
ENHANCING THE CUSTOMER EXPERIENCE THROUGH  

White Glove Delivery 
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Enhance the customer experience using big data 

Challenges with heavyweight home delivery 

Heavyweight white glove service options 

Summary & looking to the future 

Agenda 
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BuildDirect Marketplace 



Data & Machine Learning 

Using models to gain insights on what customers want & what they need 

Every Customer Interaction 
Types of products 
Delivery options 

Delivery locations 

Customer Preferences 
Time 

Budget 
Service Options 

Data 
Models  (Algorithms)  Insights  

Customer wants & needs 



Customer Vision 



Develop actionable 
insights 

Build strong programs with 
services partners 

Deliver a superior customer 
experience 

Deliver the vision with white glove services 



Billy Beane  
GM of Oakland A’s 



LOOKING AT THE GAME DIFFERENTLY! 

High Batting 
Average 

OR 

Wins 

High On-base 
Average 

& 
Good Batting 

Average 

Wins 

Conversions 

Opportunities 

What kind of team should you build? 



High Batting 
Average Statistical Models 

GETTING THE RIGHT BALANCE 

Right Trade-Offs 

High On-base 
Average 



Data Analysis Customer  
Feedback Locations 

Time 
Sensitivity 

Price 

Customer 
Satisfaction 

Big Data 

Use insights to predict & recommend the best delivery options 



          Heavyweight & Service Challenges 
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Consumers increasingly control/decide how and when they shop, 
purchase and receive their orders. 

 
 

Customers have increasing expectations on delivery - Speed, 
flexibility, security, services and cost 

 
 

Despite large/heavy item complexity - shopper expectations 
remain high 

 
 

Over 70% of shoppers expect to receive the same level of delivery 
experience regardless of shipment size  

          Heavyweight & Service Challenges 
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          Heavyweight & Service Challenges 



Can’t just leave it at the door 

 

          Heavyweight & Service Challenges 



          Heavyweight & Service Challenges 
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          Heavyweight & Service Challenges 

Rural Customers 
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          Heavyweight & Service Challenges 

Steep Driveways, Branches & Wires 



Customer 
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High Rise Customers 

          Heavyweight & Service Challenges 
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Stuff Happens 

          Heavyweight & Service Challenges 
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The Phases of the Delivery Experience: 

Excitement 

1 

Anxiety 

2 

Disillusionmen
t 

3 

Acceptance 

4 
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21 Customers want and are willing to pay for Value added services  

• Consumers increasingly make their 
buying decisions based on delivery 
options 

 

• Greater customer delivery 
expectations are being set by Amazon 
and Uber  

 

• But also by non-industry companies 
like Dominoes Pizza 
 

Customers want and are willing to pay for Value added services  

http://www.terrapinn.com/conference/home-delivery-world/Agenda-day-2.stm#a4cD0000000Huvy
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Customer Experience 

Customer Experience 
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Delivery 
Services 

VALUE 
Curbside 

Residential Delivery 
(less cost/longer lead 

time) 

STANDARD 
Curbside 

Residential 
Delivery (faster 

lead time) 

BRONZE 
Inside Home 

Entrance Drop-
Off 

SILVER 
 Room of Choice 

Delivery 

GOLD 
Inside Delivery & 

Packaging Removal 

PLATINUM 
All-Inclusive 

Delivery & 
Assembly  

Delivery across 
the first 

doorway/ garage 
✘ ✘ ✅ ✅ ✅ ✅ 

Room of choice 
delivery ✘ ✘ ✘ ✅ ✅ ✅ 

Unpacking ✘ ✘ ✘ ✘ ✅ ✅ 

Packaging 
removal ✘ ✘ ✘ ✘ ✅ ✅ 

Light Assembly ✘ ✘ ✘ ✘ ✘ ✅ 

Recommend the best customer options – reduce purchase anxiety 

Make it easy for the customer to understand – 
avoid acronyms and industry language 

Delivery Options 
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Pallet and packaging recycling 
 

 
 

Enhance the customer experience beyond the vision 

Re-use and/or re-purpose 
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Measure & trend your NPS scores 

Root cause analysis & continuous improvement  

Share feedback with service providers 

Morning Report Example 

Customer feedback provides insights on the delivery experience 
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 1) Make it easy 
  Use simple self-service tools - 60% of consumers prefer to be in control 

 
  2) Translate confusing messages  
  Use simple language that customers can actually understand. 

  
 3) Use insights to predict and recommend services to  customers  
  Customers will pay for value added services 

  
 4) Be Proactive 
  Customers understand that “stuff” happens 

Heavyweight Delivery Services – What you need to do 

Heavyweight Delivery Services – What you need to do 
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Phone: 1 (855) 727 4283 

Marbelbide@gatewaysupplychain.com 

BuildDirect.com 

gatewaysupplychain.com 

Marcus Arbelbide 
Vice President, Supply Chain Solutions 
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Discussion & 
Questions 
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