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Click-and-Collect:

Are you ready to capitalize on the latest evolution in grocery eCommerce? 
Read on for tips on how to plan and execute a winning Click-and-Collect (C&C) program 

that can future-proof your retail business.

Steps to Building a Profitable Grocery 
eCommerce Program
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Ready to embrace eCommerce 
or enhance your existing offering?
Here’s how we’ll work with you to help you achieve your goals:

1

4

2

3

EVALUATE THE LANDSCAPE

We’ll consider your regional retail landscape, taking potential trends, challenges and 

opportunities into consideration. Then, we’ll identify what stage of maturity you’re at with your 

current digital initiatives.

ASSESS YOUR OPTIONS

Together, we’ll consider the complexity of the project and identify potential tools and solutions 

that will help bring your digital strategy to life.

IMPLEMENT YOUR STRATEGY

We’ll work together to identify your goals, create a roadmap, and take decisive action to get 

you where you need to be.

MEASURE AND ADJUST

We’ll take a data-driven approach to your digital efforts and analyze exactly what’s working, 

what isn’t, and then adjust your initiatives accordingly.
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Digital Transformation of Grocery Shopping Sets the Foundation for Click-and-Collect
Introduction

Suffice it to say, the face of retail has changed forever with the omnipresence of digital technology in 

shoppers’ lives.

In the United States, online orders now make up 5.5 percent1 of supermarket sales (that’s nearly 30 

percent of households buying groceries online). More consumers of all ages are embracing eCommerce2 

as the faster, more convenient, and in some cases, more cost-effective way to do their household 

shopping. Meanwhile, the online grocery market is anticipated to hit $100 billion3 value in as little as four 

years—a sure sign that grocery eCommerce has quickly become the new norm for more consumers.

As we’d expect, digital-native Millennials have led the charge on online grocery shopping up to now. Yet 

in the last year or more, Gen Xers, Gen Zers and even Boomers have become increasingly influential 

players in the growth of online grocery shopping, with a preference for having their grocery eCommerce 

orders delivered to their homes.

Did you know?

The number of shoppers who use online grocery retailers “at least occasionally” has nearly doubled over the 

last three years—from 16% in 2015 to 28% in 2018. And 15% use online grocery shopping “almost every time.”

– FMI U.S. Grocery Shopper Trends, 20184

?

US Adults’ Past-Year Online Grocery Shopping
(% who have shopped online for groceries in the past year)

Overall 33%

Gen Z (18-19) 47%

Millenial (20-36) 50%

Gen X (37-52) 36%

Baby Boomer (53-71) 18%

Silent (71+) 22%

Published on MarketingCharts.com in August 2018 | Data Source: Adobe Digital Insights 
Based on a June 2018 survey of 1,000 US adults (18+)

Data source: https://www.slideshare.net/adobe/adobe-digital-insights-digital-dollar-q2-2018
Chart source: https://www.marketingcharts.com/charts/us-adults-past-year-online-grocery-shopping/attachment/adobedigitalinsights-us-adults-past-year-online-grocery-shopping-aug2018
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The Ultimate in Flexible Pick-up Options
Click-and-Collect

Seeking even greater convenience and speed of access to a wider variety of both food as well as 

non-food categories—not to mention the potential for lower costs overall—more shoppers are taking 

the next step in the evolution of online grocery shopping. They’re bypassing home delivery and instead, 

picking up their purchases in-person, in store or at the curb. 

Enter the brave “new”5 world of Click-and-Collect.

Defining Click-and-Collect

At its heart, Click-and-Collect8 is a grocery fulfillment option, powered by and integrated into a retailer’s 

eCommerce infrastructure, that enables consumers to shop online and/or via a mobile app, set a 

pick-up date and time, and visit the store to collect their purchases when and where they want.

US Internet Users Who Buy Online and Pick Up In-Store
(% of respondents)

2015 35%

2016 46%

2017 50%

Note: Ages 18+; in the past 12 months.

Source: JDA, “The 2017 Consumer Survey.”
Source: https://retail.emarketer.com/article/bopus-continues-grow/596541c5ebd40005284d5cb7



In just two years, the number of shoppers in the U.S. who have made purchases online and picked up 

in-store has increased by an estimated 15 percent9. 

And while it’s still early days to gauge the growth of C&C in 2018, it’s telling to see that major 

omnichannel retailers continue to invest heavily in their BOPIS offerings:

 y Kroger rolled out its “ClickList” C&C grocery service at its 1,000th location10 in December 2017

 y Target added 200 stores to its “Drive Up” C&C service11 in July 2018, and plans to have up to 

1,000 stores12 offering the service by the end of this year

 y Whole Foods launched its curbside grocery pick-up program on August 8, 201813, available only 

to Amazon Prime members through the Prime Now app. Though currently only available in 

two markets (Sacramento, California and Virginia Beach, Virginia), Whole Foods plans to launch 

additional locations throughout the year

 y Walmart plans to add another 1,000 stores14 to its curbside pick-up program by 2019

The growth of 
Click-and-Collect in the U.S.
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Click-and-Collect services present a win-win for consumers and grocery retailers alike. Here are just 

some of the benefits for consumers:

 y SAVES TIME

C&C makes real sense for consumers who don’t have time to wander the aisles and suffer 

through long lines at checkout, and would rather have someone pick and pack their 

groceries for them.

 y INCREASES CONVENIENCE AND FLEXIBILITY

Most C&C services allow consumers to select the place (i.e. the retail store, a drop-off location 

or some other pick-up option) and specific time for fulfilment from an array of options. This 

means that consumers can adapt their shopping behaviour to their schedules. For example, 

selecting a pick-up location that fits with their daily routine, rather than having to be home to 

accept a delivery during a longer drop-off window dictated by the retailer or delivery service.

 y SAVES DELIVERY COSTS

By picking up their pre-packed purchases in-store—or in some cases, having them brought 

out to them at specially designated spots, at the curb or near the store entrance—C&C 

customers avoid potential delivery fees.

 y ALLOWS FINICKY CONSUMERS TO MAINTAIN A DEGREE OF CONTROL OVER 

THEIR PURCHASES

For those particular shoppers who pick through each green bean in the pile to find the perfect 

specimen, most C&C services allow customers to check through their pre-packed goods 

before taking them out of the stores. And the most successful C&C programs today have staff 

members who are ready, willing and available to swap out products should any particular item 

not meet their needs.

Did you know?

Mercatus is revolutionizing the way grocers offer the digital experience to their consumers. In addition to 

other eCommerce capabilities, Mercatus helps retailers plan and execute Click-and-Collect services that are 

fully integrated into their end-to-end eCommerce platforms and infrastructure, all in the name of delivering 

exceptional online and in-store shopping experiences.

Learn more at www.mercatus.com/solutions/digital-commerce/

?
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Click-and-Collect programs offer a number of benefits for forward-thinking grocery brands too, not the 

least of which is the opportunity to:

 y GAIN INCREMENTAL SALES

One in four Europeans15 who use C&C bought another item in-store while they were picking 

up their online orders, while 90 percent of holiday shoppers16 in the U.S. who used C&C in 

2017 purchased additional items while picking up their purchases in-store.

 y ACHIEVE BETTER MARGINS

After variable costs (e.g. marketing), C&C earns higher margins than grocery delivery17 (13.8 

percent vs. 10.7 percent, respectively).

 y REDUCE CART ABANDONMENT

Too difficult to make a purchase, high shipping costs, lack of delivery options… these are all 

reasons why consumers abandon their online shopping carts. By offering C&C services, 

you’ll get around these common e-tail issues and thereby increase the chances of closing an 

online sale.

 y REACH AN EVER-GROWING AUDIENCE OF AVID CONSUMERS

Four out of 10 online shoppers18 in the U.S. today are using C&C. On average, they make a 

pick-up trip every six months. This relatively low frequency is likely due to the fact that it’s 

a newer option in the U.S. compared to other markets19 like the U.K., where 79 percent of 

retailers offer C&C services compared to 35 percent in the U.S.

 y ENCOURAGE ONLINE PURCHASES FROM PERIMETER CATEGORIES

While non-food categories are among the top purchases online, there’s a huge growth 

opportunity with food within curbside C&C services—particularly with fresh and perishable 

items. According to Nielsen20, fresh categories have the highest consideration of curbside 

pick-up fulfillment (50 percent would consider it, and 34 percent even prefer it), possibly due 

to the opportunity to check over the pre-picked and packed items prior to taking the 

purchases away.

 y BUILD BRAND LOYALTY

Most shoppers want options for when and where they fulfil their shopping lists. When you 

offer C&C services, it shows that you understand your customers and care enough to create 

another convenient shopping method—one that saves them money (by eliminating delivery 

costs). Customers are more likely to stick with one or two brands21 when these types of 

services exist.
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Did you know?

U.K. retailers Asda and Waitrose offer the option of grocery collection from a host of unique locations, including 

service stations, tube and train stations, at the airport and in Click-and-Collect lockers.

?

With the opportunity to appeal to a larger consumer audience—and to gain better margins and 

incremental sales while you’re doing it—forward-looking retailers like you can’t afford to overlook C&C as 

a viable fulfilment option for your stores.

C&C services are the next big step in the digital evolution of grocery retail. And if done well, C&C can 

become a key element in your growth strategy for the coming years. 

At Mercatus, we work with grocers to revolutionize the services they offer, and planning and executing 

Click-and-Collect programs is an integral part of our digital platform.

We want to help you to make the most of your Click-and-Collect aspirations, and so, we’ve put together 

some key recommendations to help you to roll out a comprehensive and successful fulfilment program.

If you’re already in the process of planning the fine details of your own Click-and-Collect fulfilment 

strategy, be sure to keep these considerations in mind to set yourself up for greater C&C success.

Top Online Categories Purchased by Fulfillment

DELIVERY IN-STORE PICK-UP CURBSIDE PICK-UP

Vitamins

Pet treats

Toilet paper

Pet supplies

Cosmetics

Toilet paper

Vitamins, etc.

Laundry care

Paper towels

Cleaners

Chips, etc.

Fresh fruit/veg

Canned foods

Milk/creamer

Packaged breads, etc.

Source: Nielsen, Digital Shopping Fundamentals, 2017.
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Steps to Building an Optimal Click-and-Collect Rollout Strategy
Implementation

Much like other eCommerce grocery strategies that you’ve likely developed over time, C&C requires 

careful pre-planning and a bit of finesse to get key stakeholders on-board before you nail down the finer 

details of your program.

Where C&C differs, however, is in the level of integration required between the IT, Operations, and 

Fulfilment teams, in order to ensure that the seamless omnichannel shopping journey you’re already 

delivering to your customers continues through to the actual in-store or curbside pick-up experience.

Follow these steps to ensure a seamless and successful rollout:

 y BUILD BUY-IN THROUGHOUT THE ORGANIZATION

Before you even start to strategize the details of your C&C program, it’s important to gain 

buy-in from key stakeholders throughout the organization—from C-suite and head office 

leaders to frontline staff and all levels in between. The more people who back the strategy, the 

easier it will be to implement.

 y DECIDE IN ADVANCE WHICH STORES WILL OFFER THE NEW SERVICES

Mass merchandisers are today’s most popular C&C retailers, due in part to their higher online 

shopper penetration and sales dollars, which is influenced by the fact that they’re often 

situated in metropolitan areas. As you plan your C&C program, consider which stores in which 

regions have the highest shopper traffic. By starting with these stores, head office can learn, 

adapt and optimize rollout for the next stores or regional areas. And once those stores are 

saturated, move on to the region with the next-highest shopper traffic, and so on.

 y RECRUIT YOUR SUPPORTING TEAM

Identify key contributors/participants (at head office, regional support and store levels) who 

can take ownership of the training and execution of the following: picking shopper items, 

prepping for pickup and interacting with shoppers upon pickup.

 y BOLSTER YOUR INTERNAL COMMUNICATIONS (OR IF NEED BE, BUILD THEM OUTRIGHT!)

Build a strong(er) communication channel between head office and store level. This will help 

identify gaps in process/skillset, so tweaks can be made when you rollout additional stores 

in the future.
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 y ENCOURAGE EARLY ADOPTION AMONG STAFF

You’ll want to consider how you promote your new services; your starting point should be 

encouraging sign-ups and usage among staff. These early adopters will be able to work out 

the little hiccups that are bound to come up and smooth the way for the broader public. At 

the same time, early adopters can then become use cases to encourage a broader audience 

to sign up and use your services for their daily or weekly grocery purchases.

 y PROMOTION, PROMOTION, PROMOTION!

Develop an external marketing plan that builds awareness among customers. It’s useful to 

break this plan into three cycles—pre-, during and post-rollout phases— and incorporate both 

“above the line” and “below the line” marketing tactics for the best possible impact with your 

target audiences. 

Did you know?

“Above the line” (ATL) advertising incorporates mass media marketing tactics to promote brands and reach 

broad target audience segments, and includes ad placements on traditional media channels like television, 

radio, print (including flyers), out of home (e.g. bus shelters, billboards) and online.

In contrast, “below the line” (BTL) advertising delivers closer to 1:1 engagement, and involves the 

distribution of pamphlets, stickers, brochures and other collateral placed at POS, as well as email marketing 

and online ad retargeting.

Pros and Cons: While ATL has the broadest reach and generally the lowest cost per engagement, BTL often 

delivers better ROI overall because of its more personalized nature.

Most of today’s retail marketing programs integrate elements of both “above the line” and “below the line”—or a 

“through the line” approach that integrates the most promising and cost-effective elements of ATL and BTL to 

suit the marketing goals of a particular program and promotion.

While you’re at it, consider the key roles that are ideally22 involved in building out and 

implementing your most successful Click-and-Collect program. And note the crucial link between 

head office and frontline staff, which ensures that the strategic details that get decided at the executive 

level trickle down and get implemented successfully at the grassroots level.

?

Tip:

In-store Operations have a much more critical role under the C&C model than under traditional grocery or even 

home delivery fulfilment programs.
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Consider these key roles:

AT HEAD OFFICE:

 y An Operations-focused leader who’s able to take on the role of C&C Subject-Matter Expert (SME)

 y A Regional Operations Manager who would work with head-office staff to determine the 

program, then own the training practice, and travel to individual stores to train frontline 

managers and staff

ON THE FRONTLINE:

 y A store-level trainer. This role is optional and only really necessary if no Regional Manager exists 

who can keep store-level staff up to date on C&C processes and procedures.

 y Your on-site C&C team member(s). Learnings from a number of studies in the U.K. indicate that 

it’s crucial to have specific frontline resources assigned to fulfil C&C services on-site, including 

picking items on the shopping lists, packing the items and interacting with shoppers upon 

pick-up. This could be a single individual for all three tasks or you might choose to split this 

between multiple staff members.

And keep the following in mind:

Due to their likely proximity to 

front-of-store and their knowledge 

of store layout, cashiers, food-to-go 

counter staff, stock people and even 

properly-trained cart retrieval personnel 

make ideal candidates for all C&C 

functions, and employing them in these 

roles can help minimize time spent on 

C&C order fulfilment.

Did you know?

Some of the top ‘beefs’ of C&C customers23 around 

the world include:

 y Long wait times to pick up their BOPIS orders

 y Store associates unable to locate items they ordered

 y Lack of designated spots to pick up their orders

 y Poor communication:

 ° of how the program works (both in-store 

and online) 

 ° of changes to the program 

 ° of the products available for purchase 

and/or pick-up

?
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Is Your Click-and-Collect Program Providing Positive ROI?
Measuring Success

If you’ve ever interacted with us, you know that we’re big proponents of carefully and consistently 

measuring the rates of engagement with your eCommerce technology and marketing executions. 

Otherwise, how will you know whether your investment was worth it?

Your Click-and-Collect program is no different, in that it’s critical to gauge the level of engagement and 

interactions with the program, both online (on your website or app) as well as in person (in-store and via 

interactions with various personnel involved in the rollout and ongoing management of your program).

And so, at a minimum, you would do well to gauge the success of your C&C program against 

these metrics:

 y Total % of fulfilled orders

 y Total % of orders completed for pick-up vs. home delivery (if you offer that fulfilment option)

 y Average time it takes to fulfill an individual order (including processing the online order and 

payment; picking and packing the order in-store or from the warehouse; amount of time in-

store personnel interact with the customer upon pick-up; and any other time expended)

 y Customer satisfaction/reviews

 y Average time it takes to train and roll out at a new store

 y Frequency of new hire or existing resource training required on an ongoing basis per 

month/year
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To C&C or not to C&C? For Forward-thinking Retailers, there’s no Question
Conclusion

Consumers today are looking for faster, cheaper and more convenient ways to do their grocery 

shopping. And whether it’s called “Click-and-Collect,” “Buy Online, Pick-up In-store,” or some branded 

variation thereof, the combination of eCommerce functionality to complete the check-out process with 

in-person fulfilment in-store or at the curb makes sense to more consumers—and can lead to additional 

sales, reduced online cart abandonment and greater brand loyalty for retailers.

If you’re developing your own C&C strategy, remember to treat it like all other eCommerce capabilities, 

but with a bit more attention to detail, because you’ve got the added component of in-store (pick-up) 

exposure to think about.

And so, above all else, be sure to meet (and even exceed) the consumers’ expectations for a seamless, 

personalized and consistent shopping experience. If you do, you’ll be sure to reap significant rewards 

from upping your consumer curb appeal with Click-and-Collect services.

Ready to take the next step in the evolution of your eCommerce business?
Start by calculating your return on investment. Try our free online ROI calculator at 

mercatus.com/ROI
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Appendix

1. Source: https://www.fooddive.com/news/grocery--report-online-grocery-reaches-55-of-total-sales/529124/ 

2. Source: https://www.fmi.org/our-research/research-reports/u-s-grocery-shopper-trends 

3. Source: https://www.fooddive.com/news/grocery--why-online-grocery-could-be-a-100b-opportunity-in-the-next-four-

years/515748/ 

4. Source: https://www.fmi.org/our-research/research-reports/u-s-grocery-shopper-trends 

5. The concept of Click-and-Collect (C&C) is not actually a new fulfillment option. In fact, it’s one of the most common 

shopping methods for consumers in Europe and the United Kingdom, with 42 percent of consumers from France, 

Germany, the U.K. and Sweden having used C&C in the past 12 months, according to the JDA’s Customer Pulse 20176 

study of 8,238 consumers. Meanwhile, other data7 predicts that the C&C market in the U.K. will increase 55.6 percent, to 

total £9.6 billion (US$12.33 billion), by 2022.

6. Source: https://now.jda.com/European-Customer-Pulse-Report-EMEA.html 

7. Source: https://www.globaldata.com/uk-click-collect-sales-set-soar-55-6-2022/ 

8. A.K.A. “Buy Online, Pick-up In-store” (BOPIS or BOPUS) and retailers’ branded C&C programs (e.g., Target’s “Drive Up” and 

Germany-based grocer Lidl’s “Lidl Express”).

9. Source: https://retail.emarketer.com/article/bopus-continues-grow/596541c5ebd40005284d5cb7 

10. Source: https://progressivegrocer.com/kroger-rolls-out-clicklist-1000th-store 

11. Source: https://progressivegrocer.com/target-expands-click-and-collect-200-more-stores 

12. Source: https://progressivegrocer.com/target-expands-click-and-collect-south-southeast 

13. Source: https://www.fooddive.com/news/grocery--whole-foods-launches-curbside-pickup-for-prime-members/529641/ 

14. Source: https://techcrunch.com/2018/03/13/walmart-to-expand-grocery-delivery-from-6-markets-to-100-by-year-end/

15. Source: https://now.jda.com/European-Customer-Pulse-Report-EMEA.html 

16. Source: https://www.icsc.org/news-and-views/icsc-exchange/strong-holiday-shopping-season-fuels-optimism-for-2018 

17. Source: https://www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%20Insights/The%20future%20of%20

online%20grocery%20in%20Europe/The_future_of_online_grocery.ashx 

18. Source: http://www.nielsen.com/us/en/insights/news/2018/curb-appeal-are-you-ready-for-click-collect.html 

19. Source: https://www.l2inc.com/daily-insights/uk-retailers-reinvent-stores-for-click-and-collect 

20. Source: http://www.nielsen.com/us/en/insights/news/2017/the-digital-growth-opportunity-in-curbside-pick-up-click-

collect-subscription-services.html 

21. Source: http://www.skulocal.com/insights/the-evolution-of-click-and-collect-and-how-it-will-affect-you/ 

22. We’re aware that adding staff count isn’t always possible. Our recommendation: Think of this as your “blue sky” wish list, 

and work with your Human Resources team to consider how you may be able to fill these roles and responsibilities from 

among current staff.

23. Sources: https://www.adweek.com/brand-marketing/how-to-bridge-the-gap-between-ecommerce-and-retail-with-click-

and-collect/ ; https://retail-assist.co.uk/click-collect-benefits-retailers/ ; https://www.barilliance.com/click-collect/ 
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We empower grocers to grow their business by meeting the evolving needs of today’s 
shoppers. We create and build digital commerce applications, helping grocers extend their 
brand’s online presence, offer personalized experiences to their customers, and sell their 
products on the web. Our success comes from our track record of helping leading North 

American grocers integrate with multiple technology partners to deliver best-in-class 
online and offline shopping experiences.

Mercatus is redefining the 
digital experience within grocery.

CONTACT:

Mercatus
545 King Street West, Suite 500

Toronto ON M5V 1M1

416.603.3406

mercatus.com


