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introduction contents
Over the holidays, the news highlighted the growth of retail sales (+5.2%) and specifically online sales 
growth (+18%), and rightfully so.  But what is often buried in the headlines is the area of the greatest 
growth in retail – Buy Online and Pickup in Store (BOPIS) which was up by over 46% for the holidays.1  The 
BOPIS experience is the focus of this collaborative research effort from Secret Shopper and IHL Group.  
Between October and December of 2018, we sent 300 secret shoppers to research the BOPIS process for 10 
top retailers across the US. 

The data we share here is both a current ranking of the retailers by experience, as well as a state of the in-
dustry – demonstrating where consumers are pleased with the BOPIS process and where things are falling 
short.  It is important to note, the research here does not focus on a process that is prevalent among grocery 
stores, where products are delivered to a vehicle.  Instead, it specifically examines BOPIS experiences 
where the consumer buys the product online, but must come into the physical store to pick up the items. 
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1. Adobe Analytics. “Retail Unwrapped” 2018.  http://bit.ly/2F2uiza
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The Retailers Include:

 9 Bed, Bath and Beyond

 9 Best Buy

 9 Home Depot

 9 Kohl’s

 9 Lowe’s Home Improvement

 9 Macy’s

 9 Nordstrom

 9 Staples

 9 Target

 9 Walmart
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METHODOLOGY AT A GLANCE contents

The metrics in this report are based on the BOPIS Experience Scale, a survey instrument developed by Dr. Haroon 
Abbu, Vice President of Analytics at Bell and Howell. The scale measures and scores the four components of a BOPIS 
experience by asking consumers to rate their:

• Online purchasing experience

• In-store pickup experience

• Total pickup time from entry to exit

• Likeliness to recommend/use the service in the future

Each criterion is scored on a five-point Likert scale. Overall BOPIS score is calculated based on weighted scores of 
each component. The same scale can also be used to measure the impact of implementing in-store pick up technology 
and to assess any uplift in net promoter score. 

300
 Shopping Experiences

Oct - Dec 2018 United States

BOPIS EXPERIENCE SCALE
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SHOPPERS RANK THEIR CURRENT BOPIS EXPERIENCE

The good news is shoppers really like the BOPIS service when it is offered (4.40 out of 5-point scale where 5 is Extremely Satisfied and 1 is Extremely Dissatisfied).  The 
bad news is there are wide disparities in the ratings across retailers due to issues of execution of the process.  Some retailers are consistently strong throughout the
entire BOPIS process, from purchasing orders online to notification timelines and the in-store pickup experience.  Others, however, are currently very strong in the online 
portion of the transaction but are not doing so well in the execution of getting the orders ready for customer pickup.  It is in these areas of order execution, once the 
consumer submits the order, where the industry is still struggling. 

For the entire BOPIS experience, our shoppers rated Best Buy at 4.70 and The Home Depot at 4.67 as best currently.  They were both consistent in all phases of the 
experience and across geographies.  These were followed by Bed Bath & Beyond (who excelled in the notification and pickup experience), and Kohl’s (who was above 
average in nearly all categories).  

At the bottom of the ratings among the secret shoppers were Staples, Macy’s and Walmart.  While our shoppers rated the online experiences for each as average to above 
average, the inconsistency in notification times and poor store-level execution during the pickup process pulled their overall ratings down.

4.70 4.624.67 4.534.53

4.374.48 4.134.20 3.77
Rating on 1-5 Where 5 is Extremely Satisfied and 1 is Extremely Dissatisfied

contents



4

BOPIS State of the Industry

www.Orderdynamics.cOm www.BellHowell.net

GEOGRAPHY MATTERS

Now, just as there are differences by retailers, there are also differences by geographical location of the shoppers.  While shoppers in the South and Midwest had 
satisfaction ratings very similar to the overall average, we saw polarizing numbers between shoppers in the West, who rated the experience significantly higher, and 
Northeast, who rated the experience significantly lower than the overall average.  The biggest difference in these regions is the ratings of adequate staffing levels at the 
stores offering pickup.  92% of the shoppers in the West said the pickup counter was adequately staffed, where shoppers in the Northeast only rated it adequate 72% of 
the time.

Northeast
4.10

West
4.67

South
4.40

Midwest
4.38

Rating on 1-5 Where 5 is Extremely Satisfied and 1 is Extremely Dissatisfied
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Notification Time

Average Pickup Notification Time

a closer look at tHe Bopis experience

As we mentioned earlier, we analyzed the typical BOPIS experience by 3 components:  the online 
purchase process, the time for communication that the order is ready, and the pickup process.  Let’s 
take a closer look at each.

Pickup Process

Pickup Location

Specific Pickup Parking

Pickup Signage

Pickup Staff

Readiness of Pickup Items

Pickup Technology

Online Purchase 
Process
Ease of Finding Items

Checkout and Payment Process

BOPIS Items Clearly Indicated

In-stock Indication

Clear Pickup Instructions Online

Breaking Down the BOPIS 
Experience

The Buy Online Pickup In-Store Experience can be 
broken down into three sections: 

1. Online Purchase Process

2. Notification Time

3. Pickup Process

BOPIS

WHAT DID THE SECRET SHOPPERS LOOK FOR?
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ONLINE PURCHASE PROCESS

As part of the research, we asked shoppers which devices they used for their online purchase.  
In total, 61% of the shoppers used a PC and 39% used a mobile device. What we found very 
interesting is that only 29% of the shoppers on the mobile devices actually used a retailer’s app as 
part of the process.  

Our hypothesis going in was that those consumers who used the app would rate the online purchase 
experience as higher than those who simply used a mobile browser.  But, what we found was that 
the experience satisfaction was essentially the same as the browser experience.  Looking deeper, 
we found that while finding things might be easier while using the app, the flexibility of payment 
options in the browser experience to be marginally better particularly if the payment card was not 
already on file.

Which Device Did You Use to 
Place This Order?

61%

39%

Did You Use a Mobile App to 
Place the Order?

23%

77%

Flexibility is Key

Not needing a credit card on file for a 
seamless check-out experience meant that 
the browser experience rated better than 
using a retailer’s app.

6
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As we looked at specific retailers for the actual online experience, it was important to note that most of the retailers scored very well here with the average 
experience of 4.36/5.0.  Lowe’s Home Improvement was rated the highest at 4.72/5.0 for the overall online buying experience. Lowe’s also rated highest for 
finding items, the best desktop purchase experience, and second best for the mobile purchase experience.  Other retailers were particularly strong in one area 
and not as strong in others.  For instance, Nordstrom rated a perfect 5.0 for the mobile shopping experience, but they did not place in the top 5 for the desktop 
shopping experience.  And Bed, Bath and Beyond scored very high on the desktop experience, but not as strong on the mobile purchase experience among our 
secret shoppers.

ONLINE PURCHASE PROCESS

4.72

4.53

Top 5 Overall Online Purchase Experience

4.50

4.50

4.50

Top 5 Desktop Purchase Experience Top 5 Mobile Purchase Experience

4.79

4.60

4.59

4.57

4.50

5.00

4.67

4.64

4.50

4.38
Rating on 1-5 Where 5 is Extremely Satisfied and 1 is Extremely Dissatisfied
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While most retailers scored very well for the online portion of the process, it is around customer 
notification and communication where we start to see a big separation among retailers.  This really 
reflects the retailer’s focus on streamlining the BOPIS process, with adequate staffing and quality 
inventory systems.

The overall average for the ten retailers surveyed was 5.9 hours from order completion to 
notification that the order was ready for pickup, but this ranged dramatically.  Bed, Bath, and Beyond 
was by far the best at this with an average of 2.1 hours from order completion to notification that 
item(s) are ready for pickup.  Target also excelled here with an average of 2.7 hours from order 
placed to item(s) ready for pickup. 

NOTIFICATION TIME

Average Pickup Notification Time 
from order completion to notification that 

item(s) are ready for pickup:

Top 5 Retailers for Notification of 
Orders Ready for Pickup

Average Time in 
Hours

% Notified in Less 
Than 1 Hour

Bed Bath & Beyond 2.1 72%

Target 2.7 63%

Kohl’s 3.2 73%

Best Buy 3.8 63%

Staples 4.9 63%

5.9

5.9 Hours
Note: The 5.9 hour figure skews high due to 25% - 40% of merchan-
dise that required significantly more time to source for a pickup (i.e. 
24 - 48 hours)
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In total, shoppers stated that 79% of their orders were 
ready in less than 4 hours, with 51% of orders being 
ready within 1 hour or less.  

What is easy to see is that there is a definitive 
correlation between the time of notification and the 
rating of the overall experience.  Right now, the major 
point of delineation is 4 hours from order to pickup 
ready. Shoppers that were notified within 4 hours were 
19% more likely to use the service again and 15% more 
likely to recommend the service to others.  Without 
question, the faster the order is ready the better the 
customer experience. However, at the 4 hours mark it 
significantly reduces the satisfaction rating.

NOTIFICATION TIME

1 2 3 4 5

Overall Buy 
Online Pickup 

In Store 
 Experience

Likely to Use 
Service at That 
Retailer Again

Would 
Recommend 

Service to 
Others

Pickup in Store  
Experience

Less Than 4 Hours

More Than 4 Hours

4.50

3.97

4.40

3.69

4.46

3.87

4.42

3.89

sHopper satisfaction scores

Orders Were Ready in Less Than 4 Hours

79%

Rating on 1-5 Where 5 is Extremely Satisfied and 1 is Extremely Dissatisfied
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The third area of review for BOPIS is the store pickup experience.  One of the biggest developments 
we have seen in recent years is the migration of the pickup location to the front of the store. We 
know from previous IHL research that use of BOPIS by consumers over the age of 55 drops by nearly 
75% if the pickup location is at the back of the store. Retailers have made big strides in moving 
the pickup location forward.  Among our shoppers, they reported that 80% of the time the pickup 
location is now in the front of the stores.

Overall consumers rated the store pickup experience at 4.37, slightly below the rating of the overall 
experience of 4.4.  At 4.73, The Home Depot was rated the highest for the overall store pickup 
experience, with a dedicated area often less than 30 feet inside of the store.  Best Buy came in 
second at 4.6 followed by Kohl’s, Bed Bath & Beyond and Nordstrom with above-average ratings.

As this experience is somewhat nuanced, we looked deeper at specific areas of the process within 
the store. These areas included staffing the pickup counter, the transaction, as well as the time it 
took to complete the entire pickup process.  In these ratings, we asked the percentage of time they 
could answer yes to each of the following questions.

STORE PICKUP EXPERIENCE: OVERALL RATING

4.73

4.60

Top 5 Retailers by Overall In-Store Pickup 
Experience

4.53

4.52

4.43

Moving BOPIS to the Forefront

Where in the store the pickup location is placed 
makes a huge difference, with customers over the 
age of 55 stating that they will generally not use 
BOPIS if the store pickup is in the back of the store. 
But retailers have listened, as now 80% of the time 
in the stores we studied, the pickup location was in 
the front of the store. 

Rating on 1-5 Where 5 is Extremely Satisfied and 1 is Extremely Dissatisfied
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Staffing the Pickup Counter

When customers show up, how often do they find the pickup area adequately staffed?  Our 
shoppers said 80% of the time it was properly staffed with the highest being 93% and the lowest 
being 57%. 

After the staffing levels, we then asked if the associate knew where their order was located.  89% 
of retailers knew where orders were located, with Target, Best Buy, and Lowe’s Home Improvement 
rating 97% or higher. Nordstrom, Staples, and Walmart rated the lowest in this area.

STORE PICKUP EXPERIENCE: STAFFING

Is Anyone There?

Across all of the retailers, the pickup 
counter was adequately staffed 80% of 
the time. However, out of the ten retailers, 
the worst retailer only had staff at their 
pickup counter 57% of the time.   

Top 6 for Pickup Counter Adequately Staffed

93% 93% 90%

90% 87%87%
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Transaction Efficiency at the Pickup Counter

Next, we asked the shoppers to rate the percentage of time the store associate 
completed the process accurately without any issues.  The overall average was 
rated at 88/100, but if we were to exclude one outlier that rated at 63/100, the 
average would be 91/100.

STORE PICKUP EXPERIENCE: TRANSACTION

Top 5 for Transaction Completed with No Issues

97% 97% 93%

93% 93%

With the fastest pickup times, Home 

Depot, Best Buy and Bed, Bath & Beyond 

take the top three spots for overall 
satisfaction with the BOPIS experience.  

Time is Loyalty
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How Long Did it Take to Pickup the Items?

Finally, the shoppers were tasked with noting the amount of time that it took to complete the pickup process.  It would surprise no one that the speed of the pickup process 
has a direct correlation to the overall satisfaction with the pickup process.  Here we evaluated three specific things, illustrated below.  First, the total time to complete the 
entire process (from coming in the store to completing the pickup transaction). Next, the time it took for the associates to find the order.  And then finally, the time for the 
other aspects of the process (time to walk to counter, ringing up transaction, payment, packaging items).

On average, it took associates about 2.6 minutes to find the merchandise and a little more than 5.5 minutes from the time the shoppers set foot in the store to the 
completion of the pickup. This meant nearly 3 minutes for travel through store and completing the bagging and payment portion of the transaction.

STORE PICKUP EXPERIENCE: OVERALL TIME TO COMPLETE PICKUP PROCESS

Total Time from Entering Store

 (Minutes)

Overall Average Time Per Activity

Time for Associate to Find Merchandise

(Minutes)

Time for All Other Activities

(Minutes)

5.58 2.60 2.98
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The Home Depot rated the best in total time at a little under 4 minutes followed by Bed Bath and Beyond, Best Buy, Lowe’s Home Improvement, and Staples all with 
total times under 5 minutes.  What is interesting is that some retailers are very efficient at finding the merchandise, and others are faster at all the other activities of the 
transaction.  For instance, Bed Bath and Beyond was rated as the fastest for associates to find orders when a customer comes in for pickup, nearly 2 minutes faster than 
Staples.  But Staples is nearly 1.5 minutes faster on all the other activities involved (coming through store, ringing up).  As you can see from the data, each retailer has their 
strengths, and some have some glaring weaknesses in their current process.

STORE PICKUP EXPERIENCE: TIME DETAILS

Retailer
Total Time from 
Entering Store 

(minutes)

Time for Associate to 
Find Customer Order 

(minutes)

Time for All Other 
Activities 
(minutes)

Home Depot 3.97 1.45 2.52

Bed Bath & Beyond 4.41 1.28 3.13

Best Buy 4.45 1.57 2.88

Lowe’s Home Improvement 4.48 1.41 3.07

Staples 4.93 3.22 1.71

Walmart 5.30 4.73 0.57

Nordstrom 5.43 2.98 2.45

Target 5.98 2.72 3.26

Kohl’s 6.15 2.05 4.10

Macy’s 10.77 4.68 6.09



15

State of the Industry

www.Orderdynamics.cOm www.BellHowell.net

state of tHe industry

WHAT THINGS ARE RETAILERS DOING WELL?

As mentioned earlier, the online experience is significantly ahead of the other parts of the BOPIS 
experience.  Here are a few other areas where things were strong and have seen significant 
improvement.

Mobile Experience
The mobile shopping experience has greatly improved in the last few years.  Specifically, shoppers 
mentioned that the online payments portion of the experience was now a strong aspect. In the past 
this has been an area that has received many negative reports.  But our survey of Secret Shoppers 
rated this process at 4.60, higher than the overall 4.40 rating of the overall BOPIS experience.

Items Clearly Marked for Store Pickup
A second area that was very strong online was that items available for store pickup were much 
more clearly labeled than in the past.  This area rated 4.70 overall with 8 of the 10 retailers rating 
4.5 or better on the variety of merchandise ordered.  Lowe’s Home Improvement at 4.93 and Kohl’s 
at 4.90 are the highest rated retailers in this area.

Designated Pickup Areas
At the store level, retailers have really improved having designated pickup areas and signage around 
those areas.  Overall, shoppers said there were designated pickup areas in 80% of the stores 
visited.  Lowe’s Home Improvement, Nordstrom, and Best Buy had 100% compliance in this area in 
our shopper visits.  Having this designated area that is consistent store to store is helping to improve 
the likelihood of repeat use of BOPIS at retailers.

Payment Process Makes a Difference

Online payment processes have received many 
negative reports in the past. But our survey rated this 
process at 4.60. This is higher than the 4.40 of the 
overall BOPIS experience.   
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AREAS RETAILERS NEED TO IMPROVE

While shoppers rated the overall experience positively in most cases, there were specific areas that 
jumped out from the data for improvement.

Time for Notification that Orders are Ready for Pickup
We noted earlier that a significant area of needed improvement for many retailers is the time 
of notification from the point of the order being made until the point of notice going out to the 
consumer. There were multiple retailers where the notification time averaged over 8 hours or 
longer. This is unacceptable for an order where the website said it was available in store for pickup. 
Improvements in inventory transparency and accuracy are a clear area of concern here, but also 
prioritizing the staffing for picking these orders in a more expedient fashion.

One of the more baffling results of the study was that even after customers received notifications 
that their orders were ready, when the customer showed up at the store only 76% of the orders 
were ready and at the pickup counter. We realize the size of the merchandise and storage 
limitations at the front of the store play a role here, but when the associate must leave the customer 
to find the merchandise, this opens the door for frustration and uncertainty about whether the 
order is really there.  In fact, for those customers where the product was specifically available at 
the counter area, the rating of the pickup experience was 4.60. But when not ready at the counter, 
the rating drops to 3.70 (20% drop in satisfaction of the pickup process).  Furthermore, the overall 
rating for the entire BOPIS experience (online included) goes from 4.60 to 3.80 or a 17% drop in 
satisfaction.

  

Suggestions From the Experts
One way to mitigate this process is to have the customer-facing associate communicate to another 
associate for pickup of exact location of item if it can’t be at the counter (similar to the Apple Store 
approach.)  It makes the process faster and eliminates uncertainty for the customer.  

Orders NOT  Ready for Pickup 
After Receiving Notification

Product Readiness Matters

When Order is Available 
at Pickup Counter

When Order is NOT 
Available at Pickup 
Counter

24%

4.6
3.7

16
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AREAS RETAILERS NEED TO IMPROVE

Labor Shortages Means Automation May Be Required
The shoppers in our report paint a vivid picture of the ideal BOPIS situation. A shopping experience 
that is simple, convenient, fast and, most importantly, consistent. The data in our report indicates 
that retailers who are using traditional means to complete the BOPIS experience, whether it’s 
an associate finding an item, processing transactions or packaging the items, are struggling to 
execute at the store level in a timely manner. Additionally, retailers struggle to consistently schedule 
engaged and knowledgeable staff at the stores offering pickup. This is where automation such as 

smart lockers or pickup towers can greatly enhance the BOPIS experience. And 
regionally, this could greatly enhance the experience, specifically in the 

Northeast where labor shortages are particularly acute.

But solving a labor challenge is only one benefit that automation 
provides – it also streamlines the time to complete the pickup 
process. There is a direct correlation between the pickup process 
speed and customer satisfaction. In our research, we looked at 
the process with automated pickup versus those that did not use 

automation in the pickup process. Across all retailers, the total pickup 
time without automated pickup was 5.9 compared to 4.2 minutes when 
automation was used – a 29% improvement in speed. Among Walmart 
shoppers, the process went from 10.6 minutes when the associates were 

involved to 4.2 minutes when automation was used for pickup, a 60% 
improvement in speed.

Automation Anyone?

On average, there was a 29% improvement in 
pickup time speed when automation was used. In 
Walmart’s case, when their Pickup Towers were 
used, there was a 60% improvement in speed.

When Order is NOT 
Available at Pickup 
Counter
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Generally, consumers are pleased with the idea of the BOPIS experience, with an average rating of 4.40 out of 5.00.  They are very pleased with the online experience, 
range in acceptance by retailer of the notification process, and separate their opinions on retailers based on the store-level execution.  But the real test will be if they are 
willing to use the service again in the future with that retailer and if they are willing to recommend the process to others.  

On a similar 1-5 scale where 5 is Extremely Likely and 1 is Extremely Unlikely, shoppers rated the overall likelihood of using the process again at 4.26 and likelihood of 
telling others at 4.34

final tHougHts

4.55 4.434.53 4.404.43

4.234.34 3.904.07 3.70

How Likely are Customers to Reuse Service

Rating on 1-5 Where 5 is Extremely Satisfied and 1 is Extremely Dissatisfied
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What differentiates the retailers at the top from the retailers at the bottom?  It’s all about execution 
at the store level. Timely order preparation, shopper notification, and actual pickup experience 
impact the customer experience.  Effort, organization, staffing, and automation can go a long way 
to not only help retailers take advantage of the growth of BOPIS, but in a way that improves the 
customer experience and builds greater loyalty.  

4.60 4.554.57 4.434.53

4.314.37 4.104.17 3.80

final tHougHts

How Likely are You to Recommend this Service to Others?

What Really Makes the Difference

The biggest differentiator we saw in the research 
was the in-store experience. How quickly and how 
well this process is done, can make or break a 
retailer.  

Rating on 1-5 Where 5 is Extremely Satisfied and 1 is Extremely Dissatisfied
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otHer retail resources only from orderdynamics and Bell and Howell

Omni-2000 Global Research

Discover Retailers’ Omni-Channel Capabilities

Following up from the Omni-1000, the Omni-2000 Glob-
al Research will examine the omni-channel capabilities 
of over 2000 retailers from the customers perspective. 
Want to know how many retailers are really offering 
click and collect in your region? Then make sure you 
don’t miss this report. 

Download today at bit.ly/omni-2000-global

The Real Value of Automated Pickup Solutions

Win the Battle for Customer Loyalty

Retailers who are focusing on streamlining processes with 
automation are winning the battle for customer loyalty. If you 
are looking to quantify the costs of an automated solution, 
look no further. In this piece, we explore the real, measurable 
benefits an automated click-and-collect solution can bring for 
both you and your customers.  

Download now at bit.ly/automated-pickup

http://bit.ly/omni-2000-global
http://bit.ly/automated-pickup
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orderdynamics corporation

Visit www.OrderDynamics.com for more  
information about Order Management 
Systems and how we can help optimize 
your Omni-Channel Retail Business

OrderDynamics Corporation
Office:  +1 (905) 695-3182
email:  Info@OrderDynamics.com

Copyright  2019  OrderDynamics Corporation 
& Bell and Howell
All rights reserved

OrderDynamics, a Tecsys company, develops the world’s leading Out-of-the-Box Distributed Order 
Management Technology. Powering retail fulfillment, the company helps clients make omni-channel retail 
a reality. OrderDynamics enables retail options like Buy Online Pickup In-Store (BOPIS | Click & Collect), 
ship-to-store, and ship-from-store; creating seamless shopping experiences. Iconic brands like Speedo, 
Boardriders, Columbia Sportswear, JYSK, Princess Auto, Crabtree and Evelyn, and Browns Shoes use 
OrderDynamics’ technology across North America, Europe, Asia and Australia. For more information, visit 
https://www.orderdynamics.com.

OrderDynamics is a wholly-owned subsidiary of Tecsys, Inc. Tecsys provides transformative supply 
chain solutions that equip its customers to succeed in a rapidly-changing omni-channel world. For more 
information, visit https://www.tecsys.com.

Founded in 1907, Bell and Howell leverages innovative technologies and unrivaled service capabilities to 
help its customers increase efficiency, reduce costs and improve their customer experience. Boasting a 
rich history and expertise in mechatronics and workflow efficiency, the company delivers comprehensive 
automation solutions in retail click-and-collect, pharmaceutical factory intelligence, production mail, 
and consumer packaging automation. Headquartered in Research Triangle Park, N.C., Bell and Howell is 
one of the largest and most sophisticated service organizations in North America, with more than 750 
service engineers, 24/7/365 customer service and technical support centers, as well as advanced remote 
monitoring and diagnostic capabilities.

Bell and Howell

Visit www.bellhowell.net for more  
information about comprehensive 
automation solutions.

Bell and Howell
Office:  +1 800-961-7282

email:  info@bhemail.com
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