As labor shortages persist and carrier availability 
and costs remain in flux, retailers are scrambling to make 
good on their promise to deliver satisfying shopping 
experiences for their customers from start to finish. 

To discuss how third-party logistics providers (3PLs) can 
step in to alleviate that fulfillment burden and reduce 
costs, Digital Commerce 360 spoke with Mike Jennison, 
vice president of supply chain engineering at Saddle Creek 
Logistics Services. 

Why is it difficult for retailers to control 
fulfillment costs?

Order fulfillment can take a toll on retailers’ operational 
budgets. Costs for warehouse space, labor and shipping 
add up, particularly when online sales volume increases. 
Because it requires piece-picking a high volume of 
individual orders, ecommerce fulfillment tends to be more 
labor-intensive than traditional warehousing operations. 

Ecommerce operations typically require more storage 
space as well. Many companies are also adding distribution 
centers in closer proximity to their customers to save on 
transit time and cost. Light-industrial space is priced at a 
premium in many markets due to growing demand. Of 
course, efficient deliveries and returns come at a cost as 
well—especially as parcel shipping rates continue to rise. 

How has COVID-19 impacted fulfillment 
costs?

The coronavirus has only intensified cost concerns. Labor 
shortages, new safety protocols, facility shutdowns due to 
outbreaks, pressures on inventory—whether too much or 
too little—and parcel carrier capacity issues are just a few of 
the factors driving up fulfillment expenses.

How can a 3PL help retailers reduce space 
and labor costs? 

Experienced third-party providers have the resources and 
expertise to help retailers manage costs in a number of 

ways. Utilizing a 3PL’s conveniently located, fully staffed 
distribution facilities can be more cost-effective for 
retailers than investing in the permanent infrastructure 
themselves. They’ll have access to flexible space and labor 
but pay only for the resources they use. This is especially 
helpful when business fluctuates dramatically, as it has 
during the pandemic.

3PLs also can optimize fulfillment operations to ensure 
peak efficiency. They will often build out space with higher 
ceilings, narrow aisles, and customized racking solutions 
to increase storage density and maximize picking capacity. 
Automated fulfillment and material handling solutions can 
also help to enhance order velocity.

What can a 3PL do to help retailers control 
parcel shipping costs?

Retailers can tap 3PLs’ expertise and robust technologies to 
help manage and streamline the shipping process without a 
major overhead investment. By utilizing order management 
systems (OMS), parcel analytics tools and rate-shopping 
software, 3PLs can help to determine the most economical 
solution to meet end customers’ transit expectations.

3PLs also can help retailers optimize their network 
configuration to move products closer to end customers. 
With strategically located distribution centers, it is often 
possible to deliver products in two days using ground 
service instead of air to help reduce costs.

Why is continuous improvement critical for 
managing fulfillment costs?

To be competitive in the marketplace, retailers must 
continually seek out ways to satisfy their customers 
more cost-effectively. A 3PL is always on the lookout for 
opportunities to drive costs down. By utilizing quality 
management methodologies such as Lean Six Sigma, they 
can help streamline operations, improve accuracy, increase 
productivity and control costs.

An executive conversation with 
Mike Jennison, vice president of  

supply chain engineering,
Saddle Creek Logistics ServicesManaging rising fulfillment 

costs through the pandemic 
with the help of 3PLs

https://www.sclogistics.com/prime


Meet Your Customers’ 
Ecommerce Needs. 
EXACTLY.

Today’s online shoppers have high expectations.  
They want seamless service, real-time information, fast and free shipping, 
and more. Our ecommerce fulfillment solutions deliver precisely what 
they’re looking for.

Contact an ecommerce fulfillment expert today.

866-668-0966  |  sclogistics.com/ecommerceLV

www.sclogistics.com/ecommerceLV
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